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400 Dailies Get 
Bates Plea for 


Discount Review 


Seeks 15% Frequency 
Discount for Push by 
Brown & Williamson 


New Yor«k, Nov. 17—Ted Bates 
& Co. has urged a number of news- 
papers to “re-examine” their pres- 
ent discount patterns in advance 
of a heavy newspaper drive in b&w 
and r.o.p. color for its client, 
Brown & Williamson. 

In a letter signed by Edward A. 
Gray, senior vp in charge of media, 
the dailies were advised that the 
Bates agency was “considering a 
newspaper effort for Brown & 
Williamson consisting of 26 1,000- 
line b&w and/or two-color daily 
r.o.p. insertions.” 


s “Before we recommend this 
campaign to our client,” the Bates 
letter continued, “we would like to 
know whether the 15% frequency 
discount, common to other media, 
(Continued on Page 12) 


Broadcasters Prestige Highest Ever; 
Radio Must ‘Act Big, NAB Advised 


McCollough Predicts New 
Growth, Freedom Decade; 
Ford Praises ‘Maturity’ 


WASHINGTON, Nov. 15—Broad- 
casters in big numbers were gen- 
erally agreed this week that they 
should be “sitting pretty” in the 
eyes of Congress after the “blue 
ribbon” performance of their in- 
dustry during the political cam- 
paigns. 


s The occasion was the sixth of 
eight fall regional conferences 
sponsored by the National Assn. 
of Broadcasters. A record audience 
so far this year—276—heard 
luncheon speakers on both days of 
the two-day sessions praise the 
industry for its “exceptional” and 
“fair-minded” coverage of the 
campaigns. 

The general tone of the meeting 
indicated that broadcasters feel 
they’ve lived down the nasty 
names hurled at them during the 
“payola” furor. More than one 
broadcaster said, “It’s time to climb 
down off the defensive.” Members 
were told to pitch into community 
affairs to help stations “build the 
reputation of quiet, dependable ef- 
ficiency.” 


a Clair R. McCollough, president 


of the Steinman Stations, Lan- | . ; ‘ 
caster, Pa. and chairman of the | 000, “a medium of radio’s vitality 
NAB policy committee, struck ihe |@Md influence should bill closer to 
|20% of the advertising dollar, and 
said, “The experience of last week’s | that should be a worthy goal for 
national election—held this time | the "60s. 


keynote of the conference when he 


without legislative restrictions on 


balance and fair play normally ap-|@ “I’m confident that we can 
plying to broadcasting in Presi-| achieve that goal, but only if you this week intréduc sdbiat Chek -Feliedia vestiny. or ibid 
dential contests—has shown that and I fully realize, and if we act, | nose.” Rirgaticed Nasatrol, a ps 
broadcasters are able to be fair program and sell as though we | kets j 
and want to be fair without beihg realize, that the average American | Kastor, Hilton, Chesley, 


(Continued on Page 134) 
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Standard Oil (Ind.) 
Names MacManus for | 


Institutional Ads | 


Cuicaco, Nov. 18—Standard Oil} 
Co. (Indiana) today named Mac- | 
Manus, John & Adams, Bloomfield | 
Hills, Mich., for its institutional ad- | 
vertising, succeeding Batten, Bar-| 
ton, Durstine & Osborn Jan. 1. 

MacManus was one of three fi-| 
nalists bidding for the account, | 
which reportedly has been billing | 
about $600,000 annually. The oth- | 
ers were Ted Bates & Co. and} 
Campbell-Mithun (AA, Nov. 7). 

Billings on the account are ex- 
pected to increase next year, since 
it will include not only Standard 
of Indiana, but institutional adver- 
tising for Standard’s new market- 
ing subsidiary, American Oil Co. 


® It was this reorganization, mak- 
ing American Oil a national mar- 
keter, which forced BBDO out of 
the picture. BBDO has handled 
Standard Oil Co. (California) for 
many years, and the two companies 
will now become direct compet- 
itors. 

D’Arcy Advertising Co. will han- 
dle product advertising for Ameri- 
can Oil when the reorganization 
becomes effective Jan. 1. + 


Hyland Calls for 20% 
Ad Dollar Share, Sense 
of Radio’s Greatness 


WASHINGTON, Nov. 15—Radio 
must “grow up and act big” in the 
’60s, Robert Hyland, genefal man- 
ager of KMOX, St. Louis, and vp 
of CBS Radio, hammered home to 
the National Assn. of Broadcasters 
today. 

“Radio, operated with only a 
goal of quick profits, rather than a 
long-range goal of community 
service, is a breeding ground for 
all the abuses that all of us de- 
plore,’”’ he told NAB’s radio ses- 
sion. 


s “The programming leadership in 
the next decade is going to come 
from the sturdy souls who refused 
to roll over and play dead when 
tv flashed its baleful eye on the 
radio scene. It’s going to come 
from the broadcasters who were 
not afraid to continue to program 
their stations, instead of lining up 
a daily music list as though they 
were routemen for the jukebox 
trade,” he said. 

Mr. Hyland conceded that the 
current status of radio is “a 
healthy enough score—except for 
the billing figure.” He stressed 
that instead of pulling in 6% of 
the advertising dollar, or $560,000,- 


THE NATIONAL NE 


| 


November 21, 1960 

Volume 31 * Number 47 

25 Cents a Copy « $3 a Year 
CHICAGO 11 + Published Weekly at 
200 E. Illinois St. ¢ DE 7-5200 

NEW YORK 17 

630 Third Ave. + YU 6-5050 


PAPER OF MARKETING - oe 


_Agency’s ‘Caliber’ Earns High Profit Rate... 


Martineau, Ogilvy Tell 
How Setup Is Beneficial 
to Advertiser, Agency 


(For agency men’s reac- 
tions to the Shell-Ogilvy set- 
| up see Page 126.) 


Hor Sprinecs, VA., Nov. 15—An 
unusual compensation agreement, 
|| which was a key factor in bringing 
the Shell Oil account to Ogilvy, 
Benson & Mather, was outlined to 
the Assn. of National Advertisers 
here today by Cyril Martineau, 
|manager of Shell’s advertising de- 
PIPING HOT—Downyflake frozen ‘partment, and David Ogilvy. 
muffins in a disposable baking pan| The joint presentation included 
are being introduced in New York | such salient points as: 
now and will go national after the| 1. The OBM fee exceeds the pre- 
first of the year. Smith/Greenland, ees werk (J. two Laat 

; son Co. ’ commission. 

Heep VOet, “02 Ee ROueee. 2. Three of the four agencies in 
the finals of the Shell presentation 
—all Four A’s members—were 
willing to accept fees instead of a 
straight commission arrangement. 

3. The deal is for a year. It will 
save Shell several hundred thou- 
sand dollars in its advertising de- 


BAKE ‘EM RIGHT IN DOWNYFLAKES PACKAGE PAN | 
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FCC Opposes NBC 
on Program Relays 
to Non-Affiliates 


WASHINGTON, Nov. 18—The Fed- 
eral Communications Commission 
suggested today that NBC may be 
exercising illegal veto power over 
the freedom of its affiliates to make | 
NBC programs available to non- 
affiliates in other markets at no 
extra cost to advertisers. 

In a letter to the network, the 
commission seized on a situation in 
Lewiston, Ida., where a low-power 
translator station wants to relay 
NBC programs from KHQ-TV, 
Spokane. NBC has taken the posi- 
tion that KHQ-TV can’t supply |tive Canadian versus U. S. maga- 
programs to the translator because | zines week here, in a battle-of-the- 
it might divert business from | briefs before the Royal Commission 
KLEW-TV, Lewiston, an affiliate. | on Publications. 

The commission said it has been| Three powerful Canadian groups 
advised that the network makes a urged the commission to recom- 
practice of withholding rebroadcast |mend that the government take 
permission whenever an affiliate| action against (1) U.S. over-flow 


Royal Commission Hears 
Pros & Cons in Probe of 
Canadian Books’ Plight 


Orrawa, Nov. 17—This was na- 


seeks to supply NBC programs to a 
non-affiliate in a market where 
NBC has an affiliate, whether that 


magazine circulation, (2) Canadian 
editions of U.S. periodicals, and 
(3) regional editions of U.S. mag- 


Shell, Ogilvy Sound 
Paeans Over Fee Setup 


partment. 

4. If the agency missed its guess 
on costs, Shell will get no rebate; 
nor will Shell be asked to “fork 
over the difference” if OBM un- 
derestimated. Z 


= Here are the full texts of the 
presentation, starting with Mr. 
Martineau: 

“I came up the sales route, and 
I still think of myself as a sales- 


BULLETIN 
New York, Nov. 18—Shell 
will put $13,000,000—its entire 
ad budget—in newspapers in 
1961. Full story is on Page 12. 


man. I know nothing about adver- 
tising, but I expect a lot from it. 

“Five months ago Shell ap- 
pointed a new advertising agency, 
Ogilvy, Benson & Mather, and a 
new advertising manager. 

“Quite contrary to published 
reports, the selection was made 
as the result of a lengthy study by 

(Continued on Page 125) 


U.S. Magazines Whittle Canadian 
Revenues, Publishers’ Briefs State 


dian periodical press.” 

Opposing the Canadians, who 
were represented by briefs from 
the Periodical Press Assn., the 
Business Newspapers Assn. of 
Canada and the Maclean-Hunter 
Publishing Co., were the Reader’s 
Digest Assn. (Canada) and Time 
International of Canada, whose 
magazines originated in the U.S. 


® In its submission to the commis- 
sion, the Periodical Press Assn.— 
which includes the Magazine Pub- 


(Continued on Page 134) 


affiliate is carrying all or only a| 


azines—and thereby “insure the 
(Continued on Page 12) 


preservation of a genuinely Cana- 


Last Minute News Flashes 
Pet Milk Drops Red Skelton, ‘Edge of Night’ 


St. Lous, Nov. 18—Pet Milk Co. is realigning its marketing strategy, 
and has asked CBS-TYV for relief of its contracts for co-sponsorship of 
the “Red Skelton Show” (talent and production cost about $60,000 a 
week; gross time charges about $65,000) and “Edge of Night” (talent 
cost about $2,500 per. quarter-hour segment; approximately $23,500 
gross for time); No replacements are set as yet, but S. C. Johnson & Co., 
which alternates with Pet on the Skelton show, is reportedly ready to 
take over full sponsorship. 


Marchant Shijts from FC&B to C4W 

OAKLAND, Noy, 18—Marchant division of Smith-Corona Marchant 
Inc. has named Cinningham & Walsh to handle its $300,000 advertis- 
ing account, effeetive Jan. 1. Acquisition of the Marchant calculator 
product line, régigjed by Foote, Cone & Belding, San Francisco, consol- 
idates the entire Smith-Corgna Marchant product line at C&W. 


Thayer Puts Nasatrol in Test Markets 


New Yor, Nov 18—Thayer Laboratories division of Revlon Inc. 


y 
several eastern test mar- 


Print and ty advertising is running in 
ncluding By¥racusé. 
Clifford & Atherton is the agency. 
(Additional News Flashes on Page 125) 


Behind the Scenes 

in Canadian Ad Drama 

This week’s battle between 
Canadian and U.S.-based 
magazines is the latest in a 
long series of outbreaks. For 
a brief history of the situa- 
tion, see story on Page 82. 
It is part of a special ApvER- 
TISING AGE report on Canada 
and Canadian advertising, 
which starts on Page 73. 

The report also covers 
trends in advertising and the 
agency business in Canada, 
the Dominion economic pic- 
ture, rising hostility of Cana- 
dian agency men toward US. 
competition, media trends, a 
new advertising training pro- 
gram and techniques of ad- 
vertising in French Canada. 


lishers Assn. of Canada, the Busi- 
ness Newspapers Assn. and the 


| Agricultural Press Assn. of Can- 
,ada—declared that Canadian peri- 
|odicals “are exposed to strong and 


The proprietary is selling at $1 for 20 tablets. | often unfair forms of foreign com- 


petition on a scale that seriously 
(Continued on next page) 
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threatens their continued exist- 
ence.” 

It asserted that this competition 
takes two forms: “High volume 
overflow circulation” and “by- 
product publishing, which enables 
and encourages Canadian adver- 
tising dollars to be spent in pub- 
lications whose editorial content is 
almost entirely foreign.” 


= In a separate brief, the Business 
Newspapers Assn. of Canada, 
which represents 144 publications, 
urged the commission to recom- 
mend that the government take 
“such corrective measures as will 
permit Canadian business publica- 
tions to compete upon an equal 
basis” with foreign magazines cir- 
culating in Canada. 

“It is the announced program of 
American publishers,” said the 
BNA, “to bring the alleged bene- 
fits of American business tech- 
niques to every country in the 
world, and particularly to Canada. 
In the process, the American pub- 
lisher benefits financially, and 
helps weaken our business, trade 
and technical press by draining 
off circulation and advertising dol- 
lars—badly needed here for edi- 
torial expansion and improve- 
ment.” 


® Maclean-Hunter’s brief stressed 
that its consumer magazines last 
year provided 47% of the com- 
pany’s sales, but less than 10% of 
the profits. It said its net income 
came mostly from other activities, 
including business paper publish- 
ing and commercial printing. 

“Maclean-Hunter magazines ex- 
ist today,” it was said, “because 
the company’s diversified sources 
of income provide it with the 
financial strength to give this 
country what we believe to be 
very worthy elements in a national 
periodical literature.” 

The company added that there 
could “very easily” be a “rash of 
so-called Canadian editions of 


Camphell Buys 
Pepperidge Farm 


CAMDEN, Nov. 17—Campbell 
Soup Co. has acquired Pepperidge 
Farm Inc., Norwalk, Conn., produc- 
er of 58 bakery and pastry prod- 
ucts, via a stock exchange agree- 
ment. 

Campbell will exchange 357,413 
shares of its common stock for the 
outstanding stock of Pepperidge 
Farm, 23-year-old firm founded by 
Mrs. Margaret Rudkin, president. 
Campbell shares will come from 
authorized but heretofore unissued 
stock. Pepperidge Farm stock is 
privately held by the Rudkin fam- 
ily and a few outside associates. 

W. B. Murphy, Campbell presi- 
dent, said Pepperidge Farm will 


continue to operate with its own 
employes and officers and function 
as a separate company within the 
Campbell organization. 

Pepperidge Farm sales—never 
before announced publicly—were 
$32,000,000 in the fiscal year ended 
April 30, 1960, up from $25,000,000 
the previous fiscal year, and profits 
were $1,300,000. 

Campbell sales for its fiscal year 
ended July 31, 1960, were a record 
$516,000,000, and profits reached 
$39,900,000. 


= Ogilvy, Benson & Mather, New 
York, is the agency for Pepperidge 
Farm. Campbell agencies include 
Batten, Barton, Durstine & Osborn, 
New York (processed soups); Leo 
Burnett Co., Chicago (tomato 
juice, frozen soups, Franco-Amer- 
ican products and Swanson heat 
process and frozen products); 
Needham, Louis & Brorby, Chicago 
(pork & beans and V-8); and Rob- 
ert Otto & Co., New York (over- 
seas advertising). + 


+ wie. a Philco moves in.. 


af 


your 
TV troubles 


move out! 


QUICK CHANGE—Philco Corp., Philadelphia, has a new hat trick de- 

signed for quick conversion of its November outdoor ads into timely 

Christmas themes. All that’s needed is a Santa Claus hat that slips 

over the delivery man’s hat. Batten, Barton, Durstine & Osborn is 
the agency. 


KPTV Appeals 
FCC's Ruling 
on Option Time 


WasuincTon, Nov. 17—Tv Sta- 
tion KPTV, Los Angeles, went to 
the Court of Appeals today in an 
effort to overthrow a recent deci- 
sion of the Federal Communica- 
tions Commission which allows tv 
networks to keep option time in 
modified form. 

More than four years ago, KPTV 
told congressional committees and 
Justice Department investigators 
that option time gives networks il- 
legal control over tv’s prime view- 
ing period. As a result of lengthy 
investigations, FCC last September 
adopted new rules, effective Jan. 1, 
involving a number of changes, in- 
cluding a cutback from three hours 


to two and a half hours of option 
periods in each segment of the 
broadcast day (AA, Sept. 19). 


® FCC held that option time is 
reasonably necessary for the sur- 
vival of networks, but KPTV told 
the court it is an outright anti-trust 
violation, not justified by any ar- 
gument which FCC considered. 
Networks opposed any change but 
have not appealed. In the past, the 
Justice Department has recorded 
its belief that option time is illegal. 


Parker Hires Compton for 
Spring Ball Point Pen Push 

Parker Pen Co., Janesville, Wis., 
has retained Compton Advertising, 
Chicago, to do some creative work 
on Parker ball point pens for a 
spring promotion. 

Parker currently is seeking an 
agency for its pen products to suc- 
ceed Tatham-Laird, Chicago, which 
is losing the account on Feb. 28, 
1961. Compton is the agency for 
Parker’s Eversharp division. 
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SNPA Meeting... 


Southern Publishers Urge Discounts, 
Standardization of Ad Practices 


Speakers Optimistic on 
Future of the South, 
Cite Past Progress 


Boca Raton, Fia., Nov. 16— 
Moves to get more national adver- 
tising into newspapers were among 
the focal topics of interest to ex- 
ecutives attending the 57th annual 
convention of the Southern News- 
paper Publishers Assn. here this 
week. 

Rate reduction, frequency dis- 
counts and joint efforts to pro- 
mote newspaper advertising were 
among the remedies discussed. Ex- 
cept for an SNPA-stimulated cam- 
paign in member papers to promote 
newspaper advertising, discussions 
dealt largely with general ideas. 


s SNPA’s advertising committee 
under the chairmanship of Frank 
Aycock of the Memphis Commer- 
cial Appeal, has urged adoption of 
a standard ll-em column width 
and promoting the adoption of uni- 
form rate structures encouraging 
large scale frequency discounts. 
No resolution was sought on either 
project, but outgoing SNPA presi- 


Yardley Women’s 
Line Quits Ayer, 
Joins Men’s at DDB 


New York, Nov. 17—Yardley of 
London has appointed Doyle Dane 
Bernbach to handle its women’s 
line, effective Jan. 1, thus giving 
the agency its entire advertising 
account. 

The agency got the first part of 
the account a year ago when it 
was named to handle Yardley’s 
men’s line and its Christmas ad- 
vertising for all products. The 
losing agency is N. W. Ayer & Son, 
which has handled Yardley since 
1927. Ayer will retain the pr part 
of the account. 

The total account is expected to 
bill “a little over $2,000,000,” with 
the women’s line accounting for 
about $1,000,000. # 


Highlights of This Week's Issue 


Time will split its circulation into four 
regional editions, 


Television Bureau of Advertising’s new 
presentation says advertising spurs prog- 
ress by stimulating discontent for the 
outmoded Page 4 


Assn. of National Advertisers discusses 
advertising’s image and the assault of 
the critics at its 5ist annual meet- 
ing Page 6 


Ocean Spray Cranberries Inc., one year 
after the “scare” ruined its peak sell- 
ing season, launches a $2,100,000 drive 
Gar Gam WD GORGE wnntencnnscwel Page 8 


Operation Snowflake, holiday appliance 
promotion, gets rolling despite with- 
drawal of most support from U. S. 
Steel Page 18 


Matson Navigation Co. plans a $1,700,000 
advertising and sales promotion drive 
in 1961 for its passenger ships ...Page 30 


Worthington Corp., manufacturer of in- 
dustrial machinery, reveals how it 
pruned its media list by studying busi- 
ness publications 


Fm radio is reaching 31% of the homes 
in Pittsburgh, but some of them 
don't realize it, according to a new sur- 
vey Page 62 

Agencies are increasingly adding their 


own workshop studios to experiment 
with tv sales ideas 


Canadian admen predict growth in the 
advertising business, despite reports of 
a recession Page 73 


Growth of U.8.-controlled shops rankles 
Canadian agencies 


Agencies in Canada back new training 
course to school future account execu- 


tives Page 85 


Advertising in French-Canada calls for a 
new approach, rather than tr 


or revised ads, says Jean Tougas, di- 
rector of French marketing for Ronalds- 
Reynolds Page 86 
Bill Lesee, general manager of AM Radio 
Sales, warns against borrowing copy 
from newspapers or tv for use in radio 
ads Page 88 


Purex Corp. says its new philosophy for 
selecting tv programs is aimed at pre- 
senting “mature” entertainment .Page 92 


Mississippi plans its largest tourism cam- 
paign around its part in the upcoming 
Civil War Centennial .................... Page 93 


New Durkee radio ads are cliffhangers, 
and listeners to the “Perils of Esmerel- 
da” spots have to call a local num- 
ber to find out how the heroine is 
saved Page 95 


Jack Baxter, president of Creative House, 
is named Copywriter of the Year by the 
Chicago Copywriters Club for the sec- 
ond year Page 98 


Denver & Rio Grande Western Railroad 
wins the Golden Freight Car Award 
from Modern Railroads for its “out- 
standing work” in promoting freight 
ee Page 102 


A college diploma is not essential to an 
advertising career, says James D. 


Woolf Page 116 


Department stores have the “most mud- 
died image of any mass retailer,” ac- 
cording to E. B. Weiss ............... Page 118 


L’Aigion Apparel! uses ads to build brand 


image rather than feature the gar- 
ment Page 124 


FIGURES TO FILE 
Cc di Advertising Ex- 
penditures,~- 1946-60 ........ Page 73 
Canadian Account 
73 
bal 
85 
Canadian National 
Weekend Newspaper 
Roto Advertising ............ Page 86 
Canadian Periodicals Ad- 
vertising Revenue .......... Page 
M 4 
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Advertising Market Place ...................... 130 
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Peeled Eye Dept. 122 
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Production Tips 116 

Rough Proofs 16 
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Voice of the Advertiser 

What They're Saying .................................. 16 
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dent Hugh Patterson Jr., publisher 
of the Arkansas Gazette, added 
his personal endorsement at the 
final convention session this morn- 


“I'd never suggest standardiza- 
tion of editorial content,” Mr. Pat- 
terson told the highly individual- 
istic SNPA members. “But the 
standardization of type and make- 
(Continued on Page 131) 


Gediman Blames 
Profit Decline 
on Advertising 


Boston, Nov. 15—A “sizable 


| share of the blame” for the steady 


deterioration of profits belongs to 
advertising, H. James Gediman, 
executive secretary of Hearst Ad- 
vertising Service, told the Boston 
Advertising Club today. 

“Advertising is likely to rank 
among the three or four largest 
items in the corporate budget,” he 
said. “It often exceeds the total 
profits of companies, it frequently 
exceeds the amounts paid out in 
dividends, and in some cases, it ex- 
ceeds the total payroll.” 

The difference between efficien- 
cy in the expenditure of these ad- 
vertising billions and wastefulness 
on a prodigal scale, he said, “can 
well mean the difference between 
a profitable economy and a fever 
chart profile of short-cyclical 
spurts and not-so-short reces- 
sions.” 


= “The time has come,” Mr. Gedi- 
man said, “for a return to the fun- 
damentals of marketing. 

“It is time to remember that ad- 
vertising is a function of marketing 
rather than the reverse. It is time 
to remember that it is advertising’s 
job, not merely to make sales but 
to make sales at a profit, not only 
for the opportunistic moment but 
day-in-and-day-out, with a rea- 
sonable degree of consistency and 
a prudent concern for the future 
market position of the company. 

“The new and necessary strategy 
of the national brand is to become 
in effect the local brand in local 
communities, to weave the product 
into the life of the community not 
as a matter of outside impression 
but as something the people absorb 
into their community conscious- 
ness,” Mr. Gediman said. # 


AAAN Adopts New 
‘Philosophy.’ Names 
Marks President 


PHOENIX, Nov. 15—The Affiliated 
Advertising Agencies Network has 
officially adopted an advertising 
“philosophy” designed to counter 
attacks on advertising by govern- 
ment officials and others. 

Among other points, the AAAN 
statement says: “We believe that 
advertising must be honest and sig- 
nificantly add to the effectiveness 
of communications between the 
manufacturer of products, the cre- 
ator of services, and the ultimate 
consumer.” 

The 60 members of the network, 
at their 16th annual international 
meeting here last month, also heard 
a report that their combined gross 
billings have reached $285,000,000. 

Gordon W. Marks, president of 
Gordon Marks & Co., Jackson, 
Miss., was elected president of 
AAAN, sueceeding Myron L. East- 


wood, of Hoag & Provandie, Boston. 
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1960 


Savings & Loan 


Group Sets ‘61 Ad 
Fund of $2,000,000 


Miami Beacu, Nov. 16—Savings 
and loan men have set out to “at- 
tract people—not dollars.” 

Behind this decision lie a couple 
of research projects, including a 
massive motivational research 
study on why people save money 
by Dr. Ernest Dichter, president of 
the Institute for Motivational Re- 
search Inc. 

The Savings & Loan Foundation 
reported at the U.S. Savings & 
Loan League’s 68th annual con- 
vention here that it will spend 
about $2,000,000 in 1961 on a 
nationwide advertising program. 
As in the past, the foundation will 
sponsor half of the National Foot- 
ball League’s championship game 
on radio, and half of the East- 
West all-star football game on 
both tv and radio. 

The foundation will also sponsor 
its first evening television show on 
March 29, 1961—a one-hour special 
on NBC featuring Gary Cooper as 
narrator. It will be Cooper’s first 
appearance as a featured live 
television performer, the founda- 
tion said. 


® Individual savings and loan as- 
sociations will spend about $100,- 
000,000 on advertising in 1961, the 
league estimated: This is 10% more 
than in 1960 and would be roughly 
five times greater than the amount 
spent on advertising in 1950, testi- 
fying to the rapid growth of the 
field during the past decade. 

Newspapers. continue to be the 
most: widely used medium for the 
companies, with the typical as- 
sociation putting 39.2% of its ad 
budget in newspapers in 1960. 
Radio was second with 14.5% and 
television third with 12.5%. 

The “Attract People—Not Dol- 
lars” theme for savings and loan 
advertising and promotion in 1961 
evolved from the Dichter study 
and from a recent survey by the 
University of Michigan’s research 
center. 

The U. of Michigan report dis- 

(Continued on Page 129) ’ 


Y&R Adds GE’s 
Radio Receivers 


Utica, Nov. 15—Young & Rubi- 
cam has plucked another GE plum. 
Effective Jan. 1, the agency will ac- 
quire the General Electric Co.’s ra- 
dio receiver department of the ra- 
dio and television division. Y&R 
already handles the division’s tv 
department and audio products op- 
eration. 

In commenting on the appoint- 
ment, Hershner Cross, general 


manager of the division, said, “The- 


merchandising of television, radio 
and stereo phonographs is an ever 
changing process; an essential part 
of which is coordination of adver- 
tising and sales promotion. By 
placing the responsibility for de- 
veloping national advertising pro- 
grams from the division’s obviously 
related products with a single 
agency, we will effect closer inte- 
gration.” 


@ Present agency for radio receiv- 
ers is Maxon Inc. In October, GE 
announced Maxon as the new 
agency for vacuum cleaners and as 
the agency of record for all tele- 
vision properties of the housewares 
and commercial equipment divi- 
sion, effective Jan. 1. 

Other GE business at Y&R in- 
cludes the clock and timer depart- 
ment (also effective Jan. 1), major 
appliances, portable appliances and 
automatic blankets and fans. + 


Advertising Age, November 21, 1960 


Curran 


Hurlbut 
NEW PROMOTION TEAM—The smiling faces above belong to the newly 
elected officers of the Broadcasters’ Promotion Assn. John Hurlbut 
of the WFBM stations in Indianapolis is the new BPA president; 
flanking him are Don Curran, KTVI, St. Louis, elected Ist vp, and 
Harvey Clarke, CFPL, London, Ont., named to the 2nd vp post. 


‘Some—Shall We Say Subliminal—Impression’ .. . 
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| Case Histories Show 
How Int'l Paper, Kaiser 
| Used Ads to Meet Rivals 


Hort Sprines, Va., Nov. 15—The 
|problems of advertising’s image 
{and the persistent assault of its 
| critics, and better ways to measure 
|and improve advertising perform- 
jance were the two top topics in 
|discussions of the 5lst annual 


ANA Meeting 


meeting of the Assn. of National 
Advertisers here today. 


Clarke 


= Max Banzhaf, director of ad- 
vertising and public relations of 
Armstrong Cork Co. and chairman 
of ANA’s public and governmental 
relations committee, outlined a 
program of information and educa- 


Promote Against 38% 
Cost-per-1,000 Increase 
by 1970, TvB Advises 


NeEw- ORLEANS, Nov. 16—The im- 
portance of their function in the 
expanding world of television and 
radio was repeatedly pointed up to 
the 300 promotion men and women 
at the fifth annual Broadcasters’ 
Promotion Assn. meeting here this 
week. 

The keynote speaker, National 
Broadcasting Co.’s Robert Sarnoff, 
called on them for help in pushing 
the industry’s public affairs at- 
tractions. Officials of the Radio 
Advertising Bureau and the Tele- 
vision Bureau of Advertising de- 
tailed what was to be expected of 
them if radio and tv are to continue 
to meet sales goals. 


s But it was a New Orleans agency 
executive who issued the strongest 
challenge to the advertising, pro- 
motion and exploitation men and 
women. In his address Joseph Ep- 
stein, exec vp, Fitzgerald Advertis- 
ing Agency, said station promotion 
and station cooperation could be 
the deciding factor in an advertis- 


American Chicle 
Names K&E for 
Clorets, Coughlets 


New York, Nov. 17—American 
Chicle Co. “completed its. realign- 
ment of agency responsibilities” 
today by appointing Kenyon & 
Eckhardt to handle Clorets breath 
mints and gum plus Coughlets and 
cough gum, a new product now in 
a few test markets. The appoint- 
ments are effective Jan. 1. 

Ted Bates & Co. has handled 
Clorets for a number of years, 
along with Rolaids antacid mints, 
Certs, Chiclets and Beeman’s. By 
switching Clorets to K&E, the com- 
pany has put its two breath prod- 
ucts—Clorets and Certs—in sep- 
arate agencies. 


= Coughlets have been handled by 
Dancer-Fitzgerald-Sample until 
now. Three weeks ago, D-F-S lost 
Dentyne, its only other piece of 
American Chicle business, to Bates 
(AA, Oct. 31). 

The entire account billed about 
$7,500,000 last year. In 1959, Clor- 
ets spent $725,690 in network tv 
and $419,890 in spot tv, according 


/ s : ° / d suggested that ANA hire a to 
Promoter's Manipulation of Station's :iccis'sriniormaion to assemble 
rs a “never-ending” one and said it 

Image Can Zoom Sales: Epstein to BPA |»: » spvroacned on au tron 


tion about the advertising business 
the program. He called the project 


at once with the philosophy of do- 
ing whatever we can, whenever 


“Ty we can, with whatever we can 
= Pi r shaggy oe ye Ky ored develop or make available.” 
slide rule technique,” Mr. Ep- Mr. Banzhaf took responsibility 


stein said. “It’s possible that a rep 
tation manager happens to be 
poy brother-in-law .of the time Maxwell Named 
(Continued on Page 97) Creative Head of 
FTC Charges Quaker Fletcher Richards 
Oats Ads Misled on New York, Nov. 18—Fletcher 


Richards, Calkins & Holden has 
‘Charcoal’ Briquets 


realigned executive responsibili- 
ties in its creative department, 
WasHincTon, Nov. 17—Quaker | naming Sanders Maxwell vp and 
Oats Co., Chicago, has been|director of creative services, a new 
charged by the Federal Trade| post. Mr. Maxwell has been as- 
Commission with misrepresenting |sociate copy director at Young & 
that the briquets it manufactures | Rubicam. 
from corncobs are “charcoal.” Paul L. Smith, who was super- 
FTC’s complaint contends that visor of creative activities at the 
the public generally understands|agency, as well as partner and 
and believes that a product de-| vice-chairman, resigned to join 
scribed as “charcoal” is made from | Grant Advertising Oct. 17. 
wood and that the use of the des- Fletcher Richards’ revamping 
ignation to describe briquets pro-|also included the appointment of 
duced primarily from corncobs is | Wolfgang G. Lieschke as executive 
deceptive. art director, and William B. D. 
The commission alleges that the | Putnam as creative chief. Mr. Lies- 
company has falsely described its chke had previously been an art 
briquets as “chuck wagon charcoal | director, and Mr. Putnam had been 
wheels,” “chuck wagon charcoal.) copy supervisor. 
briquets” and “chuck wagon char-| Bernard Eckstein will continue 
coal briquets—real hickory flavor!” |as art department manager and 
FTC says the.company’s use of the | Anthony L. Keane, a copy super- 
phrase “real hickory flavor” en- | visor, was pene to copy de- 
hances the deception. partment manager. # 


er’s Sales decision. 


@ Quaker Oats told ApvVERTISING 
Ace that its briquets are made | 
from charcoal. “Charcoal doesn’t | 
have to come from wood; it can 


be made from animal or vegetable | 6 year old light bourbon 
substances,” Quaker said. “We | 
have never said that our charcoal | in the price range of 


was made from wood. As a matter 
of fact, many stories have been 
published noting that our briquets 
have come from corncobs,” a 
spokesman added. i% 
Quaker declined further com- | 
ment until after it studies the FTC 
complaint. # 


U. S. Gypsum Boosts Abnee 
to General Ad Manager 

A Victor Abnee has been named | 
general advertising manager of 
U. S. Gypsum Co., Chicago. 

Mr. Abnee, who joined Gypsum Bi tay 
in 1948, formerly was sales pro- NEW proDUCT—Hiram Walker Inc., 
motion manager, mid-continent re- | notroit, is using this ad. to intro- 
gion. He succeeds as general ad | ia, ce its new 6-year-old, 86 proof 
manager H. W. Jarvis, who has Private Stock (AA, Nov. 14). Em- 


become sales promotion manager, 
mid-continent region. Mr. Abnee | phasis is placed on age, lightness 


one of the great whiskies of off time 
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Critics, Poor Ad Image 
Cloud ANA Agenda — 


for the fact that ANA has been 
silent while the American Assn. 
of Advertising Agencies was hir- 
ing Hill & Knowlton and the Ad- 
vertising Federation of America 
was getting set to announce an 
expanded program. He said the 
silence was predicated on his be- 
lief (1) that hasty action is likely 
to be misdirected and might do 
more harm than good; (2) that 
before any program of action is 
formulated, it should be certain 
that the problem is understood; 
(3) that any program should be 
appropriate to the scope and in- 
terests of a group of national ad- 
vertisers and (4) that the program 
should go to the membership in 
terms of philosophy and aims be- 
fore details are made final. 


# In Mr. Banzhaf’s judgment, the 
problem faced by advertising is 
composed of four closely related 
problems: (1) The damaged public 
(Continued on Page 133) 


Stations Must 
Advertise Plans 
to Expand: FCC 


WasnHIncTon, Nov. 16—Under a 
new rule adopted by the Federal 
Communications Commission today 
broadcasters will be required to 
buy newspaper ads to tell their lo- 
cal community about plans to 
build, renew or expand their sta- 
tions. 

The rule is one of several pro- 
mulgated by the commission, ta be 
effective Dec. 12, carrying out pro- 
visions of the so-called “anti-pay- 
ola” law adopted by Congress ear- 
lier this year. 

In sponsoring the law, members 
of the House committee on inter- 
state and foreign commerce said 
the newspaper ads will insure that 
the commission hears from any lo- 
cal interest that may want to com- 
ment on the application. 

Where a station is already on the 
air, it will have to publicize its 
plans over its own facilities, as well 
as in the paid newspaper ads. 


® The FCC rule does not specify 
the size of the ads, but Harold Cog- 
will, chief of the commission’s 
broadcast bureau, said the FCC will 
want to be sure that the broadcast- 
er used. “a reasonable method of 
notification.” The rule calls for two 
ads weekly, during each of the two 
successive weeks after the applica- 
tion is filed. Additional ads are re- 
quired if the application is. sched- 
uled for hearing. ‘ 


sion also adopted new procedures 
designed to alleviate some of the 
delays resulting from pre-grant no- 
tification letters which were re- 
quired under the so-called “McFar- 
land Act.” 

In a separate “public notice,” 
FCC granted a petition by the Al- 
liance of Television Film Produc- 
ers Inc., waiving the announcement 
requirements of the new “anti-pay- 
ola” law until interpretive rules 
are adopted. The waiver applies to 
filmed or recorded programs which 
have been or will be distributed for 
tv broadcast use, irrespective of the 
production date. 


s FCC made clear that the waiver 
applies only to situations other 
than those within the scope of the 
27 examples set which were en- 
compassed within the “anti-pay- 
ola” law. The waiver will remain 
in effect until FCC adopts rules 


to measured media sources. # 


The Biddle Co. 
will report to Andrew J. Watt, vp, | lity and price. bs 
promotion and advertising. | Bloomington, IU., is the agency. 


implementing the act. # 


In the same action, the commis- oad 
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‘Time’ Sets Four 
Regional Editions, 
Moves Cover Date 


New York, Nov. 15—Time, ef- 
fective with its Jan. 20, 1961, issue, 
will split its circulation into four 
regional editions—Eastern, South- 
ern, Central and Western. 

The four areas are defined along 
state lines and can be bought in- 
dividually or in any combination 
by advertisers placing page in- 
sertions in b&w or color. 


# Basic circulation and advertis- 
ing rates for the four zones are as 
follows: Eastern, 930,000 circula- 
tion at $6,260 per b&w page; south- 
ern, 340,000 circulation, $2,290 per 
b&w page; central, 710,000 circula- 
tion, $4,780 per b&w page; west- 
ern, 570,000 circulation, $3,835 per 
b&w page. 

John McLatchie, Time’s ad di- 
rector, said the regional editions 
were laid out to fit the distribu- 


tion patterns of as many large 
national and regional marketers 
as possible. He added that because 
of an earlier editorial closing 
Time, effective with its Jan. 6 is- 
sue, will advance its cover date 
from Monday to Friday. 

Time said regional ads will ap- 
pear starting with its Jan. 20 issue 
and every fourth issue thereafter. 


s Meantime, Life, which an- 
nounced seven regional editions 
last week, has issued a new rate 
card, effective with its Jan. 6 issue. 
Average circulation and b&w page 
rates for the seven regionals are as 
follows: 

Average circulation for New 
England is 467,000, $3,005 per page; 
Middle Atlantic, 1,655,000, $8,826 
per page; Southeast, 595,000 aver- 
age circulation, $3,620 per page; 
East Central, 1,060,000 circulation, 
$5,910 per page; West Central, 1,- 
000,000 circulation, $5,616 per page; 
Southwest, 415,000 circulation, $2,- 
750 per page, and Far Western, 1,- 
165,000 circulation, $6,425 per page. 


Life also announced that rates 
for its new test market facilities, 
products only, will be determined 


,|by individual requirements. These 


markets will be tailored to the ad- 
vertiser’s specific needs and will 
be available in areas “as small as 
a single city,” Life said. 

For example, an advertiser us- 
ing Syracuse as a test market could 
buy roughly 28,500 of Life’s circu- 
lation for $400 per four-color page. 
Life pointed out that this figure 
varies from county to county and 
market to market and is not a base 
rate for Syracuse or any other test 
market that may be requested by 
advertisers. # 


Texas Harte-Hanks Buys 
Interest in Express Publishing 

The Texas Harte-Hanks News- 
papers has purchased a minority 
interest in Express Publishing Co., 
publisher of the San Antonio Ex- 
press and News. Majority control 
and management by the Frank G. 
Huntress family remains unaffect- 
ed by the sale. 
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¥ TACOMA 


THINK TWICE ABOUT TACOMA 


First: always think of Tacoma as a vital 
segment of the dominant Puget Sound 
Circle—biggest market in the Pacific 


Northwest. 


When your sales forces work this Puget 
Sound market, nine times out of ten they 
cover retail outlets in both Seattle and 
Tacoma at the same time. 
When distribution and mer- 
chandising is set in both metro 
areas, the advertising breaks. 


Unless it breaks in Tacoma at the 
same time, a good quarter of your sales- 
merchandising effort is wasted. 


That’s because of the second thought 


you have to keep about Tacoma. 

It’s a market that can not be covered 
by any outside newspaper or any com- 
bination. Only the dominant 
Tacoma News Tribune—now 
delivering more than 85,000 
daily—can do the job. 


Ask the man from SAWYER-FERGUSON-WALKER and get the facts 


Ads Spur Progress 
Via Discontent for 
the Outmoded: TvB 


New York, Nov. 18—The latest 


presentation of the Television Bu- i 


reau of Advertising spotlights the 
role of advertising as a spur to 
progress through stimulation of 
discontent for the outmoded, the 
inefficient and the obsolete. 

The presentation was staged here 
this week during the annual meet- 
ing of the bureau. The cellomatic 


and film story was narrated by | 


Norman E. Cash, president, and 
George C. Huntington, vp and gen- 
eral manager, of TvB. 

“Television because it is a con- 
spicuous medium is an easy critics’ 
target,” it was pointed out. “Ad- 
vertising, because it is a conspic- 
uous industry, is also an easy 
critics’ target. Yet most critics 
blame both for supposedly forcing 
people to buy things. Too seldom is 
advertising blamed for not spark- 
ing discontent enough to lead peo- 
ple to action. . 


es “Where’s the critical demand 


|that should be there for more in- 
| surance 


advertising—insurance 
needed when the average family 


|has only $9,500 in life insurance, 
| this $9,500 equal only to 19 months’ 
| income? 


“Blame advertising for the fact 


| that 78 out of every 100 Americans 


have yet to take their first air- 
plane flight. Certainly the spark 


|advertising can provide can show 
| the wonders of time saved, distance 
| traveled, places visited. 


“The spark of discontent needs 


llighting when only one out of 


every eight people owns a share of 


; stock in American business, when 


department stores are filled with 
fine products we don’t know about. 
The spark of discontent needs 
lighting when your b&w [tv set] 
has not been replaced by the won- 
der of color. 


s “Criticize advertising for not 
sparking our discontent with out- 
moded, 
ucts when better ones are avail- 


jable. Criticize advertising for not 


making waste of these old-fash- 
ioned things. As long as there are 
things that can make your life 


| better, there is a need for more 
| advertising. And even when you | ciates Inc., 
| know about a product, there’s still | agency. 


inefficient, obsolete prod- | 


SECRET—This General Wine & Spir- 
its Co. ad for Chivas Regal 12- 
year-old scotch runs in color pages 
in The New Yorker, Newsweek, 
Sports Illustrated and U. S. News 
& World Report in December. 

Young & Rubicam is the agency. 


a need for more advertising to tell 
others what you may already 
know. The number of these others 
increases as our population in- 
creases,” the presentation contin- 
ued. 


# An afternoon session heard an 
appeal from Thomas A. Wright Jr., 
Leo Burnett Co. vp, for an indus- 
try wide effort to solve “spot tele- 
vision’s. billing discrepancy prob- 
lem.” He asked for an end to long- 
delayed billings, prompt attention 
to refunds and make-goods, more 
careful handling of invoices and 
proper identification of brand bill- 
ings. Mr. Wright said an industry 
effort is necessary since pleas to 
individual stations have failed. 
Dwight Shirey, head of Patter- 
son Fletcher, the Indiana specialty 
store that has been» testing tv in 
cooperation with WANE-TV, Ft. 
Wayne, reported that “good, sound, 
down-to-earth results” have been 
achieved in that experiment. Mr. 
Shirey said rates must be lowered 
if tv wants to get part of the ad 
budget of many stores, which now 
can’t afford to schedule enough tel- 
evision to make it worth while. + 


Boat Company Names Advent 

Fred McCarthy Boats, Riverside, 
|N.J., has appointed Advent Asso- 
Elizabeth, N.J., as its 


3,400,000 men and women 


hold in their 


hands 


the future of your business! 


1,700,000 couples will decide in 1960 
whether they want to do business with 
you, or not. They are getting married 
—are forming their brand preferences 
for years to come. 
young couples will spend $9 billion in 
1960 for what they eat and use—will 
grow steadily in numbers to become the 
biggest market for your products—the 
American Family. Dozens of manufac- 
turers of packaged foods, household and 
personal products are using the low-cost 
BRIDAL-PAX program of Controlled 
Product Sampling to capture this basic 
market—are making sales gains up to 
242%, assuring big profits for years 
to come. 

Find out what BRIDAL-PAX can do for 
you, too. Call [Vanhoe 5-0660, or drop 


us a note. 


" BRIDAL-PAX., INc. 


These important 


Controlled Product Sampling 


25 Hempstead Gardens Drive © West Hempstead, N. Y. 
Offices in principal cities: United States, Canada and Great Britain 
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1960 


SING IT THIS WEEK? 


In today’s savagely competitive market, more and more advertisers are turning to the 
selling power of THIS WEEK Magazine. Top Manufacturers will 
invest $11,780,000 in THIS WEEK Magazine in just the last quarter 


of 1960 alone—an increase of 5% over 1959! 


Oe LL, 
eT tii ace maREeT gis Jee SR aS wer November 20, 1960 
: wW eck 
j This 
MAGAZINE 


x|msickot 
being shocked! 
by Margaret Mead 


B plus: Art Linkletter J 
“How you § 
B can bea a 
s financial | 
SUCCESS} 


bs 


ax Clementine 
Paddleford 
invites you to 
an American 
Thanksgiving 
Dinnerin 


Persea: 


old Virginia @ 


Check these top advertisers 
who are using it this week! 


PAGE 


The American Tobacco Company— 
Pall Mall Cigarettes 
America’s Independent Electric Light 
& Power Companies 
California Packing Corporation — 
Del Monte Catsup 
Campbell Soup Company— 
Heat Processed Soups 
Chevrolet 
General Foods Corporation — 
Log Cabin Syrup 
Birds Eye Frozen Foods 
General Electric Corporation — 
Portable Appliance Department 
General Mills, Inc.— 
Betty Crocker Cookbook 
Betty Crocker Bisquick & 
Westinghouse Fry Pan Promotion 
Gulf Oil Corporation 
Lever Brothers Company— Lucky Whip 
Libby, McNeill & Libby— 
Libby's Fruit Cocktail 
Metrecal 
Mutual of Omaha 
Oldsmobile 
Walter J. Black, Inc.— 
The Detective Book Club 


THREE-FIFTHS OF A PAGE 


Revere Copper & Brass, Inc —Revere Ware 


HALF-PAGE 


Argus 

Bayer Aspirin 

E. R. Squibb & Sons— 
Vigran Multi-Vitamin Capsules 

General Mills, Inc.— Betty Crocker Au Gratin, 
Scalloped & Instant Mashed Potatoes 

Skil Corporation— Power Tools 

Thomas J. Lipton, Inc.— 
Wish-Bone Salad Dressings 


OTHER 


Best Foods Division of Corn Products 
Company—Shinola 
Church & Dwight Company, Inc.— 
Arm & Hammer Soda Bicarbonate 
Dr. Scholl’s Foot Powder 
The Hamilton Beach Company— 
Food Converter 
Knox Gelatine 
J. W. Mortell Company—Mortite 
United States Rubber Company—Rainpals 
Vick Chemical Company— 
Vicks Cold Tablets 
Vicks Va-tro-nol 
Vicks Inhaler 
Warner-Lambert Pharmaceutical 
ay any, Inc.— 
le Duty Tooth Brush 
White Rose White Petroleum Jelly 
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To move goods fastest...use 


THE MOST POWERFUL SELLING FORCE 
wort Tuan Led; SOO,0O0O0 
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Put ‘Handle with 


Care’ Sign on 


Ad Creativity, Brown Advises ANA 


Hor Springs, Va., Nov. 16—The 
recurrent subject of creative ad- 
vertising and how to foster it was 
highlighted today at the annual 
meeting of the Assn. of National 
Advertisers by a careful outlining 


ANA Meeting 


of an advertiser’s duty toward 
agency creative people and a 
spirited debate about the role of 
adverticers in the creative process. 

Albert Brown, vp of Best Foods 
division of Corn Products Co., un- 
leashed some pithy advice for the 
ANA, on how to get good creative 
work: 


“1. Creative people can’t come 
up with the right answers unless 
they know the objectives. 

“2. Too many creative people 


in agencies don’t believe in the 
essential worth of their jobs. 


“3. Some agencies have gone so 
far overboard on marketing serv- 
ices that a gradual starvation of 
their creative function has taken 
place. 


“4. Much of today’s mediocre 
advertising can be laid squarely on 
the doorstep of the client. 


“5. The care and feeding of the 
agency creative people is of para- 
mount importance.” 

Here he quoted from an agency 
partner who had a few observa- 
tions of his own on the care and 
feeding of creative people: 


e “They must be allowed to make 
mistakes. When they feel their 
work must be absolute perfec- 
tion, they tighten up, and the re- 


sult is usually bland, ordinary 
stuff. 


e “They must be encouraged to 
occasionally make fools of them- 
selves. The best creative agencies 
(and happily there are more today 
than there were ten years back) 
encourage their creative people to 
attack new problems with a no- 
holds-barred attitude, rather than 
fencing them in. The artist or 
writer in such shops has no fear 
of being fired, demoted or ridi- 
culed if he comes up with an ab- 
surd or wholly impractical solu- 
tion to the problem. 


e “People who have toiled long 
and hard at big agencies—partic- 
ularly the formula agencies—often 
become so grooved they can’t es- 
cape themselves.” 

Mr. Brown also advanced his 
Ten Precepts: 


“1. Get the right agency. 


“2. Get to know your creative 
people. 


“3. Be sure your lines of com- 


a Advertising Age, November 21, 1960 


munication are open and unclut- 
tered—through the account team 
to the creative people and back 
again. As well as in your own 
shop. 


“4. If you’re not getting the 
quality of work you need, before 
you fire the agency, try switch- 
ing to another creative team with- 
in that agency. 


“4g, If you’re not one already, 
learn to be a fair, constructive 
judge and critic. 


“6. If you’re 100% sold on your 
agency’s work, back it up. Go 
down fighting if your boss thinks 
the campaign is for the birds. 


“7, The care and feeding of the 
account executive is also impor- 
tant to the realization of effective 
advertising. The account man can 
be an expediter or an executioner 
of good creative work. 


“8. Teach your own people the 
fundamentals of effective adver- 
tising, not only those in your own 


department, but also your sales 
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.“The company 
.*’ broke all records 


‘Company records 
_» Show we broke even 


last year’’ 


last year’’ 
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TO AVOID COSTLY GARBLING 


. in passing the word along. . 


. call on The 


Jam Handy Organization for visual aids in group 
communication. We are staffed to help you in 
handling any assignment, large or small. 

You’re aware of the damage that can be done when 
a message gets twisted as it’s passed along. ‘Even 
the simplest statement can lose much of its meaning 
in transmission. That’s whv clarity is a must in 


last year” 


‘Off the record, 
BS -° we nearly went broke _ 


Re en Ee as 


group communication—internal and external. For 
help in making sure that your message reaches the 
right audience with maximum impact and effective- 


ness, ask the help of 


THE JAM HANDY ORGANIZATION 


NEW YORK CHICAGO 


DETROIT 


HOLLYWOOD 


heads and your top management 
as well. They want to learn. Ad- 
vertising today is such a whopping 
item of expense that everybody 
wants to get into the act—and 
should get into the act. The more 
they know, the more exposure 
they get, the more sophisticated 
they become, the easier your job 
will be. Don’t fight ’em; let ’em 
join you. 

“9. Get to know the common 
people and what makes them tick. 


“10. Always remember that 
powerful, resultful advertising 
ideas germinate and grow best in 
a situation where the client-agen- 
cy relationship is harmonious, 
where everyone is a pro, where 
there is real understanding of the 
creative process, where there is a 
willingness to experiment and dare 
to be different, and where the 
agency creative people enjoy sell- 
ing and love their client and his 
wares.” 


® A panel of creative men and ad- 
vertiser executives discussed the 
creative problem. The panel was 
composed of Harry F. Schroeter, 
director of National Biscuit Co.’s 
general advertising department; 
M. H. (Mouse) Straight, Spencer 
Chemical Co.’s director of adver- 
tising; John H. Tinker Jr., John H. 
Tinker & Partners (a McCann- 
Erickson subsidiary); Nicholas 
Samstag, Nicholas Samstag Inc.; 
and Edward G. Zern, vp of Geyer, 
Morey, Madden & Ballard. 

On the question of whether it is 
better to keep non-advertising peo- 
ple out of the advertising oper- 
ation, Mr. Schroeter said it isn’t 
practical to try to keep them out, 
that “advertising is too popular, 
and everyone gets into the act.” 
And he advanced the view that 
advertising responsibility is less 
delegated to an advertising execu- 
tive than “entrusted.” 


= Mr. Samstag said flatly that the 
important thing is to “let the non- 
advertising people know their 
opinions don’t mean a damn”; he 
took the position that the matter 
must be put firmly, that gentle 
approaches wouldn’t work. 
Here are some typical quotes: 


e On the problem of mediocre ad- 
vertising coming from client tastes, 
Mr. Zern: “It isn’t possible to palm 
off crummy advertising on an ad- 
vertiser who doesn’t want it”; he 
went on to note much “undistin- 
guished advertising by distin- 
guished companies,” which is more 
in evidence than “distinguished 
advertising by undistinguished 
companies.” 


e On the role of the client, Mr. 
Straight: “The client should stay 
out of creative work, and relegate 
himself to the role of an editor.” 
Mr. Schroeter disagreed: “More 
than that is necessary—the client 
should get in as a leader, and seek 
creative advertising.” 


e On research, Mr. Samstag: “Fig- 
ures from research are meaning- 
less most of the time”; dissent 
from Mr. Schroeter: “There’s a lot 
of bad research, but research 
properly done can be very useful”; 
Mr. Tinker: “After all, research is 
knowledge—how can you argue 
about it?” 


e On marketing vs. creativity 
from an agency: Mr. Straight: “We 
want creativity—just a superb job 
of advertising copy”; dissent from 
Mr. Schroeter: “Well, who doesn’t? 
But do we have to choose? Can’t 
we have both?” 


e And two sharp definitions: Mr. 
Samstag, defining a gimmick—“A 
gimmick is whatever the guy with 
the highest okaying power says it 
is—and lots of good ideas are dis- 
missed as gimmicks.” On the ad 
director’s post in some companies, 
Mr. Straight: “It should not be 
filled by a man from sales on his 
way to something worth while.” + 
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When Aluminium Limited ran a big, full-color spread in 
The Saturday Evening Post, they attached a special post- 
card insert offering a free, 36-page booklet. The booklet 
—‘Home Owner’s Guide to Better Living... with 
Aluminum”— gives hundreds of tips for getting more 
fun out of life with aluminum products. 

This ad was part of Aluminium’s continuing campaign 
to promote the use of aluminum products for their cus- 
tomers—large and small manufacturers all over the coun- 
try. The objective, of course, is to increase the consump- 
tion of aluminum —and to build Aluminium’s image as a 
leading member of the American business community. 

Aluminium also offered a booklet in a full-color spread 
in another: weekly. (The ads ran four months apart.) 
And when the returns came rolling in, the Post adver- 
tisement pulled requests for a quarter of a million 


READERS TURN AND RETURN TO YOUR AD PAGE IN THE POST—THE HI-FREQUENCY WEEKLY! 


ALUMINIUM LIMITED 
SPECTACULAR 

IN THE POST a5 

PULLS REQUESTS a 
FOR QUARTER- i 

MILLION BOOKLETS! 


booklets—four times as many as the other big magazine. 

Aluminium’s Advertising Manager, Frank Dixon, is 
convinced the Post is a wonderful way to achieve these 
goals. He says: “The overwhelming response to our Post 
ad proves what we already believed: that when you want 
to tell your story to the right people, the Post is the 
place to do it. The Post’s ‘Adventures of the Mind’ series 
was one of the reasons I concluded that the magazine is 
read regularly by influential families. That’s why we 
used the Post to spearhead our entire campaign in the 
general weekly field.” 

Forward-looking Aluminium Limited is putting imag- 
ination to work on new ——— 
spectacular advertising... 
in the magazine that pro- 
duces spectacular results. 


fhe Saturday bvening 


POST 


"THE INFLUENTIALS’ MAGAZINE 
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Cranberry Scare Recedes . 


Ocean Spray Lowers $2,100,000 Ad . 
Curtain on ‘59s ‘Unpleasant Publicity’ 


Group Tries First TV 
Show in Move to Expunge 
Memories of Cancer Tie 


New York, Nov. 15—The story 
of the great cranberry crisis of 
1959—and what it did to the na- 
tion’s cranberry industry—was 
told here today by Ambrose E. 
Stevens, exec vp and _ general 
manager of Ocean Spray Cran- 
berries Inc., the country’s biggest 
grower cooperative. 

Just one year ago this month 
(AA, Nov. 16, ’59) the Food & 
Drug Administration shattered the | 
industry’s big selling season two)! 
weeks before Thanksgiving; when | 
it warned that part of the ’59 crop) 


had been treated with a weed 
killer suspected of causing cancer. 

The FDA warning virtually de- 
stroyed public interest in the prod- 
uct as consumers, fearing tumors 
vith their turkeys, left cranberries 
sitting on retail shelves through 
the peak Thanksgiving and Christ- 
mas seasons. 


s According to Mr. Stevens, who 
addressed the New York Sales 
Executives Club here, the “debacle 
was ghastly.” 

“Under the influence of scream- 
ing headlines and the removal of 
stocks from many stores, three out 
of four families who always had 
cranberries for Thanksgiving didn’t 
buy, and only one out of every two 


families who formerly had cran- 
berries at Christmas repeated last 
year,” said Mr. Stevens. 

“As we took stock of our storm 
damage last January we found our 
wholesale, chain and retail cus- 
tomers loaded wit! unsold inven- 
tories several times larger than 
ever before, with no apparent 
market in sight. The grocery trade, 
which places great emphasis on 
rate of turnover as a major factor 
in profits had what looked like a 
year’s supply on hand,” he said. 


= Mr. Stevens said that after 
Ocean Spray had evaluated the 
“staggering statistics,” it decided 
that the basic problem was a mar- 
keting one. “The challenge was 


really how to move existing stocks 
and prepare the way to sell a rec- 
ord new crop,” he said. 

Ocean Spray started on the| 
comeback trail by shaving all non- | 
essential employes from the pay- 
roll and instituting executive pay- | 
cuts. To move existing stocks off | 
grocer shelves, it offered 6% in-| 


‘cluded color pages 
|/magazines, a heavy concentration 


Advertising Age, November 21, 1960 


terest—paid in credit memos—on | 


money retailers and wholesalers 
had tied up in cranberry products. 

By Easter, a holiday nearly as 
important to cranberries as Christ- 
mas and Thanksgiving, Ocean 


Spray had a national sale of the | 


product supported with more cred- 
it memorandums, he said. 


a “When the public saw Ocean 
Spray cranberries well-advertised 
in most stores,” he continued, 


“they concluded that the product | 


was all right. And as it turned out, 
market studies show that Easter 
sales were about the same as the 
year before.” 

For the critical selling season of 
’60, Mr. Stevens said, Ocean Spray 


|has run a $2,100,000 ad and promo- 
| tion budget to “obliterate and drop 
|a curtain on past unpleasant pub- 


licity.” 
The stepped-up ad program in- 
in women’s 


of televised spots, and, for the first 


time in cranberry history, an hour | 
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Kansas City is the trade hub of this entire 
200-mile-wide market. Serving hundreds of 
large and small towns like Peculiar, Mis- 
. . Rulo, Nebraska and Tonganoxie, 

KCMO-Radio and KCMO-TV 
give you 2,320,499 cash customers. 
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E. K. HARTENBOWER, V. P. and Gen. Mgr., R.W. EVANS, Radio Sta. Mgr., SID TREMBLE, TV Sta. Mgr. 
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Get this big, bold, booming market at low 


KCMO-Radio — 810 
Kansas City’s most 
KCMO-TV — Channel 


5 — 100,000 watts full power from tall 


*area potential 
-Radio-FM 


A Meredith Station Affiliated with 


“Better Homes and Gardens” 
& “Successful Farming’ Magazines. 


PHILIP L. ROSE has been named ad- 
vertising and sales promotion man- 
ager for Westinghouse Appliance 
Sales, New York. Mr. Rose, for- 
merly retail creative supervisor for 
the Bureau of Advertising, ANPA, 
succeeds Andrew Schwartz, who 
has resigned. 


television spectacular over a na- 
tional network. The tv program, 
“The Story of a Family,” appeared 
yesterday (Nov. 14) over NBC-TV. 

In addition, Ocean Spray is cur- 
rently introducing its products in 
| cans carrying redesigned labels. 
|This gives an added feeling of 
| newness to the product, he said. 


|@ “Marketing is the answer to 
Ocean Spray’s future,” Mr. Stevens 
concluded. “Marketing requires 
expenditures because one must 
spend money to make money. At 
Ocean Spray this fall, we are not 
spending—we are investing dollars 
for the long-range pullout and re- 
| turn. Furthermore, we will have 
| to continue investing and continue 
investing consistently. An accurate 
determination of the public frame 
of mind can’t be made until after 
| Thanksgiving and Christmas. 
Meantime, the 1960 crop, just har- 
vested, is on hand. This crop is the 
largest on record, exceeding the 
average of the last ten years by 
30%. From this, it may be seen 
that total recovery may take 24 
months instead of 12,” he con- 
cluded. 


| WHICH AD BUDGET 


REPORT DO YOU READ? 

New York, Nov. 15—How ac- 
curate are advertiser estimates of 
their advertising budgets? 

Last year, in the dark days fol- 
lowing the FDA warning on pos- 
sible cancer-causing agents in 
cranberries, Ocean Spray and its 
agency, Batten, Barton, Durstine 
& Osborn, complained that the 
announcement had vitiated a $3,- 


1/ 000,000 ad investment in 1959. 


s At a press conference called to 
refute the FDA warning, Ambrose 
E. Stevens told reporters that the 
company had invested $1,200,000 
in media advertising in advance of 
Thanksgiving (AA, Nov. 16, 59). 
Agency sources said the total “’59 


===-=+ budget would amount to $3,000,000 


—$2,000,000 in media and $1,000,- 


aa __..|000 in general promotion.” 


Following his speech to the New 
| York sales execs today, however, 
| Mr. Ambrose told ADVERTISING AGE 
that Ocean Spray invested $785,- 
/000 in advertising in ’59 and the 
— amount in ’58. # 


Ryan Joins Ziff-Davis 

| William J. Ryan, formerly with 
| Harker-Husted-Coughlin, Los An- 
|geles, has joined Ziff-Davis Pub- 
lishing Co. as western advertising 
|manager of Popular Boating and 
Popular Electronics, Los Angeles. 
|He succeeds J. Donald Cena, who 
resigned to join Whaley-Simpson 
|Co., publishers’ representative. 


Theile Takes on ‘Airlift 

| Ralph R. Theile, director of sales 
,of Air Cargo, published by Amer- 
\ican Aviation Publications, Wash- 
ington, D.C., has been appointed to 
| the additional position of director 
of sales for Airlift magazine. 
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... the most important magazine of all 


“important readership” 
means the group of readers 
most concerned with his 
message. For example, take 
this very advertising mes- 
sage. Those readers who 
have not turned their atten- 
tion elsewhere at this point 
most likely have a role or 
an interest in achieving 
maximum advertising effec- 
tiveness for their companies. They constitute the “im- 
portant readership” of this advertisement. 


And they have the greatest to gain from the following 
knowledge: for the first time in publishing history, a 
magazine devoted exclusively to the important, useful 
news of national and world events has attained a cir- 
culation of more than 1,000,000. 


Why should this fact about “U.S.News & World 
Report” excite such widespread interest among adver- 
tisers? The answer is found in a fundamental advertising 
equation that states: 

A magazine’s content determines the magazine’s audi- 
ence which determines the magazine’s advertising 
effectiveness. 

The content of ““U.S.News & World Report” naturally 
attracts the key people in business, industry, finance, 
government and the professions. They are the respon- 


O AN ADVERTISER: 


sible people who use the important news for their 
business plans and decisions, their personal planning, 
investing and spending. 

Their responsible positions are reflected in their average 
family income which is higher than that of any other 
news magazine... higher than any magazine with 
more than a million circulation. And perhaps most 
significant of all, here is an audience that in the great 
majority reads no other news, business, or management 
magazine. 


DID YOU KNOW THAT 

. . . during the first nine months of 1960, the 100 largest 
advertisers in the news and management field increased 
their advertising pages to a greater extent in ““U.S.News 
& World Report” than in any other magazine in the field? 
Here are the figures: 


1960 BOX SCORE (9 months)—100 Largest Advertisers 
1960 Pages 1959 Pages* Gains 


STI se cscasindsuresvvnsei 5 ee 994....... 161 
Pde saiietovedinneensos __ ere 446....... 155 
BUSINESS WEEK............. 1,450......... 1,353....... 97 
SI inchcanenssiinanineredinesn BIDE necsees 973:...40. 89 
NATION’S BUSINESS. ....... BR ios ee 
INE 0 sascadsssecessints io See 1,079... 33 


Source: Analysis of Publishers. Infofmation Bureau reports. 
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Advertising Sick with Self Delusion, Image 


Worship, Contempt of 


Derroir, Nov. 18—‘“Self delu- 
sion” and “image worship,” close- 
ly followed by “contempt for the 
consumer,” are leading ailments 
that plague advertising today, said 
Marion Harper Jr., president and 
chairman of the board of McCann- 
Erickson, addressing the Adcraft 
Club of Detroit. 

Speaking on “The Pathology of 
Advertising,’ Mr. Harper said it is 
not his intention to assume the 
role of the father of advertising 
psychiatry, but he thought it was 
time to explore some common ad- 
vertising illnesses. 


® “Self delusion is a drain on ad- 
vertising activity and is most com- 
monly an illmess of the advertis- 
ing technician who practices 
advertising for advertising’s sake. 
It glorifies technique instead of the 
product and is the ailment of the 
advertising executive who designs 
a presentation as a spectacular in- 
stead of a tool of persuasive ex- 
position. 

“You can spot image worship 
when the advertiser attempts to 


Consumer: Harper 


tity.” He then added: 

“An example appeared in an ad- 
vertisement the other day urging 
corporate readers to buy the com- 
pany president a well-known for- 
eign car. The ad promised that this 
would ‘enhance the public image of 
the company.’ 

“I submit that people aren’t so 
easily taken in; that those-who may 
be are not taken in for long.” 

Ogilvy, Benson & Mather is the 
Rolls-Royce agency. 

(Mr. Harper had some rather 
pungent remarks to make this week 
about the Ogilvy agency and still 
another account, Shell Oil. See sto- 
ry on Page 126.) 


s In concluding, Mr. Harper said | 
a final neurosis of advertising| 
doesn’t need much elaboration. 
“This is mediocre-itis,” he said. | 
“This is the illness with the high- | 
est incidence across the whole | 
spectrum of advertising, from one | 
medium to another. The remedy | 
is the combination of many talents | 
in a steady pursuit of excellence. | 


No effort should be spared to bring | 


project an existence in the market | 
that is separate and different from | 
the company’s real identity. It 
leads to excessive emphasis in 
what people think about the com- | 
pany rather than what the com | 
pany actually is. It is likely to 
bring a heavy overlay of cosmetics | 
upon actuality. When advertising, | 
born of this psychology, must go} 
out into the world and stand com- | 
parison with other.advertising, ex- 
posed in the market, it faces a 
degree of skepticism,” he said. 


s “Contempt for the consumer ma 


find its way into advertising,” Mr. | quest DY the Wayton Rogers Mtg. 


Harper went on, “through hard- 
driving pitchmanship, water tor- 
ture repetition and callous disre- | 
gard of the social environment in | 
which advertising is read, seen or | 
heard. Any attempt to argue that) 
offensive advertising can be classed | 
as effective advertising is false. 
Effective advertising interests, | 
pleases and entertains while sell- | 
ing. It doesn’t offend, bore or out- | 
rage.” 

Mr. Harper made a point of the | 
failure of many marketers to prop- | 
erly judge roles of advertising and 
publicity, calling them two differ- | 
ent communication forms. Public- 
ity, he said, has the goal of creating 
a favorable climate for product ac- 
ceptance, while advertising’s goal 
is to create product preference. 

“You can put it another way,” 
he said. “Publicity is primarily in- 
direct selling and advertising is 
direct selling.” 


® Another ailment Mr. Harper | 
touched upon was, what he termed | 
“still picture neurosis,” which | 
comes from conceiving the market | 
as an event rather than a process. | 
He said it is no earth-shaking | 
news to learn that a company’s | 


market relationship undergoes con- 


stant change but that, 


the premise that what was true 
last year or five years ago is still 
true. 


“Of course,” he added, “aware- 


widely | cause the latter “has not rendered 
preached as this is, far too much | any service to the publisher. 
advertising today seems based on | 


them together. What can make the | 
most of these talents is a set of | 
controls—quality controls if you 
like—which relate the imaginative 
impulse to the business goal and 
assure the most thriving business 
health.” # 


Rogers Publishing 
Turns Down Rebate 
Plea by Advertiser 


Denver, Nov. 18—Rogers Pub- 
lishing Co. has turned down a re- 


Co., Minneapolis, seeking to place 
advertising directly and receive 
for itself the customary 15% com- 
mission. Despite a similarity in 
name, the companies are not con- 
nected. 

Dayton Rogers, an industrial 
manufacturer, which announced 
recently it was dissatisfied with 
agency service, surveyed trade 


publications about the possibility 
of dealing directly and getting 
back the usual commission. D. A. 
Rogers, president, said seven re-| 
plies indicated willingness on the 
part of publishers (AA, Nov. 7). 

E. S. Safford, chairman of Rog- 
ers Publishing (Design News, 
Electrical Design News and Elec- 
trical/Electronic Procurement), 
said he did not see how any pub- 
lisher could pay a commission 
directly to an advertiser. The com- 
mission, he added, is not a kick- 
back, nor a “toll gate fee that the 
advertiser pays to the agency on 
his way to the publisher.” 


= Mr. Safford said the agencies 
were entitled to the discount for 
services performed, and that Rog- 
ers Publishing was “pleased to pay 
for services rendered.” A publish- 
er, he added, cannot pay a commis- 
sion directly to an advertiser be- 


“In many cases,” said Mr. Saf- 
|ford, “we feel that agencies are 
|underpaid rather than overpaid. 
| While the publisher pays the agen- 
|cy a commission for services ren- 


Advertising Age, November 21, 1960 
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Arnoux Brown 


Garten 


Reynolds 


BROADCASTERS—Getting together during a break at the Washington 

regional meeting of the National Assn. of Broadcasters were Camp- 

bell Arnoux, chairman of the board, WTAR, Norfolk, Va., radio and 

tv outlet; Thad H. Brown, ex vp of tv of NAB, now a Washington 

attorney*C. Tom Garten, general manager, WSAZ Inc., Huntington, 

W. Va.; and Paul E. Reynolds, assistant manager, WDBJ-TV, Roan- 
oke, Va. 


| thei iteria for judging editorial 
Ad Managers Rate emenia a sake sekiietlioss. 


| George Callos, president of 


|Klau-Van Pietersom-Dunlap, Mil- 


Media by Osmosis | waukee, listed these points: Ap- 
f 


| pearance, type of material (staff 


| written or contributed), editorial 


Sarnoff Hits ABC 
Claim, Calls It 
Narrow-Gauge Net 


NEw York, Nov. 17—NBC chair- 
man Robert W. Sarnoff today 
sharply criticized the operational 
policies of ABC and the “din and 
devices” of what he termed that 
network’s frequent claims of su- 
periority in the industry. 

Speaking to the annual NBC-TV 
affiliates meeting, he said NBC 
and CBS attempt to compete fully 
in all fields of service to the public, 
while the “narrow-gauge” net- 
work concentrates on a few popu- 
lar categories of programming and 
building its case on the “manipu- 
lation of numbers,” with no ex- 
planation of what lies behind the 
numbers. 

Mr. Sarnoff condemned the prac- 
tice of maintaining an “affiliation 
structure through wheeling and 
dealing that overpays the station 
in the strong bargaining position 
and builds a network on discrimi- 
| nation.” He said one of the penal- 
ties for a network that sets its 
sights on the short range and the 
narrow service was to remain third 
among the networks in total week- 
ly viewing. 

Affiliates were told that-NBC is 
now first in volume of sponsored 
programming, with more spon- 
sored hours in its schedule than 
any other network. 


s Thé trend of the Federal Com- 
|munications Commission toward 

stricter scrutiny of the broadcast- 

ing industry will be heightened by 
| John F. Kennedy’s administration, 
|according to Robert E. Kintner, 
|president of NBC. He told the 
| affiliates that a better staffed FCC, 
| in addition to keeping a sharp eye 
|on the networks, will turn its spot- 
| light on agency operations, adver- 


Bissell Says | balance, amount of background |tisers, and “truth in advertising” 


| material developed for major arti- in general. 


cles, timeliness, provocative letters 


Mr. Kintner said the greatest de- 


Cuicaco, Nov. 16—Many adver-|to the editor, meaningful new | velopment NBC-TV has enjoyed 
tising Managers don’t read the| product section, size of editorial | during the past year is in the area 


tise in, but would like to know/| research service. 
more about the editorial objectives | Mr. Callos also said he believed 
of the books, the annual fall con-| editors should do a better job of 
ference of the Associated Business| selling editorial excellence. 
Publications heard today. | 

H. D. Bissell, vp of marketing at|=" H. G. (Scotty) Sawyer, vp of 
Minneapolis-Honeywell Regulator | marketing services of Marsteller, 
Co., noted that his company uses | Rickard, Gebhardt & Reed, said he 
about 200 trade books, but said| studies the publications by the 
the ad managers read them well! familiar criteria of advertising 
only at review time, when new | (pre-selling good upcoming fea- 
schedules are placed. | tures, providing good reader serv- 

ices etc.), display (using the cover 


s The press of business prevents | and table of contents to entice the | 


ad managers from reading the! reader inside the book), and pack- 
publications closely, he said, and|aging (making articles visually 
they develop a feeling about a/| attractive). 

particular book “by a process of | “Publications should make read- 
osmosis”—the agency attitude,|ing easy and enjoyable,” Mr. Saw- 
comments heard about it, etc. |yer said. “The more time the 


| business publications they adver-|staff and the use of the editorial |0f increased sponsor interest in 


|public service shows. “Public 
| spirited advertisers are cooperat- 
ing with us,” he said. “They real- 
ize these shows have terrific im- 
pact and that audiences for these 
shows are increasing all the time.” 
One such public spirited sponsor, 
Mr. Kintner pointed out, is U.S. 
Steel Corp., which will sponsor the 
“Life of Christ” this season. 

The NBC president revealed that 
the tv network has signed an ad- 
vertiser (Gulf Oil Corp.) to sponsor 
coverage of top news events as 
| they occur. The sponsor has agreed 
| it will have no choice in the show 

nor voice in production. 


s Addressing the NBC Radio af- 
filiates yesterday, Mr. Sarnoff said 


Part of the lack of understand-| reader spends with the book the|NBC currently is exploring the 


ing of a publication’s editorial ob-| more chance the ad message has 

jectives results from “the isolation | to be seen.” 

which you find necessary to im-| a 

pose between editors and adver-|® Divergent opinions on use of the 

tisers,” he said. | editorial department’s own reader- 
“Despite all this,” he added, “I | Ship studies were expressed at the 

think we have a fairly good idea Conference. A panel of editors 

of where you stand and come pret- | #8reed that they would not let 


possibility of extending its network 
radio service around the clock. 
| Reasons given: 

(1) The growing market of 
|night workers and early risers, 
|which accounts for a part of the 
|steady increase in auto traffic 
\through the night, and (2) the 


ness of change will automatically |dered to the publisher, some ad- 
avoid another ailment—looking | vertisers want to ride on this same 
down at the present instead of up| payment and expect marketing 
at the future. Much advertising, | counseling beyond that which the 
which should be working to build | agency should supply in represent- 
product preference, is permitted to jing the publisher's products. 
run in low gear with such pur- “It seems to us that in such 
poses as so-called reminder ad-jinstances the agency is clearly 
vertising.” |entitled to an additional payment 
|from the advertisers over and| 
s Mr. Harper also attacked “image |above the publisher’s discount 
worship” as one of the major| which he normally receives.” 
causes of ineffective advertising If advertisers by-passed agen-| 
and singled out a recent Rolls-| cies, he said, they might save 15% | 


| 
ca “Her 
Royce ad as an example. in commissions “and lose a sub- 


He said that “image worship js | stantial percentage of product sales | 
often a rescue effort for a failure to| volume through non-professional | 
study and define a company’s iden- | marketing techniques.” + 


ty close to rating you just about | 
where you belong.” 


® Erik C. Isgrig, vp for advertising 
of Zenith Radio Corp., said in his 
company the opinion of the sales 
manager is considered most im-| 
portant in selection of which trade | 
publications to use. Next come the | 
agency and advertising depart-| 
ment, followed by the dealers and) 
distributors. 

“We are not negative or cynical 
toward trade publications,” he 
said. ““We have to communicate to 
dealers, and trade publications are 
very important to us.” 


such information be used by the | coast-to-coast time differential 
advertising department, feeling | which makes more listeners avail- 
that this would tend to exert pres- | able during the night. 

sure and influence objectivity. But Mr. Sarnoff predicted that in 
Messrs. Bissell, Isgrig, Callos and|the next 16 years advertisers’ ex- 


‘Sawyer agreed that they would penditures in network radio will 


place more confidence in that re-| grow by more than 50% to almost 


search than other material from 
space salesmen. + 


Purolator to MacManus 
Purolator Products (Canada) 
Ltd., Toronto, has named MacMan- 
us, John & Adams to direct its ad- 
vertising account, estimated to bill 
$100,000 a year, which had been at 
J. Walter Thompson Co. Purolator 
makes filters for autos, aircraft and 


|@ Two agency executives listed | farm machinery. 


$1 billion annually. 


| William K. McDaniel, vp in 
| charge of NBC Radio, said that 
the network now has 47% of all 
commercial time booked on net- 
work radio. In advertising dollars, 
the NBC share is well over half, 
he added. He listed increased sta- 
tion clearances as possibly the 
greatest reason for the network’s 
| success. + 
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The unwanted, blade-like 
pattern on a radar screen is 
called ‘‘grass.”’ 


Grass obscures the beam 
trace, interfering with clear 
reception and understanding 
of the message. 


Fairchild’s 813 news-staffers 
the world over 

cut the grass from the 
pages of Electronic News. 
They report all the electronic 
industry's technical and 
business developments 

in a terse, clean and highly 
readable fashion. 


Every week, engineers 
and executives benefit by 
this grass-free panorama 
of electronic news 
—in Electronic News. 
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$13,000,000 in All... 


Shell Earmarks 
Entire ‘61 Ad 
Push for Dailies 


New York, Nov. 18—Shell Oil 
Co., which last year spent $11,600,- 
000 in the measured media, plans 
to spend about $13,000,000—its en- 
tire national advertising budget— 
in something like 300 daily news- 
papers next year. 

The campaign—handled by re- 
cently-appointed Ogilvy, Benson & | 
Mather—will be a departure from 
traditional gasoline and oil adver- 
tising. Insertions—in seven-column 
and full-page sizes—are expected 
to feature long, expository copy 
aimed at creating a romantic aura 
about gas and oil. 

Copy, it was understood, will be 
along the lines of “There’s a differ- 
ence and here’s why” theme. Copy 
will take newspaper readers behind 
the scenes, presenting little-known 
facts about gas and oil, and will 
plug away at the reasons why Shell 
products are superior. 


s The startling departures (con- 
centration in one medium and rad- 
ical copy approach) are part of a 
presentation being made by Ogilvy, 
Benson & Mather today at the 
Westchester Country Club, Rye, 
N. Y., to Shell executives and dis- 
tributors. 

The extent of Sheli’s media- 
thinking switch may be seen from 
the fact that in 1959, it spent 
$11,663,356 as follows: 28% in 
outdoor ($3,282,063) ; 22% in news- 
papers ($2,566,606); 21.9% in spot 
tv ($2,553,850); 12.9% in spot ra- 
dio ($1,500,000); 9.4% in maga- 
zines ($1,093,547); 3.7% in business 
publications ($427,500); 1.1% in 
farm magazines ($127,605); and 
1% in network tv ($112,185). 


= It was understood that Ogilvy, 
Benson & Mather, in addition to 
Shell Oil, will handle Shell Chem- 
ical Co., and that Shell Chemical’s 
products will also be pushed in the 
newspaper drive in 1961. It was 
also expected that OB&M would 
review discount arrangements with 
newspapers. 

Last year, Shell Oil spent an es- 
timated $3,600,000 on unmeasured 
media, including point of sale. It 
was believed that the 1961 figure 
would be about $3,000,000, giving 
Shell a ’61 budget in the neighbor- 
hood of $16,000,000. # 


FCC Opposes NBC 
on Program Relays 
to Non-Affiliates 


(Continued from Page 1) 


percentage of the NBC network 
programs. 

The commission said this NBC | 
interpretation seems to broaden the | 
“first refusal” clause of the affilia- | 
tion contract to the point where it | 
bypasses the commission’s rule lim- 
iting the right of stations to secure 
territorial exclusivity. 

“If all networks were to follow, | 
interpret and apply ‘first refus- | 
al’ provisions in their affiliation | 
agreements in the same fashion,” | 
FCC wrote, “the effect would be 
to enforce the position of KLEW- | 
TV as the sole purveyor of net-| 
work programs in the Lewiston | 
area and to deprive the listening | 
public of many programs that | 
might otherwise be available) 
through other television facilities.” | 

The controversy reached the let- | 
ter-writing stage after extensive 
consultation with affiliates and 
FCC staff members. NBC has tak- 
en the position that “if an adver- 
tiser can get Lewiston for nothing 
by buying Spokane, he’ll never or- 
der Lewiston.” # 


| “Madison Ave.” label which critics 


H. Leslie Atlass, 
Former CBS Exec, 


Radio Pioneer, Dies 


Miami, Nov. 18—H. Leslie At- 
lass, 65, broadcasting pioneer and 
former head of CBS in Chicago, 
died here early today of a cardiac 
condition. Mr. Atlass retired from 
CBS on his 65th birthday on Nov. 
29, 1959. 

With his brother Ralph, he orig- 
inated WBBM in an amateur spark 
station in Lin- 
coln, Ill, in 
1911. In 1920 
they expanded | 
it to a 200-watt | 
amateur tube) 
transmitter, and 
in 1923 they re- 
ceived a broad- 
casting license 
f ™) with the call 
| (= letters, WBBM. 

™= The station 

was moved to 

Chicago in 1924 
with operations maintained in the 
basement of a home. Mr. Atlass 
affiliated WBBM with the CBS 
network in 1928, and when he sold 
the station to CBS in 1933, Mr. At- 
lass was named vp and general 
manager of the station and now de- 
funct CBS central division. 


H. Leslie Atlass 


® In 1953 he took over manage- 
ment of WBBM-TYV, purchased by 
CBS from Balaban & Katz. He was 
noted for the strong way in which 
he operated the stations, not neces- 
sarily conforming to CBS patterns. 

He was credited with helping to 
develop many entertainment-world 
stars, such as Gene Autry, Pat But- 
tram, the Andrew Sisters, Patti 
Page, Ben Bernie, Fran Allison and 
others. His yacht, the Sis, was the 
largest in the Chicago yacht com- 
plex and was named for his daugh- 
ter, Harriet (Mrs. Don Dillon). 

Survivors include his daughter 
and a son, Frank, who are associat- 
ed in Frank Atlass Productions, 
Chicago tv packager (Frank is al- 
so a broadcasting advisor), and a 
brother, Ralph, general manager of 
WIND, Chicago, and a Westing- 
house Broadcasting vp. 


Clark Gable, 59, 
Huckster Prototype, 
Movie King, Dies 


Ho.L_ywoop, Nov. 17—Clark Ga- 
ble is dead, but thanks to the “‘Late 
Late Show” Vic Norman lives on. 

Mr. Gable’s death yesterday re- 
called that one of his famous roles 
was that of hero Vic Norman in 
“The Hucksters,” a 1947 Metro- 
Goldwyn-Mayer release based on 
the novel by Frederic Wakeman. 

“The Hucksters” is generally 
credited with beginning the flood 
of books “exposing” the advertis- 
ing business, and leading to the 


now pin to anything resembling 
persuasion. 


= ADVERTISING AGE, reviewing the 
movie in 1947, called it “a carica- 
ture of a caricature.” 

“The screen play, according to 
the credits, ‘is based on the novel 
by Frederic Wakeman,’ but the pic- 
ture is often different in content 
and theme from the novel,” AA re- 
ported. “Agency men who lived in 
fear of the movie’s portrayal of the 
advertising business should be able 
to relax; its treatment parallels 
those fascinating newspaper pic- 
tures in which a girl reporter tele- 
phones in headlines to the city 
desk.” 


® Mr. Gable portrayed the high- 
powered agency man who joined | 
big New York agency and made 


See how this new Jense: Stuinicas Steel 
CORNER SINK can brighten your kitehen! = 


~ fs ene A emt: 


Advertising Age, November 21, 1960 


U.S. Business Should Step Up Marketing in 


New York, Nov. 16—U:S. busi- 
|ness was urged this week to step 
up its investments abroad, par- 


® | ticularly in underdeveloped coun- 


tries. 
This international expansion 
was described as both practical 


}and patriotic by a host of speakers 


who addressed the annual conven- 
tion of the National Foreign Trade 
Council. 


Among the sparks off this anvil 


= | were these: 


CORNERED—J ensen-Thorsen, Ad- 

dison, Ill., is running this color ad 

in 1961 Better Homes & Gardens’ 

Kitchen Idea Book Annual for 1961, 

out Dec. 20, for its corner sinks. 

Wright, Campbell & Suitt, Chicago, 
is the agency. 


400 Dailies Get 
Bates Plea for 
Discount Review 


(Continued from Page 1) 
could be applied to this schedule 
in your newspaper.” 

The Bates letter, mailed earlier 
this month to about 400 newspa- 
pers, pointed out that the cigaret 
maker has been an increasingly 
heavy user of newspaper r.o.p. 
since 1959, and “has been im- 
pressed with the opportunities as 
well as execution of productive 
merchandising programs at the 
local level.” 


s “In our opinion,” Bates contin- 
ued, “further stimulation of our 
clients’ increasing interest in the 
values of high-frequency news- 
paper advertising can best be ac- 
complished via a realistic and com- 
petitive discount structure. As you 
know, discount opportunities for 
volume advertisers play an inte- 
gral part in the evaluation and 
usage of any advertising medium. 

“We have recently completed an 
exhaustive study of all mass media 
(radio, tv, magazines, etc.) to de- 
termine the average discount avail- 
able to a 26-time advertiser. This 
discount amounts to 15%. Not only 
do other media offer this frequency 
discount, but it is now available in 
an increasing number of newspa- 
pers,” Bates said. 

“At the present time, you do not 
offer this frequency discount, or if 
you do, it is considerably below the 
15% industry average. 


= “Since this frequency discount 
represents the industry average, 
we urge you to re-examine your 
present discount pattern. The 
availability of this type of discount 
in your newspaper should stimu- 
late widespread acceptance of 
newspapers by us as well as other 
heavy frequency advertisers, and 
would most certainly serve as an 
additional incentive toward fulfill- 
ing predetermined schedules. We 
look forward to your reply as soon 
as possible.” 

Mr. Gray told ADVERTISING AGE 
that the newspaper letter repre- 
sented a request for information, 
rather than for a discount. He in- 


e Ralph J. Cordiner, chairman of 
General Electric, called for “a sig- 
nificant and continuing commit- 
ment to the cultivation of overseas 
markets,” pointing out “‘the timid, 
half-hearted commitment will 
never become a significant source 
of profit.” He added that compa- 
nies which become “constructive” 
members of communities overseas 
serve as “an operating beachhead 
for freedom.” 


e Murray D. Bryce, senior staff 
economist of Arthur D. Little Inc., 
deplored the lack of attention to 
underdeveloped areas, noting that 
“the idea of low margins and high 
volume, which has made Amer- 
ican enterprise great at home, is 
as unknown to most business men 
in underdeveloped countries as it 
is to the public. He said that un- 
less we are prepared to move into 
these areas on a long-term basis, 
“we might as well stop talking 
about what private investment can 
do for the underdeveloped coun- 
tries, and let the Castros have 
their turn.” 


e H. E. Humphries Jr., chairman 
of U.S. Rubber Co., said, “We are 
seeing the beginning of an explo- 
sion in business overseas,” and he 
expressed confidence that the U.S. 
will be able to hold its competitive 
lead. 

“We hold one card that no one 
can trump,” he said. “It is the 
American agility in bringing out 
new products. We have been 
drilled so long under the stern 
demands of highly competitive en- 
terprise that it has become second 
nature for us to think ahead and 
be always ready to change our 


Jones & Lamson Runs 
Hetty Ad to Correct 
Heady Rate Claims 


SPRINGFIELD, VT., Nov. 16—Last 
Aug. 27, Jones & Lamson Machine 
Co. used a page ad in Business 
Week to discuss the low cost of 
leasing J&L equipment. Outlining 
the rates, the ad declared: “This 
is heady language for your comp- 
troller and treasurer . . . just ask 
them.” 

But there was little time to get 
the response of prospective clients, 
because the rates advertised were 
just a little too heady for J&L’s 
own treasurer. 

“He came in like a Kansas tor- 
nado,” said Jordan D. Wood, man- 
ager of marketing. 

The result: Another page ad in 
Business Week on Nov. 11 an- 
nouncing an “important correc- 
tion.” 


s The company apologized for its 
“glaring error” in announcing that 
certain equipment could be leased 
at an hourly rate of $2.50 per 


$1,000 of machine value, with no 


dicated that no pressure was being|down payments. The company 
exerted to grant discounts in order | meant to say, the correction stated, 


to get on the schedule. 


| that the rate was really $2.50 


“We think that if a fellow wants | per $20,000 of machine value. 
to invest $4,000,000 to $5,000,000| The mistake was the company’s 


in newspapers, he should be en- 


couraged with discounts,” he said. 


“It’s a basic American principle. 
even the bombastic client Evan|A publisher pays one rate for a 
Llewellyn Evans (played by Sid- | single carload of newsprint and 


}and not Business Wcek’s, Mr. Wood 
said. The original ad was approved 
by the accounting department and 
printed. 

J&L decided to capitalize on the 


Underdeveloped Lands, Trade Council Told 


tack when the customer blows in 


a nimbleness that others will not 
soon be able to match.” 


= John E. Brent, exec vp of IBM 
World Trade Corp., said that too 
large a percentage of our capital 
is going into the developed coun- 
tries. He conceded that the under- 
developed areas are relatively high 
investment risks but he pointed 
out that “considering the very im- 
pressive long-range opportunities 
which these underdeveloped coun- 
tries offer, we would be promot- 
ing the vital cause of world peace 
and freedom if we show a greater 
readiness to develop productive 
facilities there.” 

Mr. Brent é6ffered the following 
graphic contrast between the de- 
veloped and the underdeveloped 
areas: 

“The developed areas have a 
population of 615,000,000, a gross 
national product of $851 billion, a 
per capita GNP of $1,340. The un- 
derdeveloped countries have a pop- 
ulation of 1.2 billion, a GNP of 
$159 billion and a per capita GNP 
of $129. In other words, the un- 
derdeveloped countries have twice 
the population of the -developed, 
one-fifth of the GNP and 10% of 
the per capita GNP. 

“$129 per year is just a little 
over 30¢ per day. But this only 
tells part of the story. Of these 
1.2 billion people with 30¢ per day, 
more than half have very much 
less. You can’t have a good busi- 
ness any more than you can have 
a good world with half the people 
free, half slaves, half fed, half 
starved. And the gap between the 
haves and havenots is not dimin- 
ishing, it is increasing.” + 


Wiese Named PR Chief of 
Burnett; Center to Motorola 


Otis L. Wiese, who joined Leo 
Burnett Co. last year as a member 
of the agency’s creative review 
committee (AA, June 29, ’59), has 
been appointed 
vp in charge of 
public relations, 
effective Jan. 1. 
He succeeds Al- 
len H. Center, 
who is rejoining 
Motorola Inc. as 
head of all pub- 
lic relations, the 
same job he 
held before 
joining Burnett 
last year (AA, 
June 8, 59). Mr. 
Center is succeeding Jack D. Ewan, 
who is leaving Motorola to join 
Fuller & Smith & Ross, Chicago, as 
account supervisor for public rela- 
tions. 

Burnett also has named Ned R. 
McDavid, formerly with McCall's, 
manager of the pr section in its 
New York office, succeeding Har- 
old W. Gully, who was named man- 
ager of the pr section in the Chi- 
cago office. Donald Vogt, formerly 
with Needham, Louis & Brorby, has 
joined Burnett as a pr account ex- 
ecutive. 


Otis L. Wiese 


Green Bay Daily Boosts Torinus 

John B. Torinus has been named 
president of Green Bay Newspaper 
Co. and executive editor of the 
Green Bay Press-Gazette. Mr. Tor- 
inus, who has been with the daily 
since 1934, succeeds the late A. B. 
Turnbull, who died last month 
(AA, Oct. 24), as president. David 
L. Nelson, business manager, has 
been named treasurer of the com- 
pany. 


Slater Joins Maurice Mullay 


George A. Slater has resigned as 
| president of Mumm, Mullay & Ni- 
| chols, Columbus, O., to join Mau- 


ney Greenstreet) sit up and take| another rate for a whole trainload, | mistake by running the follow-up | rice Mullay Inc., Columbus, as exec 


|notice. + 


doesn’t he?” + 


|ad, and paid the normal rate. + 


| vp. 


a new direction. We have acquired _ 
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Judge B. Fain Tucker 
has served as a Judge 
of the Cook County 
Circuit Court for 6 
years. A graduate of 
the University of Chi- 
cago Law School, she is 
one of the few woman 
circuit court judges in 
the United States. 
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‘| do,’’ says Judge Tucker 


“As a Circuit Court Judge I am a very busy woman. I 
want an impartial and reliable newspaper and I particularly 
want it to be easy to read in a hurry. That’s why I like 
CHICAGO’S AMERICAN. The news coverage is complete, 
yet concise and right to the point. ’ 

‘‘As a woman, I am naturally interested in foods and fash- 
ions. The AMERICAN fills the bill here, too, with up-to- 
the-minute features by Jean Cameron and Mary Martensen. 


‘‘Read the AMERICAN? Indeed I do!’’ 


From left to right in 
the picture at the top 
of the page are: Leo K. 
Bishop; Dr. Louis L. 
Mann, rabbi, Chicago 
Sinai Congregation; 
Archbishop Bernard J. 
Sheil, auxiliary bishop 
of the Roman Catholic 
Archdiocese of Chi- 
cago; and Dr. Archi- 
bald Carey, Jr., 
minister of Quinn 
Chapel. 


<i 


“1 do,’’ says Leo K. Bishop 


‘‘In my job as vice president of the central division of the 
National Conference of Christians and Jews, I work with 
religious leaders, such as Archbishop Bernard J. Sheil, Dr. 
Louis L. Mann and Dr. Archibald Carey, Jr., to build a better 
understanding between peoples of all races and creeds. 


‘'We are all impressed with the AMERICAN’S excellent 
editorial and news treatment of our aims and activities. 
CHICAGO’S AMERICAN is one of the major forces helping 
to create a society without discrimination in our city. 


‘Yes, I read the AMERICAN! And so do Archbishop Sheil, 
Dr. Mann and Dr. Carey.’’ 


LR 


Richard J. Daley, 
Mayor of Chicago, is 
shown above (left) in 
discussion with Dr. 
Rettaliata, President of 
the Illinois Institute of 
Technology (right), 
also a leader in civic 
improvemert, and Mr. 
Roddewig, Chairman of 
the Chicago Plan Com- 
mission and President 
of the Association of 
Western Railways. 


‘‘| do” says Mayor Daley 


‘So do we,’’ say Clair M. Roddewig and Dr. J. T. Rettaliata. 
Mayor Daley adds, ‘‘When men like Mr. Roddewig and Dr. 
Rettaliata work with me for civic improvements, such as 
this proposed Western Avenue Through-Lane Overpass 
and for sium clearance and the redevelopment of blighted 
areas, CHICAGO’S AMERICAN is back of us 100%. The 
paper that works with us for civic progress is the paper for 
us. That’s why these gentlemen and I read CHICAGO’S 


AMERICAN.” — 
orn 


Influential Chicagoans tell why they read 
Chicago’s American, and their reasons illustrate 
the significant physical and creative differences 
between Chicago newspapers . . . bear testimony 
to the ability of Chicago’s American to attract, 
influence and move-to-action hundreds of thou- 


sands of Chicagoland families. 


“exciting pictures’, “pages sparkling with color” 
attract readers — “entertaining columns”, “‘in- 
formative features’ develop loyal readers — 
“forthright and outspoken comment”, by Chi- 
cago’s most stimulating writers, builds reader 
confidence — “comprehensive, alert handling of 
the news”, “‘on-the-scene stories” stimulate inten- 
sive readership of every page every day... 


the ideal climate in which to do business. 


CHICAGO'S AMERICAN 


Wholly owned subsidiary of the Tribune Company, Chicago, Illinois 
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people can vote 
for all 3,|__ NET Y 
— they elect ABC |_N 


*Source: Nielsen 24 Market TV Report covering all commercially sponsored evening programs, week 
ending October 30, 1960. Sunday, 6:30-11 PM, Monday—Saturday, 7:30-11 PM. 
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Where the 3 networks have equal facilities, where the people have a 
3-way choice, most homes watch ABC-TV most of the time. The chart on 
the left nails that proposition down beyond quibble. But it doesn’t give 
you the whole story. For the time in question (week ending October 30) 
ABC had 26 firsts out of 51 half hour periods, more than the other two 
combined. Network Y had 14, Network Z, 11. In the nights-of-the-week 
department, ABC led with 4 out of 7. Network Y took 2, Network Z, 1. 
On a program basis ABC had the highest rated program and 3 out of 


the top 5. Jt’s smart to do business with ABC TELEVISION 
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The Editorial Viewpoint... 


Let's Get Tougher About Facts 


If you have any doubts about the fact that “Madison Avenue” is 
being used as a symbol of wickedness and greed and irresponsibility, 
hearken to this sad tale: 

In the Oct. 14 issue of Chicago’s American, a special dispatch from 
Peter Andrews, Washington correspondent, was played up as a fea- 
ture, with a head splashed over eight columns: “Warns ‘Fertility 
Binge’ Could Destroy the Economy.” . 

Said the story: 


“Robert Cook, director of the Population Bulletin of the Population 
Reference Bureau Inc., blamed Madison Avenue advertising tech- 
niques as one of the main causes of the newly emerging ‘fertility cult’ 
in America that lives for immediate profits and expanding markets 
with no regard for the possible consequences... 


“Cook laid the blame for the ‘imbalance’ [in births and deaths] on 
the doorstep of Madison Avenue and its marketers who try ‘to stim- 
ulate the continuation of high birth rates for their own self interests’.” 


Now, the fact seems to be that Mr. Cook included in his regular 
monthly bulletin for October an article headed “Fertility Cult: 
U\S.A.,” as well as a considerable reprint of two chapters of Vance 
Packard’s new book, “The Waste Makers.” Mr. Cook makes no ref- 
erence to “Madison Avenue” at all in his piece, nor to advertisers, 
marketers or anyone else. He merely says there is a “widespread, 
vocal and highly influential ‘fertility cult’ ”’ which he does not further 
identify. Mr. Packard, of course, makes it clear that advertisers are 
leeringly happy about the baby boom and are doing their dastardly 
best to cash in on it, but even he neglects, in these excerpts, to men- 
tion “Madison Avenue.” Mr. Cook says he had no personal contact 
with Mr. Andrews, and that the Andrews article must have resulted 
from the bulletin. 

But Mr. Andrews has now moved this particular ball a considerable 
distance down the field. Marketers and advertisers are no longer 
merely happy about the baby boom and benefiting from it; these 
wild-eyed Madison Avenue characters are actually responsible for it! 
Presumably, they thought up the whole idea and cleverly sold it to an 
unsuspecting populace. 

We are afraid this represents the kind of “automatic translation” of 
“Madison Avenue” and “advertising” which we can expect to see a 


good many times unless something important is done to change the 
image. 


Incidentally, both Mr. Cook and Mr. Packard quote approvingly 
from an article by Prof. Joseph J. Spengler, outlining the dangers of 
unrestricted population growth. Mr. Cook quotes Prof. Spengler as 
though his article were in the current issue of Harvard Business Re- 
view. As a matter of fact, it appeared almost five years ago—in the 
January-February, 1956, issue—and was reprinted, in nearly full text, 
in the April 9, 1956, issue of ADVERTISING AGE. 

If an adman had quoted a five-year-old article so as to give the im- 
pression it was current, he would be held up to great scorn. And since 
Harvard Business Review is read by business men, and ADVERTISING 
AGE by “Madison Avenue advertising men,” ought we not to get some 
merit points for printing this severe attack on the preachments of the 


“fertility cult” long before Mr. Packard got around to expressing his 
concern? 


Betty Furness and Selling Symbols 


The “retirement” of Betty Furness from an 11-year stint as No. 1 
salesperson for Westinghouse appliances is excuse enough, it seems to 
us, for us to voice our strong feeling that he who ties his product sales 
story too closely to a single personality may be said to be living dan- 
gerously. 

Betty Furness, Arthur Godfrey and other masters of the art of mass 
selling notwithstanding, we can’t help feeling that, over the long pull, 
the product line which permits its personality, so to speak, to be sub- 
merged beneath the personality of an individual is making a serious 
mistake. 

The advantages of using such a personality are obvious, not only in 
selling and influencing consumers, but also in firing up your own 
sales force and your dealer organization. They are so obvious, in fact, 
that the other side of the coin is frequently overlooked. 

But there is another side to the coin. For one thing, building up a 
dominant sales personality means interposing one more link between 
product and customer. People listen to Betty, or Barbara, or Arthur, 
and only incidentally listen about a product. For another, even the 
most popular personality leaves some percentage of the potential cus- 
tomers stony cold. And what happens when the parting of the ways 
comes, as it inevitably does? 

There is a great deal to be said for the Kraft system, in which the 
product always gets the spotlight, and humans provide the voice and 


the necessary competent hands, without being seen or identified in 
any way 


Advertising Age, November 21, 1960 


Gladys the beautiful receptionist 


—Leon Seelig, Leon Seelig & Co., Advertising, St. Louis. 

“He was impressed with our psychiatrists, zoologists, philosophers, 

physiologists, archaeologists, motivational researchers, brainstorm- 

ers and tattoo artists—but decided he needs av agency with a copy- 
writer.” 


What They're Saying... 


Practical Reasoning Walter Lippmann that this is not 
I can see no way that commercial | 890d enough, but I nevertheless 

broadcastifig, operating on an eco-| hesitate at the edge of government 

nomic base that makes it complete- | control. 

ly dependent on advertising rev-| The reason is practical, not phil- 


Rough Proofs 


“While patients wait, they read, 
adding millions of exposures at no 
extra cost,” says Today’s Health of 
its doctors’ office circulation. 

And fortunately for the adver- 


tisers, the patients always have to 
wait. 


2 

Nixon and Kennedy just about 
split the popular vote in the Presi- 
dential election, but Jack was ’way 
out in front in the electoral college. 

Looks as if a lot of the voters 
must have been short-changed. 

« 

George V. Allen has left the U.S. 
Information Agency to become 
head of the Tobacco Institute, 
where his command of information 
techniques should be of consider- 
able value to his dues-paying mem- 
bers. 

e 


“If the South had won the Civil 
War,” a subject dramatized for 
| Look by MacKinlay Kantor, Sen. 
Johnson of Texas wouldn’t have 
been running for the Vice-Presi- 
dency. 


enue, rationally can be expected to 
provide a substantially greater pro- 
portion of the distinguished pro- 
gramming that now occasionally 
gladdens the eye but does nothing 
to enrich the coffers. The adver- 
tisers quite naturally want the big- 
gest possible audience; the biggest 


osophical; I simply have little faith 
in the ability of the American peo- 
ple to set up a public agency that 
will not be more subject to pres- 
sures toward blandness and con- 
formity than are the advertisers; if 


|this is the only choice, I am in- 


clined to take my chances with 


possible audience wants the Dinah | Madison Avenue rather than with 
Shore Chevy Show, and those of the FCC—and besides, I would just 
us who want something else can |S $00n read a book. 


always read a book. I agree with| the Mind, The Saturday Evening Post. 


—Harry Ashmore, in Adventures of 
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Two Swedish princesses who at- 
tended a college football game Nov. 
| 12 at Evanston, Ill., must have been 
| Surprised to see how infrequently 
|the oval was actually foot-pro- 
|pelled. 
| . 

“95% of the people don’t buy 
Chun King,” is the news the man- 
ufacturer is pushing out over the 
air waves. 

This is as good a way as any to 
persuade them that Stan Freberg 
knows what they’ve been missing. 


Mennen is the latest shave cream 
manufacturer to be told that its 
ads for its favorite product are 
false and misleading. 

The FTC suggests that under- 
water demonstrations may be 
slightly underhanded. 


“68.1% of our readers,” reports 
’Teen, “don two or more swim- 
suits!” 

Girl watchers are assured that 
they don’t wear them all at the 
same time. 


“Top marketing men overpaid, 
chief executives tell ‘Dun’s’,” the 
story says. 

It’s the usual 8 to 5 these chief 
executives weren’t connected with 
top marketing firms like P&G, for 
instance. 


“Never fool with a lady,” warns 
LHJ. 

That’s probably good advice, but 
human nature being what it is, the 
chances are against its being ac- 
cepted by members of the admir- 
ing, if not admirable, sex. 


The FTC believes that list prices 
on appliances are “pure fiction,” 
and some automobile dealers’ she- 
nanigans on trade-ins suggests ex- 
actly the same thing. 


Betty Furness may find, in her 
search for a tv show of her own, 
| that she is still effectively, if unof- 
| ficially, married to a Pittsburgher 
| by the name of Westinghouse. 
Copy Cus. 
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Starting February Sth, 1961, “Potomac Sunday 
Picture Magazine, a new local rotogravure 
section of The Washington Post with nearly 50% 
more circulation than any other Washington 


Sunday paper, will provide 
anew selling opportunity for 
advertisers in one of the 


nations top 10 markets. 


Member Metropolitan Sunday Magazine Group 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd—London; Senor G. Enriquez Simoni— 

Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miami Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 

Lou Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B’way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; C. E. Stark, 
Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly. 
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|Fellman Moves to N.Y.; 
|Names Palmer Art Director 


Leonard F. Fellman Co., special- 
jist in sales promotion and mer- 
\chandising, has moved its head- 
|quarters from Philadelphia to 130 
| E. 39th St., New York. Ted Palmer, 
|formerly art director of Adams & 
/Keyes, New York, has been named 
|to a similar post with Fellman. 


REMARKABE 
r ao —_ + oT at tts 


5 Wlifois’. 


Look at the figures! Remarkable Rockford 
is 1st in Illinois, outside Chicago, in population, households, 

effective buying income! First in retail sales, too, for several years. 

And Remarkable Rockford continues to expand faster than any * 

other major area in Illinois. All the more reason to sell these “‘ready-to-buy” 

consumers your product. There are more of them in Rockford with more money 
to spend than ever before. Concentrate your sales story most effectively. 

Use the columns of the two newspapers families ask 

to have delivered to their homes. 

(86,132 ABC daily; 71,846 ABC Sunday.) 


| Wade Expands in L.A. 


| Wade Advertising has moved its 
|Los Angeles office to larger quar- 
| |ters in the new First Federal Bldg. 
|A “Roaring ’20s” party officially 
|opened the new offices, symboliz- 
|ing the agency’s 20th year in L. A. 


“Outside Chicago ” ns . ~~. 
. Salk te ra —! | 


ae =| George Cole Joins Mogul 

a ee * -  @ George E. Cole, formerly with 
” : a rn J. Walter Thompson Co., has joined 

£ Register-Republic | Mogul Williams & Saylor, New 


York, as associate creative director. 


Music? Make mine Cha-Cha-Cha... TCHAIKOVSKY! 


As long as people are human they will continue to 
change their minds, their interests, their needs and 
tastes. And from this gem of wisdom we've arrived 
at the conclusion that the radio station that stays in 
tune with the times is bound to get the lion’s share 
of the listeners’ time. Right now there is a keen 
desire for enlightenment. In keeping pace with this 
trend, WJR emphasizes enlightening programs. The 
audience response has been overwhelming. 


Club. That’s when WJR’s “Adventures in Good 
Music”’ is on the air. Cha-Cha-Cha-inclined listen- 
ers have not been abandoned, but good music 
and its equivalent in informative programs are re- 
ceiving more and more time. Our listeners demand 
a finer grade of entertainment and they get it. We 
never could buy that ridiculous ‘12-year-old men- 
tality” bit. If you don’t either, call your Henry I. 
Christal representative and see what WJR... the 
station that’s in tune with the times. . . can do for 
you in this enlightened area. 


Fee verroir 


50,000 WATTS 


For example: a large group of housewives formed 
the “Don’t Call Between 10 A.M. and 11 A.M.” 


Wy 


760 KC 


« ) 
RADIO WITH ADULT APPEAL 


Fine Arts programming is a part of complete 
range programming—something for everyone. 


dvertising Age, November 21, 1960 


Business Papers, 
Dealers Take Over 


Brunt of ‘Snowflake’ 


New York, Nov. 16—Operation 
Snowflake has started snowball- 
ing again, even though U. S. Steel 
withdrew most of its support ear- 
lier this year. 

U. S. Steel started Operation 
Snowflake in 1954 as the first in- 
dustrywide promotion of major 
appliances as Christmas gifts. The 
program grew so successful that 
U. S. Steel decided this year to 
discontinue most of its contribu- 
tion, since it was “satisfied that 
major appliances had become es- 
tablished in the greatest gift buy- 
ing season.” 

The promotion was not left 
without a sponsor, however. Trade 
magazines, newspapers and appli- 
|ance dealers are continuing it on 
their own, and a good response is 
reported. 

Three appliance magazines 
—Electrical Merchandising Week, 
| Gas Industries and Mart—are of- 
fering dealers a variety of Snow- 
flake advertising materials used 
in previous years. The materials 

are being furnished by U. S. Steel, 
| but the magazines are promoting 
, and distributing them. 

e Electrical Merchandising Week 
| devoted six pages in its Oct. 3 is- 
| sue to offer ad mats selected from 
four previous Snowflakes. To date, 
|646 dealers have requested the 
|mats. Mart, in its October issue, 
offered reprints of last year’s U. S. 
| Steel tv commercial, plus Christ- 
|mas display kits used last year. So 
| far, 400 kits and 40 films have been 
| requested. 

Gas Industries is also offering a 
| selection of ad mats in coopera- 
| tion with U. S. Steel. The service 
'is also tied in with the American 
'Gas Assn. Christmas promotion 
| program. To date, 150 gas compa- 
|nies have responded to the offer. 
| In previous years, in addition to 
|running national consumer ads, 
|U. S. Steel had distributed news- 
| paper supplements, including edi- 
| torial features and suggested ads, 
| to dailies and weeklies across the 
| country. This year, U. S. Steel is 
| putting out a three-page section of 
| editorial features only, promoting 
|major appliances as the “ideal 
Christmas gift.” It will comple- 
|}ment an advertising section put 
| out by the Bureau of Advertising, 
|called “Make your home happier 
| with a new appliance.” 

e In 1954, the first year for Op- 
eration Snowflake, the promotion 
produced 2,734,659 lines of local 
advertising for newspapers. Christ- 
| mas appliance ad linage increased 
}each year, reaching 14,308,776 lines 
lin 1959. The six-year total is 47,- 
| 608,259 lines. 

Batten, Barton, Durstine & Os- 
born is U. S. Steel’s agency. # 


‘Lite’ Boosts Two 


| Arthur W. Keylor, formerly busi- 
ness manager of Life, has been 
/named general manager of the 
| Magazine, succeeding Robert T. El- 
json, recently appointed chief of 
Time-Life’s London news bureau. 
James T. Kerr, assistant business 
manager, becomes business manag- 
er of Life. 


Appliance Service 
is big Business 


eeeeoeveeneeee0e08 
For facts about this fast growing 


industry ask for your copy of 
| Market File “A”. 


arrigan 


. 
505 N. LaSalle St. Chicago 10, Wl. 
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RETAIL SALES 


i Life 55.8% 


_ Sports illustrated 


Circulation concentration in the tep 100 counties 


IN THE TOP RETAIL MARKETS 


TIME reaches America’s richest retail mar- 
kets. More than naif of all retail sales 
are registered in less than 4% of Amer- 
ica’s 3,070 counties. In those top-profit 
counties, TIME concentrates more ofits 
circulation than does any other maga- 


zine ofa half million or more circula- 
tion. As in every other important market- 
ing category, TiME gives you concentration 


’\. and coverage where it counts. 
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OF BMERICAS GREAT MERCHANDISING PUBLICATIONS 


Building Supply News 


a Tee Workers — Part 0 
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How Te Select A db Comme 


Picoring & Cetterten Coen Stores that MOVE hardware se sage % 


10 Ways to upgrade a sale sve nage 118 
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This is the mark of Cahners Publishing Company, 
Inc.—a symbol representing 302 men and women in 


12 offices all over America. . . . It stands for editors, : , = =e pets ae ns ee 
writers, researchers, artists, counselors and clerks. . . . 3 se | ‘ . 
It means the impact of thousands of pictures and ae = = Ceramic [lata Book 
words read and believed by over half a million buyers apes : rocco Renna 8 tie,» em eR 
each month. ... It demonstrates the power of $7,400,000 , ¥ = 


in advertising invested by 2326 manufacturers this Buyers Directory 


year. ... It represents a growing company, one of the 
largest industrial publishers in the United States. 


tre ctw 


oneal 


But more than anything else, the Cahners symbol 
stands for an enlarged capacity for service—to both 
readers and marketers. It means richer editorial, 
expanded research and broader publishing resources for 
each Cahners publication pictured here. 
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pe CAHNERS PUBLISHING COMPANY, INC. 
The Cahners Building, 221 Columbus Avenue, Boston 16, Massachusetts 


BUYING and 
SPECIFYING 
HANDBOOK 


Offices in Chicago, Cleveland, Dallas, Los Angeles, Miami, New Yerk, 
Portland, San Francisco and Seattle. 
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WALL LTH 


tH ‘ all other men’s magazines regularly 
2 


. surveyed in the Starch report. 


1.2 million Elks are first in median 
income with $7176 . . . first in percent 
of readers earning $10,000 or more . . . 
first in moresownership classifications 
than any men’s magazine reported. 
Investigate this leading male market. 
Ask your local ELKS representative for 
the complete market story, or write 


for your copy of our fact-filled 
booklet—“The ELKS Market.” 


iim LL 


MAGAZINE 


New York, 386 Fourth Ave. ‘ 
Chicago, 360 N. Michigan Ave. # 
Los Angeles, 1709 W. 8th St. 


YOU MAY NEVER DIVE 36,000 eg 


BUT... You Can Penetrate Deeper In Kalamazoo -Battle Creek 
and Greater Western Michigan With WKZO Radio! 


There’s no doubt about it ... WKZO Radio 
has once again proved to give greater audience 
penetration in Kalamazoo-Battle Creek 

and Greater Western Michigan than any 


competitor! 
7-COUNTY PULSE REPORT In the new Pulse (see left), WKZO Radio 
KALAMAZOO-BATTLE CREEK AREA — JULY, 1960 has stretched its long-standing lead to a 
SHARE OF AUDIENCE — MONDAY-FRIDAY spectacular average of 73% more listeners 


Pn Rs than Station “B” (6 a.m. to Midnight, 

WKZO | Station “B" | Station “C" Monday through Friday). WKZO Radio easily 
6 A.M. - 12 NOON 29 holds the No. 1 position morning, afternoon 
12 NOON - 6 P.M. 28 and evening in all 360 quarter hours surveyed, 
6 P.M.-12 MIDNIGHT) 32 Monday through Friday. 


Ask Avery - Knodel for availabilities on 
%* The bathyscaph, “Trieste,” recently set a new world's record WKZO Radio for Kalamazoo-Battle Creek 
by diving 36,000 feet below the Pacific Ocean's surface. and Greater Western Michigan. 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 


AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive Nati 
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Advertising Age, November 21, 1960 


Getting Personal 


Charlie Brower, president of BBDO, is recuperating from an op- 
eration and severe virus infection. He doesn’t expect to be back in 
the office for another month ... 


Exchanges—Ron Marsh, Canadian director of publicity for Cunard 
Steamship Co., and his wife recently sailed to London for his first 
hometown visit in 37 years... Robert Freeman, chairman of Robert 
Freeman Co. Ltd., and his actress wife, Polly Ward, returned to Lon- 
don recently after several weeks of touring the U. S. and Canada... 


Mrs. Charlotte Brader, vp and general manager of Radio Station 
KOJM, is the first lady in Havre, Mont., history to be elected to the 
city’s chamber of commerce... 

1960 is ending up as a big year for Maxon: Davis, ethical drug 
adman, who celebrated both the opening of his agency and the 
birth of his first child this 
month. Resigning from Sudler 
& Hennessey, he teamed up 
with Jimmy Eng to open a new 
Manhattan agency, Davis & 
Eng, on Nov. 14—two weeks 
after the birth of his son, Park, 
first child after nine years of 
marriage. Baby’s name, inci- 
dentally, is not part of long- 
range plan to get Parke, Davis 
account—he was named for 
Max’s grandfather ... 

Mogul Williams & Saylor, 
New York, has established a 
five-year scholarship program 
at New York University as a 
memorial to Myron A. Mahler, 
senior vp of the agency who 
died March 29. The agency 
will give the university $600 a 
year for the next five years RETIRING—William K. Dingledine 
for the scholarship which will (right), vp of Charles W. Hoyt Co., 


be awarded annually to radio- who is retiring this month after 40 
tv majors... 


, P years with the agency, is presented 

oo York nuptials: Shirley with an inscribed silver tray by 
oldridge was married Nov. : 

6 to J. Donald McNamara, sec- Everett W. Hoyt, president, at a 
retary and general attorney for Stork Club dinner. Not pictured is a 
McCann-Erickson ...Charlotte second gift: A fully stocked refrig- 
Parker and Peter R. Scott, erator-bar. 
with Foote, Cone & Belding, 
were married Nov. 5... A March wedding is planned by Barbara 
Ann Broudy and Harvey Chertok, supervisor of advertising and 
publicity for United Artists Assn. ...A four-way advertising mar- 
riage is set for February for Patricia Turano and Julian Rockmore, 
both copywriters with R. M. Macy & Co. Bride-to-be’s father, 
Edward Turano, is creative promotion director at Bamberger’s, the 
groom-to-be’s father is J. Alan Rockmore, an art supervisor with 
Sullivan, Stauffer, Colwell & Bayles . . . Nita Melnikoff, with the 
field research division of Young & Rubicam, is engaged to Stephen 
Lowey, a lawyer .. . Betsy Stilwell, an editorial research associate 
with Fortune, will be married next month to Bruce Peterson, a 
product sales manager with Continental Can Co... . 


Russell Gaudreau, on the tv sales staff of the Katz Agency, New 
York, is celebrating the birth of his second daughter. The new ar- 
rival, Anita, was born Nov. 1. Weight: 7 lbs. even... 

Appointments: John R. Miller, vp and assistant general manager 
of Hearst Magazines, to director of the National Better Business Bu- 
reau... Walter A. Spiro, exec vp of the Lavenson Bureau of Adver- 
tising, to chairman of the board of directors and exec committee of 
the United World Federalists, Philadelphia council...George H. 
Gribbin, president of Y&R, replaced Norman H. Strouse, president 
of J. Walter Thompson, as chairman of the public information com- 
mittee of the American Red Cross in New York... Lloyd Yoder, vp 
and general manager of WNBQ and WMAQ, Chicago, was elected a 
lifetime trustee of his alma mater, Carnegie Institute of Technology. 


He was the school’s first All-American, a tackle on the famed 1926 
team... 


Sports news: The Fawcett clan is off again on hunting expeditions 
around the world. Roger Fawcett, general manager of Fawcett Pub- 
lications, left Oct. 31 for ibex and mountain sheep shooting with the 
Shah of Iran. On Nov. 11 Gordon Faweett, secretary-treasurer, 
packed his hunting gear for a game bird hunt with the King of 
Greece. Both shoots will be featured in the “True Hunts with Fa- 
mous Men” series in the magazine ... The Advertising Sportsmen of 
New York have elected a new set of officers. Mark Beck Jr., vp of 
Atlantic Electretype Co., is the new president, succeeding Bill Hill- 
enbrand, exec vp of Lambert & Feasley, who moves up to chairman 
of the board. New vps are Sean O’Connell, sales manager of McAr- 
thur Advertising Corp., and Jack Berch, special services director of 
Robert Durham Associates. Vince Cirone, account supervisor at Mc- 
Cann-Erickson, is the new treasurer, and Dick Shaner, senior editor 
of Petroleum Week, is secretary again ...George Whipple, pr ac- 
count executive at BBDO, won the fall sailing trophy at the Gipsy 
Trail Club, Carmel, N. Y., followed by Benton & Bowles vp Bob 
Young in second place and Bob Grimm, president of Hobbs Hall 
House, in third... 


Three Kudner Agency employes marked their 25th year with the 
agency Nov. 3, joining seven other Quarter Century Club members 
at the agency. The new members are Ruth Knapp, in the control de- 


partment, Mary Doyle Quinn, receptionist, and Richard Rosenbluth, 
copywriter... 


Roy Harder of Martin & Tuttle Advertising, Los Angeles, won first 
prize—a trip for two to Paris—in a contest sponsored by Pacific 
Outdoor Advertising Co. in conjunction with the Smokey Bear fire 
prevention campaign ... 
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 @ In Los Angeles, the nation’s second largest market, Home Magazine,which is distributed 
aa with The Los Angeles Sunday Times, carries your advertising into more homes 
7 | ’ than any radio program, than the average nighttime network television program, 


than any magazine and, of course, than any other newspaper. That’s why your 
advertising dollars belong in The Los Angeles Times Home Magazine. Sunday, 913,042. 
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Are you stuck 


with the intelligence 
you were born with? 


Maybe not. Whether man can be made more intelligent is one of 
the questions psychologists are trying to answer through the study 
of operant behavior. Their studies on how humans can be condi- 
tioned to act are having a significant impact on industry. 

Continuing reports on developments in this field are particularly 
meaningful to the readers of CONTROL ENGINEERING. 

Says Editor Lewis Young: “Studies of operant behavior have al- 
ready influenced the design of automatic systems to take better 
advantage of the human factor. These experiments have revealed 
much about human actions that can lead to better interrelation- 
ships between men and machines.” 

Among the studies that Lew Young is reporting on are those 
conducted by Schering Corporation, Bloomfield, N. J., pharma- 
ceutical company, where the world’s most elaborate automatic 
operant behavior laboratory has been set up. Schering’s studies on 
how drugs affect behavior may someday lead to new advances in 
mental health and could even help make everyone more creative. 

Covering stories on how operant behavior might affect auto- 
matic control systems is just one of the challenging assignments 
that keeps Lew Young traveling almost 40,000 miles a year. Like 
all McGraw-Hill editors, he is seasoned in his field. He knows that, 
to serve CONTROL ENGINEERING’s readers best, he must be an end- 
less hunter for facts and their meanings. 

Thorough editorial coverage like this is one of the reasons why 
more than a million key businessmen pay to read McGraw-Hill 
business magazines. It’s the same kind of audience we feel sure 
you want for your advertising. 


* McGraw-Hill 
“—" PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


~ ~e* 


Schering’s Dr. Francis Mechner (right) explains an experiment to 
Lew Young in the operant behavior laboratory’s control room. 
This elaborate apparatus can automatically control and record 

20 simultaneous experiments on rat, monkey and human subjects. 
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DCS&S Appoints Two 

Doherty, Clifford, Steers & 
Shenfield, New York, has named 
| Harold P. Gerhardt, who joined 
| the agency in 1956, a vp and as- 
— | sociate executive director for tele- 
§ | vision art. Charlotte J. Pfau, for- 
|merly with Paul Klemtner & Co., 
“has joined Doherty, Clifford’s pro- 
| fessional drug division as a medi- 
cal copywriter. 


Fletcher Richards Names Two 

| Norton B. Leo, an account exec- 
| utive at Fletcher Richards, Calkins 
|& Holden, New York, has been 
|mamed vp and account supervisor. 
Dale O. Zaret, formerly with Law- 
rence Warehouse Co., has been 
|named to the media staff in Rich- 
'ards’ San Francisco office. 


abit forming 

Fortify your future with young physicians 
as they establish their prescribing habits. 
Most of them read THE NEW PHYSICIAN for 
over seven years as their official journal. 


THE 


NEW PHYSICIA 


Reaching interns, residents, newly established doctors 
and medical students. Official publication Student 
American Medical Association. 
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Powder Room Tint 


Tissues Introduced 
in Western Markets 


BELLINGHAM, WASH., Nov. 15—A 
new spectrum of tints and new 
packaging of Powder Room facial 
and bathroom tissues keynotes a 
44-insertion campaign of color 
pages in leading dailies of the 
West. 

In secondary markets, Pacific 
Coast Paper Mills will use two-col- 
or, 1,000-line ads with a 25-inser- 
tion schedule, Wallace J. Mackay, 
account supervisor at Miller, Mack- 
ay, Hoeck & Hartung, Seattle, said. 

The initial push will carry 


through November and December 


tO 
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Marketing 


Distribution 


area potentials? 


reasonable price? 


circulation . 
county in the U.S. 


Nielsen 


Media Selection 

How can you tailor a campaign to fit the 
varying characteristics of markets? 
Station Management 

Are you reaching the right prospects at a 


the key 


many 
doors 


For the buyer or seller of broadcast time NCS ’61 is 
the master key that unlocks new opportunities... 
provides fresh solutions to recurrent problems in... 


What broadcast coverage should you buy, 
county-by-county, to meet your sales goals? 


Do advertising allocations match your sales 


NCS ’61, now polling 375,000 radio homes, is timed 
to coincide with release of 1960 U.S. Census figures. 
. Nielsen Coverage Service alone will give authorita- 
. tive answers on radio and television coverage and 
. current information from every 


FOR ALL THE FACTS CAL... wire...OR WRITE TODAY 
CHICAGO 1, ILLINOIS, 360 N. Michigan Ave., FRanklin 2-3810 

NEW YORK 22, NEW YORK, 575 Lexington Ave., MUrray Hill 8-1020 

MENLO PARK, CALIFORNIA, 70 Willow Road, DAvenport 5-0021 


Coverage Service 


a service of A. C. Nielsen Company 2101 Howard Street, Chicago 45, Illinois « HOllycourt 5-4400 


PACIFIC HUES—This four-color page 

in the West’s biggest dailies will 

launch the new colors of Powder 

Room tissue. Miller, Mackay, 

Hoeck & Hartung, Seattle, is the 
agency. 


with insertion dates staggered to 
match actual introduction of the 
product in the various markets. 
Powder Room’s new colors—Pa- 
cific aqua, blue, pink, yellow, 
peachbloom and white—were de- 
veloped by Faber Birren, color 
consultant, in an attempt to differ- 


WEST’S OWN—New colors of Powder 

Room facial tissues keynote this 

four-color page scheduled for 

Western metropolitan dailies by 

Miller, Mackay, Hoeck & Hartung, 
Seattle. 


entiate Powder Room hues from 
the colors used by other tissue 
makers. 

Frank Gianninoto & Associates, 
New York and Los Angeles, de- 
signed the new packages, which 
permit eight distinctive combina- 
tions, each using four colors. + 


MPO Names Three VPs 

MPO Videotronics, New York, 
tv film producer, has appointed 
Frederick B. Foster, previously vp 
and sales manager of Fred A. Niles 
Productions, vp in charge of the 
MPO’s new Chicago office at 134 
S. LaSalle St. Also promoted by 
MPO were Mel Dellar, from exec- 
|utive producer in charge of its Hol- 
| lywood operation to vp of MPO TV 
of California, and Tom Thomas, 
\from midwestern office manager 
\to vp of MPO Sales & Training 
Programs Inc., West Dearborn, 
Mich. 
| 
| 
| 
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Attention Admen! 


it type 


Tens of thousands of artists, 
admen, ——— editors, stu- 
dents swear the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 
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Well served by Beeline Station KFBK, modern Sac- 
ramento is one. of the nation’s leading agricultural 
centers as well as a growing industrial community 
... the rich, bustling hub of an independent inland 
California market with $1,953,322,000 annual retail 
sales.* It is also the State capital. 

Here KFBK leads regularly in listening and pro- 
gramming, is No. 1 rating station most of the time. 
Farm programs, news, sports, good music, home 


SACRAMENTO, CALIFORNIA 


Sacramento is $100,000,000-payroll U.S. rocket and missile center 


economics, school and religious programs are pre- 
sented in balanced format typical of all 5 Beeline 
stations. 

Beeline stations as a group give you more radio 
homes than any combination of competitive stations 
— at by far the lowest cost per thousand (Nielsen 
& SR&D). 


*Sales Management's 1960 Survey of Buying Power 


® PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Requests! A quiet Sunday 
morning programon KCBS 
has stirred up more than 
16,000 people in and 
around San Francisco. 
Enough to get them to send 
‘money. The show was “The 
Scotch Gardener” with Jim 
Kerr, sponsored by the 
Liquinox Company. An 
offer was made on the pro- 
gram to send listeners a 
small packet of seeds for 
10¢. Letters and dimes 
poured in for months. The 
sponsor raised the price to 
25¢ and the requests con- 
tinued to pour in from 33 
counties. That’s the way 
people respond to KCBS. 


KCBS...WCAU...WCBS...AMOX. 


RADIO SAN FRANCISCO 


Eye-opener! “One Deadly 
Drink,” produced by 
WCALU in recognition of 
the 25th anniversary of 
Alcoholics Anonymous, 
produced an eye-opening 
response from listeners 
and critics alike. The N.Y. 
Times called it “power- 
ful”; Variety, “intelligent 
and absorbing” and the 
N. Y. Daily News said it 
“proves that New York 
and Hollywood need not 
have a monopoly on im- 
portant contributions to 
broadcasting. Audiences, 
actively responsive to pro- 
vocative programming, 
also respond actively to 
advertising on WCAU. 


RADIO PHILADELPHIA 


Sponsors! The response of 
sponsors to a program is 
not unimportant toa radio 
station (or to other adver- 
tisers). As “The Jack 
Sterling Show’ celebrates 
its twelfth year on the air, 
it’s many, many happy 
returns. for Eastern Air 
Lines and the Franklin 
Savings Bank who have 
been sponsors since the 
initial broadcast. And for 
Pall Mall Cigarettes and 
Breyer’s Ice Cream who 
have been members of the 
family for over 5 years. 
This long, happy relation- 
ship is typical of the way 
sponsorsrespond to WCBS. 


RADIO NEW YORK 


Permit us to 


ESP. 


Postcards! Sure, the customers 
always write... but what 
radio station gets 171,258 
postcards in one week? And 
from 42 states? In St. Louis, it 
could only be KMOX. Every 
year KMOX holds an annual 
Radio Week during National 
Radio Month. This year lis- 
teners were asked to send in 
their names, addresses and oc- 
cupations to be eligible for a 
daily drawing of 7 radios. 
They reSponded at the rate of 
more than 24,000 per day! The 
customers always buy, too. 
And with audience reaction 
like this, it’s no wonder that 
advertisers get swift, sizable 
results in response to KMOX. 


RADIO ST. LOUIS 
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spell it out: 


Offer! It isn’t a question 
of ‘‘weather’”’ Chicago’s 
Showmanship Station gets 
results; often it’s a ques- 
tion of whether the sponsor 
can keep up with the de- 
mand. St. Paul Federal, 
now in its second year of 
garnering new accounts on 
WBB\M, offered listeners a 
booklet, ‘““Weather Whys.” 
This offer, mentioned once 
a morning for five succes- 
sive days, blew up a storm 
of requests running over 
1,000 per day. Another 
clear indication that the 
sales weather in Chicago 
is always bright because 
listeners respond to the 
live, listenable showman- 
ship programs on WBBM. 


RADIO CHICAGO 


Newest! Brand-new on the 
Boston scene, “‘Listen!”’ a 
program on WEEI Radio 
from 3:00-6:00 P.M. daily 
featuring Paul Benzaquin. 
Do people really listen to 
“Listen”’ ? Reprints of 6 well- 
known New England scenes 
by artist, Jack Frost, were 
offered to listeners at fifty 
cents a set. In the first couple 
of days over a thousand re- 
quests and fifty-cent pieces 
were received. Mail from the 
first program included such 
quotes as: “* “Listen!” is what 
Boston radio needs today!” 
and “ ‘Listen!’ I’m going to 
... Around Boston, people 
act fast in response to WEEI. 


RADIO BOSTON 


Splendid! ‘This is a brief 
note of appreciation for 
the job that Mel Baldwin 
is doing for Super M vita- 
mins. This agency has 
never experienced such 
splendid personal cooper- 
ation and such gratifying 
results. Mel has gone 
through our laboratory 
twice and has a thorough 
knowledge of the product. 
He even answers inquiries 
from listeners personally 
and most important —he 
has increased our sales. He 
is a credit to KNX.” This 
letter from W. C. Beals 
Advertising, Inc. indicates 
that ad agencies as well as 
listeners respond to KN X. 


BBM...WEEL...ANX!... 


RADIO LOS ANGELES 
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Exciting programming! 


That is the basic reason 
for the exceptional audi- 
ence response to all seven 
of the CBS Owned Radio 
Stations. Only the C-O sta- 
tions can offer listeners in 
their markets CBS Net- 
work programming in ad- 
dition to their successful 
local shows. Now these 
local programs have added 
DIMENSION. This series 
of fascinating, entertain- 
ing vignettes-in-sound, 
conversation pieces by 
the outstanding people 
of our time, is yet another 
reason why more people 
listentoC-O programming. 
When people actively 
listen, they are more likely 
to hear your advertising 
message and respond on 


THE CBS OWNED 
RADIO STATIONS 


REPRESENTED BY CBS RADIO SPOT SALES 
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$1,781,624 Budget 
Set for Matson 
Passenger Ships 


San Francisco, Nov. 15—A $1,- 
781,624 budget for advertising and 
sales promotion has been set for 
next year for the passenger divi- 
sion of Matson Navigation Co. 

The largest amount ever ear- 
marked for the promotion of Mat- 
son’s four “white ships,” the Lur- 
| line, Matsonia, Mariposa and Mon- 
|terey, the 1961 budget is designed 
|to stimulate more steamship travel 
to and from Hawaii and the South 
Pacific, William F. Meeske, pas- 
senger division vp, said. 
| Extensive newspaper and mag-| 
azine advertising as well as use of 
other media is foreseen. Fuller & 
Smith & Ross is the agency. # 


H-R Names Simms, Kelley 
Raymond C. Simms, formerly 


EVERY 
HOUR 


NEW YORK TO 


- Mrs. Cheney Wiechmann 
Between 6:15 AM and 12:15 AM 
from LAGUARDIA 
(except 11:15 PM) 
Use your Diners’ Club 
or Carte Blanche Card 


INTERLUDE—Relaxing at the Assn. of National Adver- 
tisers meeting in Hot Springs, Va., were Mrs. 


Mrs. Barton Mrs. Shappell Shappeil 


Paper Co.; Mr. and Mrs. James Barton, Paper- 
Mate Co.; and Mr. and Mrs. Gerald C. Shappell, 


Call a travel agent or 


NORTHEAST 


AIRLINES 


senior account executive with H-R 


Television, has been promoted to|tatives, New York. John E. Kelley, 
director of sales promotion for the | previously with CBS Spot Sales, 
tv station representative and its} has been named an account execu- 
radio counterpart, H-R Represen-|tive with H-R Television, succecd- 


T. C. Cheney; Richard J. Wiechmann, International Sealy Inc. 
| ing Mr. Simms. |Ga., manufacturer of sanitary 
maintenance chemicals, has named 
Puritan Names Darby | R. H. Darby Associates, New York, 


Puritan Chemical Co., Atlanta, | as its agency. 


Boston Globe man prevents psychic trauma 


pr dat > ica a (em) PRE PU * 


PE | 


NYAH,NYAH...MARVIN IS A NUDNICK! 
MARVIN IS A NUDNICK! 


AH-HAH! THE YEARNING TO BELONG. 
REJECTION BY HIS PEER GROUP. BUT THE 
SOLUTION IS SIMPLE! 


Today that boy is a space buyer in an important agency like yours. A happy 
space buyer. An adjusted space buyer. Because he always remembered that the 
Morning Edition of The Globe and the Evening Edition of The Globe are not 
really two papers but one. Therefore: an almost completely unduplicated audi- 
ence. Therefore: fresh readers morning and night for your advertising message. 
Therefore: success for you. Therefore: more money, title, a gorgeous secretary. 
Think big when you buy space. Think Global. 


HERE NOW, LAD. WHAT SEEMS TO BE THE 
TROUBLE? WHY ARE YOU A NUDNICK? 


LAD, YOU GO TELL THOSE BOYS THAT 
THE MORNING EDITION OF THE GLOBE 
AND THE EVENING EDITION ARE 
ESSENTIALLY THE SAME PAPER. 
SAME FEATURES , COLUMNS, 

FUNNIES. ONLY THE NEWS 
CHANGES. SO YOUR HAT IS 
BASICALLY JUST LIKE 
THEIR HATS. 


i Be «. 


THE OTHER GUYS CALL ME A NUDNICK 
BECAUSE THEIR HATS ARE MADE 
FROM THE MORNING EDITION OF 
THE BOSTON GLOBE, AND MINE IS MADE 
FROM THE EVENING EDITION. THEY SAY 
I'M DIVISIVE. 


HURRAH! HURRAH! MARVIN IS 
SOCIALLY ACCEPTABLE! HURRAH! 
HURRAH! MARVIN IS ADJUSTED! 


The Boston Globe 
gives you 
more of everything 

...especially readers 


A MILLION MARKET NEWSPAPER - NEW YORK « CHICAGO + DETROIT + LOS ANGELES +» SAN FRANCISCO 
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Triumphs 
of an advertising 
decision maker 


z RIDING THE “TAIL WIND” OF READER INTEREST 


By advertising in a Hearst Special Interest Magazine this media man harnessed 
a tail wind of reader interest that sent sales soaring. He presented his client’s 
product to an audience in the mood to buy—wasted no dollars on random readers. 
By pin-pointing prospects, his advertising budget bought more sales. 


| ' HEARST magazines 


@o— 13 keys to the special interests of 13 groups of people « « « American Druggist 
Bride & Home e Cosmopolitan « Good Housekeeping e« Harper’s Bazaar « House Beautiful e Motor Boating 
Motor e New Medical Materia e Popular Mechanics e Science Digest «Sports Afield e Town & Country 
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this is what happens 
when you place an 


Advertising Spectacular 
in ELECTRONIC DESIGN 


Electronic design engineers want facts—not claims—about the products they consider for 
specification. Performance is primary in the minds of these engineers who are the key 
people in the electronic industry. Electronic Design alone serves their prime interest without 
dilution of subject, purpose, or audience. When your advertising places this kind of informa- 
tion forcibly before the designer things begin to happen. The readers ACT, setting off a 
chain of events that stimulates the market, motivates your own sales force, and raises your 
profit curve. 

In Electronic Design you have several measures of such action. Direct, business-build- 
ing inquiries (total: over a million per year), Reacer Recall Readership Studies to rate 
visibility and readership, Brand Recognition Studies to rate overall advertising effectiveness. 

In the case of the “spectacular’’ 4-color insert at left, Reader Recall Studies reported 
65% SEEN and 25% READ. 338 engineers wrote for another copy of the catalog. This was 
the first of several such fact-giving inserts, many of which achieved even more remarkable 
results. If you are looking for ACTION in your advertising—why not take full advantage 
of the industry’s leading publication: Electronic Design. 


more than a magazine ...a Selling FORCE! 


A Hayden Publication 


New York + Chicago + lLosAngeles + San Francisco + Atlanta + London 
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A SERVICE 
MAGAZINE 


for men, too? 


Just as the woman of the house 
reads her service magazine to keep informed 
on appliances, furnishings, foods, health 
and beauty aids, the man of the house 
likes to be informed on his automobile, his 
camera, his boat or home workshop. 


If he’s the kind of man interested in the 
mechanical phases of his home, of his job, 
and of his leisure-time activities, he is the 
kind of man who reads POPULAR MECHANICS. 


For nearly sixty years PM has been 
devoted to keeping men informed and in- 
terested in the mechanics of modern living 
—the mechanical and scientific events 
that determine how a man lives, what he 
does, what he buys—and why. 


Chances are the kind of man concerned 
with such things is also interested in 
products bought by men—including yours. 


You can reach him—and five million men 
like him—in the magazine he turns to as 
his guide to what’s going on around him. 
POPULAR MECHANICS is Ais kind of magazine 
—the service magazine for men. 


POPULAR 


MECHANICS | <?°"ting the mechanics of modern living 


A HEARST MAGAZINE 


POUR LES FEMMES—In France, Shell 

Oil takes space in women’s books to 

explain how a car works. Publicis 
is the agency. 


Hazel Bishop Buys in 2 ABC-TV 
Shows to Replace Winchell 

Hazel Bishop Inc., New York 
(Raymond Spector Co.), has bought 
participations in ABC-TV’s “The 
Islanders” and “Adventures in Par- 
adise” to replace its sponsorship of 
the network’s “Walter Winchell 
Show,” which has been canceled 
effective with the Nov. 13 show. 
Mr. Winchell asked the cosmetics 
company and ABC to relieve him 
of his contract because an infected 
jawbone has prevented him from 
participating in his last four shows. 

Starting as a half-hour show at 
10:30 p.m., EST, Oct. 2, it was 
scheduled to move to 15 minutes at 
11 p.m., EST, Nov. 13. Hazel Bish- 
op, pleased with the ratings of the 
show, is hopeful of setting up an- 
other vehicle with Mr. Winchell in 
the future. 


TvB Names Colvin 


William B. Colvin, previously ad- 
vertising and sales promotion man- 
ager of WBZ-TV, Boston, has been 
named to the new post of director 
of member services for the Televi- 
sion Bureau of Advertising, New 
York. He will aid members in the 
application of TvB sales material, 
supply member requests for infor- 
mation and train station sales per- 
sonnel. Martin L. Nierman, exec vp 
of Edward Petry & Co., has been 
elected to TvB’s board for a two- 
year term, succeeding John P. 
Blair, president of Blair-TV. Grady 
Jackson Burney Jr., research man- 
ager of WBTV, Charlotte, N. C., 
has been elected chairman of TvB’s 
research advisory committee, suc- 
ceeding Melvin A. Goldberg, West- 
inghouse Broadcasting Co. 


Shannon to Ziff-Davis 

Philip F. Shannon Jr., formerly 
with Curtis Publishing Co., has 
joined Ziff-Davis Publishing Co., 
New York, as ad manager of a new 
special markets group. This is com- 
|prised of Flying, Hi Fi/Stereo Re- 
\view, Popular Boating, Popular 
| Photography, and Sports Cars II- 
| lustrated. 


| 
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Need Source Material 


For a Campaign? 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events . . . can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 

r prospective customers. Invaluable 

f agency new busi pr tati 
interested in learning how we can 
serve you? 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, I11.—WA 2-5371 
1456 N Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES - 


TRADE PAPER 
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Miss Smith, 


Lets begin. 


Dear Joe: 


I could tell you this in person, but I'd 
rather do it this way because it will help me 
organize my own thinking on the subject. 
The other day, in our advertising con- 

ference with the agency, you hurt my 

feelings. 

You said you almost hesitated to 
recommend The Wall Street Journal 
because you knew it was my favorite 

publication . . . and didn’t want to create the 
idea that your recommendations were based 
on “honeying up” to the boss. Although you 
were half-way kidding, your words set me to 
thinking. 

Joe, I think that The Journal’s being my 
favorite publication is an ideal basis for 
recommending it strongly. 

Because, Joe, aren’t our best prospects men 

- who occupy positions like mine . . . or similar 
to mine? 

And doesn’t this dovetail perfectly with the 
research you showed me: that key executives 
all over the U. S.., in all lines of commerce and 
industry, say The Wall Street Journal is “the 
most useful one” among all magazines and 
newspapers? 

Joe, that research is very convincing for 
you .. . but to me it is much more than just 
statistical verification. 


You see, I KNOW first-hand what The 
Wall Street Journal means to those enthu- 
siastic executives, because 1 know what it 
means to me. 


It talks about my problems . . . and my 


Please take this memo. 


Its to our ad manager. 


opportunities . . . by reporting the business 
news while it’s still fresh and meaningful. It 
transports me thousands of miles every busi- 
ness day . . . right at my desk. It sets me 
squarely down in the midst of conferences in 
Pittsburgh and Detroit and Los Angeles. It 
gives me the direct flow of information from 
the men who make the news daily. 


Now, Joe, the important thing is this: 
What The Wall Street Journal does for me, 
it does for the hundreds of thousands of other 
men who have all kinds of substantial busi- 
ness responsibilities. 

So, next time this subject comes up again, 
I hope you'll say: 


“*Boss, we’re recommending The Wall 
Street Journal because it’s your favorite 
publication.” 


And I'll understand you'll really be saying: 
“Boss, we’re recommending The Wall Street 
Journal because it’s most useful to business- 
men everywhere . . . After all, every business 
day, the news that changes business does 
change . . . and this one is the only national 
business daily.” 


By the way: As you know, I and the whole 
company (and this very much includes the 
directors) have been bearing down on getting 
high productivity from every dollar—whether 
for advertising or machinery. I think you'll 
find The Wall Street Journal recommenda- 
tion meshes in with our big aims. 


Regards, 
The “ Boss’”’ 


THE WALL STREET JOURNAL 


Published at: New York, Washington, D.C., and Chicopee Falls, Mass. * Chicago and Cleveland « Dallas « San Francisco 
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What Does 12-12 Mean 


to the Automotive 


HE recently announced decision by American auto- 

mobile manufacturers to extend the factory war- 

ranty on new cars to twelve months or 12,000 
miles will have considerable effect on the overall auto- 
motive service market. 


Without question, this step will mean that shop traffic 
in the service department of the car dealer will increase 
tremendously. This increase in traffic does not mean 
that the dealer is only going to do more warranty work. 
In fact, it will mean his importance as a service outlet 
will be greater than ever. 


If you are involved in the marketing of any product connected 
with the servicing of automobiles, consider the effects of this lat- 
est industry move. It’s no secret that the 12-12 plan, coupled with 
the service problems of the new compacts which automatically 


broadens the service scope of every car dealer, will present a chal- 
lenge to his service operation. 


In many cases, the dealer will need more shop space, 
more equipment, bigger parts facilities and more service 
personnel to handle the increased traffic. 


What does this increased traffic mean to you? Let’s 
take one item as an example! The average dealer has 
always sold a lot of oil. Here is what’s going to happen 
to his oil sales in the next year: 


*If shop traffic is increased 25% ... the average 
dealer will sell an additional 2,415 quarts of engine 
oil in twelve months. If shop traffic is increased by 
50% ...it would mean an additional 4,830 quarts. 


When you multiply the above by the 34,000 car dealers 
in existence, you must reach the conclusion that a tre- 
mendous amount of oil will be sold through the car 
dealer market in the coming year. 


Here are some of the other resale items which will auto- 
matically be increased because of greater shop traffic. 


*85% of all dealers sell anti-freeze, and they’re going to — 


sell a lot more. Lubrication jobs will increase consider- 
ably from the present *185 per month. Sale of oil filter 
elements or cartridges, air filters, oil and gasoline addi- 
tives, windshield wiper solvent, as well as many across- 
the-counter items are due for a big jump. 


Consider what a significant increase in the number of 
tune-up jobs per dealer will mean in the sale of spark 
plugs, distributor points, fan belts, wire and cable and 


the many other products allied with this particular serv- 
ice. 


Increased shop traffic will mean improved sales by the 


dealer of tires, batteries and many accessory items. Sale 
and replacement of such parts as mufflers, tailpipes, 
headlamps and other fast moving items will be greatly 
affected by increased shop traffic. Wheel balancing and 
front-end work will gain considerably. In fact, more 


service customers will mean greater sales for just about 
every part and accessory handled by the dealer. 


Increased shop traffic is going to help the dealer get an 
even greater share of bump and paint work. And *72% 
of all dealers are going to be vitally concerned with this, 
because they are equipped with bump and paint depart- 
ments right now. 


The above are just some examples of what looks like a 
move that will make the dealer of ever-increasing im- 
portance in the automotive service market. If he has 
been important to you in the past, his importance is now 
greater than ever. If he previously has not been a major 


factor to you, chances are you should now seriously con- 
sider selling him. 


What about equipment and tool sales to the dealer? Con- 
sidering the above, it’s obvious that the average dealer 
is going to need a lot more equipment; and he’s going 
to replace his present equipment a lot faster because of 
greater use. You can bet that anything that will help 
the dealer handle the upcoming increase in shop traffic 


will be given thorough consideration when making pur- 
chases for his shop. 


With the increased importance of this market, the question is 
how can you better communicate with and sell your products to 
the car dealer market. The best way is to advertise in the one 
publication that is the recognized leader in this field. AUTOMO- 
TIVE NEWS has more car dealer subscribers than any other pub- 
lication. AUTOMOTIVE NEWS is the preferred trade publication 
of more dealers than all other automotive publications combined. 
To reach this market, you can’t depend on secondary or overlap- 


AN EXPERT LOOKS AT 12-12 


Jack Weed, Service Editor -of AUTOMOTIVE NEWS and a vet- 
eran of 51 years in the industry, has this to say about the coming 
expansion of the dealer service market: 


© “The new 12-12 Dealer Warranty Policy is but one of several extremely 

| important moves being made by the vehicle manufacturers in an en- # 
deavor to protect the reputation of cars and trucks in 3 
the hands of the owner. 


“It has many implications, not the least of which is 
that it presents an opportunity for the alerf dealer to 
greatly increase his service business automatically. | 
expect dealers to double their parts and customer 
labor sales because the 12-12 will induce many ; 
thousands of owners to depend on their ‘make’ dealer 


for service needs. 


“Not only can | see a great impetus to dealer shop 

: sales but | see other implications as well. With the 

© additional number of car lines and models most dealers will be selling 

= this year, together with the ‘12-12,’ parts stocking problems will be # 
- increased. Because of the added financial burden and shortage of room # 
= to carry needed ‘captive’ items, this can well bring on a greater reli- % 
* ance on local suppliers for increased quantities of fast moving parts 

* and supplies. The new ‘service-look’ can-well create a renewed ‘interest 

= on the part of the dealer for modernization of his shop facilities." 
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ping coverage of publications primarily designed to serve other 
segments of the market. 


In fact, as an example, a recent survey by R. L. Polk & 
Company shows that among those dealers who read one 
or more other automotive publications, AUTOMOTIVE 
NEws is preferred overwhelmingly. For instance, of 
2,827 dealers indicating a preference for one publication 
over another, 2,093 named AUTOMOTIVE NEws compared 
to 491 who named any of twelve other automotive pub- 
lications. Even the second-ranking publication in prefer- 
ence was outdistanced by AUTOMOTIVE NEwS by a mar- 
gin of 12 to 1. This readership and preference for AUTO- 
MOTIVE NEws is understandable when you consider the 


’ Service Business? 


kind of reporting service dealers have been receiving for 
over thirty-five years. 


The fact that more dealers subscribe to AUTOMOTIVE 
NEws and pay $9 a year (a rate more than twice as high 
as any other automotive publication with no premiums 
or cut rates) and they consistently renew their sub- 
scriptions at a phenomenal rate of 85%, is testimony to 
the kind of coverage offered in this market. 


Why not contact your AUTOMOTIVE NEws representative 
today and get ready to step up your selling efforts in 
the expanding car dealer market! 


*Based on Automotive News Car Dealer Market Study. Free copy on request. 


Who e ee inthe dealership do you have to reach with your advertising? 
Here is the answer from the AUTOMOTIVE NEWS Car Dealer Market Survey: 


Who Decides on 

Brand of Equipment 

To Be Purchased 

For Your Establishment? 


Who Decides on 
The Purchase of 
Parts (New Lines) 
@ in Your Establishment? 


C. 


Who Decides on 
The Purchase of 
Accessories? 


- 


b 


at. 
‘ a 
° 
2 %, 
< ° 
% ° senviclN® 
Cura*® —— ae emer | 


Owner or manager 
Service manager 


Others 


*Total 


Owner or manager 
Service manager 


Parts manager 
*Total 


Owner or manager 


Service manager 
Parts manager 


Others 


*Total 


*Total figure over 100% because some dealers mention more than one person as influential in purchasing. 


REPRESENTATIVES: 


86% 
50% 
6% 
142% 


64% 
18% 
58% 
140% 


53.6% 
10 % 
61.1% 
1.1% 
125.8% 


NEW YORK: Murray Hill 7-6871—Edward Kruspak, Howard E. Bradley 


CHICAGO: State 2-6273—J. Goldstein, Bill Gallagher 
DETROIT: Woodward 3-9520—R. L. Webber, William R. Maas, Roy Holihan 
SAN FRANCISCO: Douglas 2-8547—Jules E. Thompson 


LOS ANGELES: Hollywood 3-4111—Robert E. Clark 


The most influential publication in the automotive industry. 


Finds Sales and Profits I 


; s Caunnath Cheers Dealers 
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Advertising Age, November 21, 1960 


Long Joins Toastmaster master division of McGraw-Edison| Ad Theme Contest Announced |the Interstate Advertising Manag- 

Donald R. Long, formerly vp of | Co., Elgin, Ill. In the new post, he| “The Benefits of Advertising” is /¢Ts Assn. The three winning ten- 

2 Ekco Products Co. and manager of Will coordinate product planning|the theme of an oratorical contest minute speeches will be delivered | 
4 its Flint division, has been named |and long range marketing and mer-|sponsored by the Pennsylvania at the annual PNPA-IAMA display | 
merchandise manager of the Toast- chandising programs. ‘Newspaper Publishers’ Assn. and | advertising conference Feb. 16-18. 
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Post MMPAdrvocate The Los Angeles Copley Newspaper Group — eight dailies and 
= eighteen shoppers — covers key communities in the important 
DAILY W> REVIEW a“ 9 , ; 
=seaieaer hometown” market surrounding the city proper. Total ABC circula- 
Star =>News tion: 95,544. Total shopper distribution: 406,085. Total Group 
Evenina Vanguard package: 501,629. 


The whole Group is yours with one order, at a discounted flat line 
rate of $1.50, or a bulk discounted rate (5,000 lines or more within 


ee News st one year) of $1.40 a line. For details, ask any office of 
Dally wie - WEST HOLLIDAY CO., INC. 


Daily Breeze " 
NEWSenPLLOT 


GlendaléNews-ftess 


SON ROBERTS & ASS ATES 


LOS ANGELES COPLEY NEWSPAPER GROUP: ALHAMBRA POST-ADVOCATE * 
El Monte Post-Advocate * Alhambra Post-Advocate Shoppers * BURBANK 
DAILY REVIEW * Burbank Review Shopping News * CULVER CITY STAR-NEWS 
& VENICE EVENING VANGUARD * Culver-Paims Advertiser * Mar Vista 
Advertiser * Venice Advertiser * Baldwin Hills Advertiser * GLENDALE NEWS- 
PRESS * Glendale News-Press Shoppers * MONROVIA DAILY NEWS-POST * 
Monrovia-Duarte News Advertiser * SOUTH BAY DAILY BREEZE (Redondo 
Beach, Palos Verdes, Torrance, El Segundo, Manhattan Beach, Hermosa 
Beach) * South Bay Breeze Advertisers * South Bay Breeze Peninsula Adver- 
tiser SAN PEDRO NEWS-PILOT * San Pedro News-Pilot Advertiser 


W. B. Geissinger, 
Veteran California 
Adman., Dies at 64 


Los ANGELES, Nov. 15—W. B. 


| Geissinger, 64, president and chair- 


man of the board of W. B. Geis- 
singer & Co., died Nov. 7 of a coro- 
nary thrombosis. He had headed 


|the agency since its establishment 
| in 1947. 


He began his career as a news- 


| paper man, working on the Los An- 


geles Tribune and the San Francis- 
co Bulletin, leaving the Bulletin in 
1920 to form his own advertising 
and publicity agency. In 1921 he 
sold it to join Sunkist Growers, 
then known as California Fruit 
Growers’ Exchange, where he soon 
became director of advertising, 
merchandising and promotion. 

Mr. Geissinger left Sunkist to be- 
come vp of Lord & Thomas, now 
Foote, Cone & Belding. After three 
years as head of the Chicago of- 
fice, he joined Batten, Barton, Dur- 
stine & Osborn as vp. He later es- 
tablished the agency’s Los Angeles 
office and managed it until he 
opened his own agency. 


JO TUTTLE EMERY 


GLEN RincE, N. J., Nov. 15—Jo 
Tuttle Emery, 83, president and a 
former partner in the old Lakeside 
Publishing Co., New York, died in 


|Mountainside Hospital, Montclair, 
| Nov. 13 after a short illness. 


He retired in 1954 when Lake- 


B | side was sold to Scholastic Maga- 


zines, New York. Lakeside pub- 
lished Practical Home Economics, 


| Trained Nurse and Hospital Re- 
| view. 


Mr. Emery was previously with 


jthe New York publishing and ad 


firm of Emerson Harris, now part 


| of McGraw-Hill. 


He was a member of the Adver- 


| tising Club of New York. 
‘EDWARD R. DUNN 


Detroit, Nov. 15—Edward R. 


|Dunn, 69, advertising manager of 


Bulldog Electric Products Co. here 
until his retirement 10 years ago, 
died Nov. 8. He was a native of 
| Dublin, Eire, but had lived in De- 
|troit 50 years. He was secretary 
and treasurer of the Industrial En- 
gineering Society for 20 years and 
was a member of the Assn. of In- 
dustrial Advertisers. 


/NORMAN E. OLDS 


CLEVELAND, Nov. 15—Norman E. 
Olds, 79, advertising manager of 
the Perfection Stove Co. for 20 
years, died Nov. 11 after a short 
illness. He was graduated from 
Harvard University in 1905 and 
joined Perfection Stove in Sarnia, 
Ont., in 1925. + 


'Heins to Tower Studios 


Roger J. Heins, formerly execu- 
\tive art director of Remington 
Rand, has joined Tower Studios, 
New York, as manager and direc- 
tor. 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren't enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


Est. 1888 


PRESS CLIPPING BUREAU 


165 Church St., New York 7, WN. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, 111.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oidfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPER 
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This is a major finding of the depth study conducted 
by Dr. Burleigh B. Gardner and his Social Research, 
Inc., staff. More so than nonreaders, TV GuIDE 
families are devoted to participant leisure—tour- 
ing America, photography, gourmet cookery, 
gardening, hi-fi, home workshopping. They are 
active in their approach to TV, too. That’s why 
they read TV GuIDE, cover to cover. It provides 


the background and information they need to pick 
and choose what to see. They are selective viewers. 
According to Dr. Gardner, they are also apt to be 
selective buyers. They have the wherewithal to 
buy. They pay attention to what is sold on 
TV Guipe’s pages. Check Starch. Ask Columbia 
Records, General Foods, Pillsbury—or any of the 
many new advertisers in TV GUIDE this year. 


For a detailed report on the Gardner Study, call your local TV GutpE office or write TV Gute, Radnor, Pa. 
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se are the hands that hold American Home 


12 million home-minded readers get their money's worth of fresh ideas and sound advice from the spec- 
tacular new American Home. That's why it’s just about the hottest magazine on the newsstands today. 
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Rossi & Co. Adds Account 
Garden City Fan & Blower Co., 
Niles, Mich., manufacturer of a 
variety of air moving devices for 
industrial ventilating and exhaust 
systems, has appointed Rossi & Co., 
Detroit, to handle its advertising. 


Ironized Y east Liquitied 


Super Ironized Yeast, a new 
multi-vitamin liquid formula, is 
now being marketed by Sterling 
Drug Inc., New York, as a supple- 
ment to the tablet-form Ironized 
Yeast. It sells in 98¢ and $2.49 sizes. 


Waterville Rumford 


Portland Bangor Lewiston 
Caribou ¢ Augusta Santor 


the RIGHT combinction of 
MAINE?’S test stations . . 


LOBSTERADIO 


*They drive more, they buy more in the 
; Potent” markets ‘7 ~y by Maine's 


REPRESENTED BY: 


Radio Entity with 


NEW YORK: Devney-O’Connell Co., 535 Fifth Ave. 
BOSTON: George Eckels & 

CHICAGO, DETROIT, WEST COAST: Doren F. McGevren Co., Inc. 
Executive offices: Columbia Hotel, Portland, Maine Tel. SPruce 5-2336 


See your rep for 


the “‘octaney” details. 


Strategic Transmittors 


‘Avalanche of Maps’ 
in Sales Promotion 
Seen in ‘AR’ Study 


Cuicaco, Nov. 15—The use of 
maps by national advertisers—oth- 
er than gasoline companies—has 
reached “proportions approaching 
a national avalanche.” 

That’s the finding of an exclu- 
sive survey by Advertising Re- 
quirements, presented in its De- 
cember issue with 24 capsule suc- 
cess stories on the use of maps and 
globes in sales promotion. 

The magazine has found that the 
“lithographed map has traveled 
from the antique book store and 
highway to the supermarket and 
the space age in slightly more than 
five years.” 


= Ranging in type from stock city 
maps used locally to custom-made 
solar system charts, shippers maps 
and college and historical maps, 
the device is said to be a successful 


GOOD ADVICE 
TO AD AGENCIES: 


® For getting new clients 


@ For holding old clients 


= successful advertising agency 
executive knows that clients like to do business 
with agencies that “talk their language’”—that 
know what the business world, 


advertising world, is all about. 


Sure, clients want imaginative campaigns 
which move merchandise and increase profits. 
They all do. But how many times have you 
heard businessmen refer to the ““Madison Ave- 
nue fellows” who linger in ivory towers far from 


the arena of practical business? 


That’s one unwarranted misconception some 
agencies never have to worry about. In common 
with most agencies, they’re staffed by real busi- 
. but they do have an outstanding 
advantage: Right in their offices is a Dow-Jones 


nessmen.. 


Instant News ticker. 


To clients, the Dow-Jones ticker instantly 
signifies business. Its industrious clickity-click 
says for all to hear: This is an agency that is in 
touch with business every minute. It gives clients 
confidence in the agency’s business approach. 
And when the agency contact men transmit 
valuable information to the clients before it 
appears in newspapers, the clients’ reaction is: 
an agency as alert as this one is cari be depended 
on to keep ahead of competition. 

And in dozens of ways, the Dow-Jones ticker 
helps the agency create more forceful campaigns 
—more impactful because they’re geared to real 
happenings . . . more timely because they’re 
geared to news that is still news! 

The cost for this unique, dependable aid is 
realistically economical. You'll be surprised at 
how easy it is for your agency to afford the DOW- JONES 
Dow-Jones Instant News Service—a service you 44 Broad St. 
really can’t afford to be without! 


as well as the 


Sales leads 
.. and many other 


DOW-JONES IS FIRST WITH NEWS YOU CAN'T ANTICIPATE 
...and in addition, is first with all these basic reports every day: 
Securities and commodities news 

Labor developments 

Government decisions 

Corporate financing plans 

Plant expansion and relocation news 

New sources of supply 


developments of prime importance. 


7 
New York 4 


Qeataut: Mowe SERVICE 


11 W. Monroe St. 
Chicago 6 


1540 Market St. 


1325 Lakeside Ave. 
Cleveland 14 


San Francisco 19 


Advertising Age, November 21, 1960 


business builder because “almost 
everybody likes maps.” 

Some companies use maps in 
general pr programs; others prefer 
them as point of sale material, the 
article said. 


s Case histories in the Advertising 
Requirements roundup range from 
consumer promotions used by com- 
panies like Reynolds Metals Co. 
(which is offering a $1.50 Civil 
War map as a 50¢ self-liquidator 
for Reynolds Wrap) to industrial 
advertisers like the Wolverine 
Tube division of Calumet & Hecla 
(which impressed manufacturers 
with a complete “shippers map” of 
the U. S.). 

The article also lists nine sup- 
pliers of maps suitable for sales 
promotion. 

In another article, Advertising 
Requirements previews Chicago’s 
McCormick Place exhibition hall 
and Detroit’s Cobo Hall. + 


Brown Shoe Co. to Use 
Mrs. America in Ads 


Naturalizer division of Brown 
Shoe Co., St. Louis, will feature 
the personal shoe wardrobe of 
Mrs. America of 1960, Mrs. Rose- 
mary Murphy, in two magazine 
ads in spring 1961. A four-color 
spread in March McCall’s will 
show Mrs. Murphy with five Nat- 
uralizer dress shoe styles. The 
“Funster” line will be featured in 
the May Ladies’ Home Journal. 
This ad shows Mrs. Murphy at 
work and play during a typical 
day in her Kentland, Ind., home. 

Brown Shoe will drop coopera- 
tive advertising in the company’s 
35-market newspaper campaign. 
Using local dealer names in 674 
newspapers, the campaign, begin- 
ning in February, will take the 
place of any co-op advertising af- 
ter Jan. 1. Retailers have been in- 
formed that co-op advertising will 
be discontinued after present con- 
tracts expire on Dec. 31. 


Mautner Adds Two Accounts 

Mautner Agency, Milwaukee, has 
been named to handle advertising 
for Polo Plastics Co. and the Kick- 
erinos division of Hampton Shoe 
Corp., both of Milwaukee. 


Filmways Promotes Dubin 

Milton R. Dubin has been pro- 
moted from sales vp to senior vp of 
Filmways, New York, tv commer- 
|cial producer. 


88% of U.S. Dailies 
Accept Preprinted 
Inserts, BofA Finds 


NEw York, Nov. 16—Preprinted 
inserts are accepted by 88% of the 
nation’s dailies and 91% of news- 
papers publishing Sunday editions, 
according to separate surveys con- 
ducted by the American Assn. of 
Newspaper Representatives and the 
Bureau of Advertising, American 
Newspaper Publishers Assn. 

In a combined report issued by 
the BofA, it was reported that of 
591 weekday newspapers checked, 
519 accept preprinted sections, 
while 238 of 310 Sunday newspa- 
pers accept preprints. 

The BofA said that among re- 
spondent newspapers, 310 publish 
weekday and Sunday editions. Of 
these, 220 (71%) accept both daily 
and Sunday preprints, while 63 
newspapers (20%) accept the sec- 
tions on Sundays only. 

Discounts off regular space rates 
for preprinted sections varied con- 
siderably among respondent news- 
papers. Average discounts from 
normal b&w rates in daily editions 
ranged from 1.9% for an eight-page 
section to 7.3% for 24 pages. In 
Sunday editions, discounts ranged 
from 4.6% for eight pages to 13% 
for a 24-page preprinted section. + 


ATP Periodical Directory 
Now Available to Public 

The 1960-’61 edition of the Amer- 
ican Trade Press Clipping Bureau’s 
“ATP Directory of Periodicals,” 
listing over 6,000 consumer, busi- 
ness, labor, farm, medical and 
religious publications, is being of- 
fered for the first time to non-sub- 
scribers to the clipping service. The 
260 page, 8%2”x11” plastic-bound 
book lists 6,022 titles classified in 
106 subject categories. It may be 
purchased from the bureau, 15 E. 
26th St., New York, at $12 a copy. 


Aerospace Names Myrbeck 

Aerospace Research, Cambridge, 
Mass., a new research and develop- 
ment company, has named S. Gun- 
nar Myrbeck Co., Quincy, Mass., as 
its agency. 


Dearborn Names Berry 

Dearborn Stove Co., Dallas, has 
named Paul Berry Co., Dallas, to 
handle advertising, sales promo- 
tion and public relations. 


Display Kits [[] Cloth Banners 


Displays [) Pennants 


Lam em aun 


\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


( Permanent-type Displays—wood, glass, plastic, metal 
CJ Molded Plastic and Animated Displays [] Complete Dealer 


() Cardboard Displays [] Econo Signs [) Mystik®—Self-Stik 
(0 General Lithographing Services 
C) Complete creative point-of-sale facilities from ideas to sales. 
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KYW-TV 
CLEVELAND 
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WHAT HAPPENED TO ALL 5 OF THESE STATIONS 
ON ELECTION NIGHT WAS NOT A 


COINCIDENCE 


Three different network affiliations . . . yet 
each of the WBC-TV stations ran “ahead of its 
ticket” on election night. Each drew a greater 
share of audience than the average of other 
local stations on that network that evening. 


This is not coincidence. No more than it can 
be called a coincidence that more local adver- 
tisers use WBC television stations than any 
other TV stations in their markets. 


Now, what about the ratings? The WBC-TV 
stations are leaders in their markets. All five 
are first or virtually tied for first place in 
share of audience. Again, despite the fact 
that one station is ABC, two are CBS, two 
are NBC.* 


What makes so many people tune to the five 
WBC-TV stations? We believe the answer lies 
in the important identification that our stations 
have with community problems, and in their 
attempts to serve the community and the 
personal needs of viewers. For example, over 
400 times in the last few years, WBC stations 


have editorialized on local issues, alerting their 
audiences to the need for action and infusing 
them with the desire to find solutions. Even 
more significant, these editorials have run in 
time periods when there are peak viewing 


audiences. 


Also, recognizing the obvious need and de- 
sire for information, WBC stations have 
programmed special national and inter- 
national news coverage of world happenings, 
supplementing the services received from the 
networks. The intention: to give WBC au- 
diences a locally-oriented point of view, and 


as complete news coverage as possible. 


These facts have earned for the WBC 
stations the top awards for significant and 
outstanding programming in the public 


service. 


So it isn’t COINCIDENCE. Audiences, ad- 
vertisers, ratings, community services, 
awards. These are the stimuli that prompt 
viewers and advertisers to turn to these 


stations. 


Westinghouse Broadcasting Company, Inc. 


WBZ-TV, Boston, WJZ-TV, Baltimore, KDKA-TV, Pittsburgh, KYW-TV, Cleveland, KPIX, San Francisco. 


Represented by Television Advertising Representatives, Inc. 


* Current ARB Reports. And if you’re wondering about the stations that are “virtually tied”, one is 1/10 of 
1% below its competitor, while the other is 9/10 of 1%. You might call this difference an area of statistical 


tolerance. 


KPIX 

SAN FRANCISCO 
(NBC (CBS 
AFFILIATE) 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 


> 


you re tryin 

to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


ABC PAID CIRCULATION 78,983 
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O” ype Adds Two Accounts 
Gamut Advertising, Garden City, 
IN. Y., has been named to handle} New Or.eans, Nov. 15—If John 
ladvertising for Nassau Savings &|Hurlbut has his way, radio and 
|Loan Assn., Brooklyn, N. Y., and/| television promotion men are going 
| tor the Floral Park Federal Sav-|t0 become much seed eS ae 
— eir 0 - 
_ & Loan Assn., Floral hs: en itios. The 
newly elected 
president of the 
Broadcast- 
ers’ Promo- 
tion Assn.— 
himself promo- 
tion manager of 
WFB\M, Indian- 
apolis—is a firm 
believer in what 
he calls “pro- 
motion by infil- 
tration—getting 
seriously involved in the affairs of 
|your community.” It is important 
to the image of the industry that 
broadcasting men be good citizens, 
he feels; and it is equally important 
that they make available their pro- 
motional know-how and showman- 
ship, to be used in community 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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Here’s a preferred market—at a Supeler price: for 


less than 5¢ apiece, you reach 87,000 dentists (in- 
come and standard-of-living well above average) 


John Hurlbut 


in a magazine ae read devotedly. May we give 


ORAL ‘HYGIENE 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA 


EUROPE’S OWN U.S. NEWSPAPER 


The European Edition 
of the Herald Tribune 
is not a condensation 
of the New York edition 


This is our reply to a question that has been asked 
many times—and which we are glad to answer 
because it points up the big difference between the 
European Herald Tribune and other so-called 
internation] editions. 


The news in the European Herald Tribune is 
gathered, edited and published in Europe by 
Americans in Europe. It is tailored for Europeans 
and for Americans in Europe. It reflects American 


opinion and news techniques. But it is a European 
product. 


It has its own feature writers who reside in Europe 
and who write for Europeans and Europe-residing 
or Europe-traveling Americans. 


Its staff includes Paris-residing Art Buchwald . . . 
European travel writer and book reviewer Robert 
Sage... European theater and movie reviewer 
Thomas Quinn Curtis ... European fashion-news 
atherer Lucie Noel, “Toward One Europe” 
nancial columnist Jan Hasbrouck .. . art-in-Europe 
reviewer John Ashbury ... and two who write 


especially for a women—Naomi Barry and 
Mary Blume . 


If you’re doing business with Europe—or are 
planning to—you’ll want to use the Europe-edited, 
Europe-published U.S. paper which Europe accepts 


as its own. 
NEW YORK 


The EUROPEAN EDITION Herald Tribune 


230 WEST 41 STREET, NEW YORK 36, N.Y. 


Adman in the News... 


Advertising Age, November 21, 1960 


John Hurlbut 


causes. 

It is also important for promo- 
tion men to improve their own 
image, and John Hurlbut feels that 
BPA can do a lot to further this 
objective. Here are a couple of 
things he would like to see accom- 
plished in the coming year. 

1. Increased recruitment of 
promising promotion personnel, 
both from college campuses and 
from other areas. 

2. A step-up in the dissemination 
of promotion material to BPA 
members. Eventually he envisions 
a regular “idea file’? of promotion 
ideas that would be gathered to- 
gether on a regular basis and be 
available to the membership. 


= By getting more promising peo- 
ple interested in promotion work, 
John Hurlbut feels, BPA will be 
performing a service for the man- 
agement of radio and tv stations, 
and will at the same time accord 
to the promotion man the status 
he deserves. 

“In the ’60s the promotion man 
is—and should be—a full-fledged 
member of a station’s management 
team,” he believes. 

This fall a survey course in pro- 
motion was introduced at Indiana 
University. The course, part of a 
general broadcasting course, is only 
| the first step in this direction, Mr. 
| Hurlbut feels. He hopes to get sim- 
ilar promotion courses under way 
|at other universities, so that em- 
|phasis can be placed on the pro- 
| motion—and business—side of 
broadcasting, not simply the talent 
|side, as is often the case in such 
| courses. 
| In addition to his projects, the 

/new BPA president has what he 
| calls his “pet theory.” 


s “I think we owe it to ourselves 
to get together more often,” he 
told AA’s reporter. “It would be- 
hoove us to sit down and develop 
a common line of media promo- 
tion. 

“Despite the fact that stations 
| im a market are selling in com- 
petition with each other, I think it 
is important from the standpoint 
of the image of our industry— 
in the eyes of the community and 
of our thought leaders—to work 
together for the good of all broad- 
casting elements in our own re- 
spective areas.” 

When it comes to practicing 


what he preaches, John Hurlbut 
has certainly done just that in his 
civic and business group activities, 
and the list of associations and 
groups with which he is affiliated 
is too long to tabulate. In BPA 
alone he has been active as an 
officer, a director and chairman 
of various committees. 


# John Hurlbut got into the broad- 
casting business shortly after 
World War II. He had been a re- 
porter and photographer on the 
Syracuse Herald-Journal before 
the war, and after a short stint on 
the paper following the war, he 
was named promotion manager of 
its station, WSYR, in 1947. In 
1951 he went to New York to join 
NBC as manager of audience pro- 
motion for the tv network. In ’53 
he became.advertising and promo- 
tion manager of WNBC and WNBT; 
he left that post in ’54 to be pro- 
motion and research manager of 
Peters, Griffin, Woodward, New 
York. 

On July 1, 1957, he joined the 
WFBM ‘sstations, in Indianapolis, 
as promotion and public relations 
manager. 


s Between work and his many 
civic activities, John manages to 
find time for his two major “hob- 
bies’”—his family and his Ham- 
mond organ. When he is not fig- 
uring out new ways to hook the 
Hammond into his intricate hi-fi 
wiring complex, he can usually be 
found, along with his wife, Emmy 
Lou, relaxing with the Hurlbut 
children—Gale, who is 12, and 
David, 9. # 


Reach, McClinton Adds 
Sperry Rand Research Center 
Reach, McClinton & Humphrey, 
Boston division of Reach, McClin- 
ton & Co., New York, has been 
named to handle advertising for a 
new Sperry Rand Research Center 
in Sudbury, Mass. The New York 
agency handles Sperry Gyroscope 
Co., another division of Sperry 
Rand. Reach, McClinton & Co. also 
has named Philip C. Kenney, me- 
dia director in New York, a vp. 


Hitchcock Names Pepper 

Oliver S. Pepper has been ap- 
pointed fo the new position of spe- 
cial services manager of Hitchcock 
Publishing Co., Wheaton, Ill. He 
was formerly in the company’s 
sales department. 
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~~ WINSTON-SALEM 


REALLY 


GROWING PLACES 


cry OUTSIDE CITY 
POPULATION | POPULATION 
SINCE ih SINCE 1950 


a 


. . Compored with 11.5% gain for the State 
of North Caroline. Current Winston-Salem 
Metropolitan Area population is 188,229... 
as reported in 1960 Census. 


WINSTON-SALEM 


JOURNAL ~~> SENTINEL 


NATIONAL REP, KELLY-SMITH CO. 
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NOW, MORE THAN EVER, 


As you have already heard, the Detroit 
Times ceased publication on November 
7th, 1960. 

With its passing, the old, outdated 
concept of the Detroit Market vanished 
for good. No longer can marketing men 
plan Detroit advertising and sales cam- 
paigns solely in terms of bulk circulation, 
or city zone landmarks per se. 


Productive Families Measure the Market 


The passing of the second afternoon paper 
in America’s 5th Market points up the 
vital importance of looking at Greater 
Detroit in terms of productive population 
... the money-in-their-pockets families . . . 
the dynamically changing socio-economic 
facts of today and the future. 

And it points up the plain fact that if you 
want to sell goods, services or ideas in this 
market, you have to base your advertising 
program on a Free Press foundation. 


Detroit Growth Parallels Free Press Growth 


Detroit is a market in transition. And the 
Free Press growth chart paces the growth 


NOTE: The first Top Ten Brands Study 
of the Greater Detroit Market, 1960-1961, 
is a Free Press exclusive. It is currently 
being reviewed with key advertising and 
business executives. Ask your Free Press 
Man about it when he calls you. 


YOU NEED THE FREE PRESS 
TO SELL DETROIT! 


of the market itself. The Free Press is 
read by the families with buying power 
throughout the expanding market area... 
in fact, throughout productive Michigan. 


Top Ten Study Verifies It 

The first Top Ten Brands Study of the 
Greater Detroit Market shows, among 
many important things, these facts: 


Better than three out of five Free Press 
Reader Families surveyed have incomes 
of $6,000 or more. 


Four out of five of these Free Press 
Reader Families own their own homes; 
an unusually high proportion even in 
this high home ownership area. 


Four out of five Free Press Reader 
Family Heads are in the professional, 
managerial, skilled craftsman occupation 
groups. 

More than three out of five Free Press 
Reader Family Heads are in the growth- 
market age group, 35 to 50. 


More than four out of five Free Press 
Reader Families live in the stable, solvent 


Outer City and in Suburbia, the well- 
to-do, fast-growing, 5'4-County Retail 
Trading Zone. 
When They Read the Free Press 
is When They Plan to Buy 
To this Free Press Reader profile, add the 
fact that Free Press readership is a ’round- 
the-clock habit. Purchasing plans are made 
in the Free Press pages from alarm clock 
time to bedtime. 

For all these reasons, advertisers who 
know the Detroit market put the lion’s 
share of Financial, Women’s Wear, Hotel 
and Restaurant and Amusement adver- 
tising in the Free Press. And now, more 
than ever, the Free Press is the place to 
talk to the greatest number of informed, 
well-dressed, well-housed and well-heeled 
families who keep all Detroit on the move 
forward. 

You have a new opportinity to greatly 
strengthen your own sales position in the 
Greater Detroit Market. That opportunity 
is a solid Free Press advertising campaign. 
A Representative of Detroit’s /mportant 
Paper will be happy to help you do it. 


| The Detroit Free Press 


THE IMPORTANT PAPER IN DETROIT AND MICHIGAN 
Represented Nationally by Story, Brooks & Finley 
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Marketing fact: Of over 4.5 million 


firms in the U.S., less than 1% 


employ more than 100 people. 


Only 18,770 of these firms are in 


manufacturing — yet they account for 


75% of all manufacturing output. 


Though the firms at the heart of 

the industrial market are numbered in 
the few thousands, the purchasing 
potential runs to billions. 

This market is concentrated and the 
competition is intense. 

If you are looking for advertising 
efficiency, if you want your messages 
directed squarely at companies where 
the buying volume is greatest, 

and if you want advertising impact 


at the decision-making levels — 
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Business Paper Probe Helps Worthington 
Prune Its Media List, Petropoulos Reports 


Harrison, N. J., Nov. 15—Worth- 
ington Corp., a major producer of 
industrial machinery, has made a 
private study of 60 business publi- 
cations in order to prune its media 
list. 

One finding has been that fewer 
than half of the publications on the 
company’s list rate a “read regu- 
larly” readership. 

Outlining the yardsticks applied 
by the company in its media selec- 
tion, Pete Petropoulos, manager of 


corporate promotion, told the New | 


York Dotted Line Club yesterday 
that the company has been in ad- 
vertising a long time—‘and we are 
going to get this thing licked.” 

The special study had been ap- 


plied to circulation lists “that came | 


to us smelling like roses,” he said. 


Ultimately, the test was to weed) 


out the publications which have 


only a “partial rapport” from those | 


|Pump Worlds 


with a successful rapport with their 
circulation. 


= He cited the example of Pump 
World—an actual publication giv- 
en a fictitious name—which was 
offered to him as a journal that 
would solve all his problems. “This 
is our frustration. There are many 
in the business 
press, and the problem is how to 
tell them apart. Primarily, the fault 
is the advertiser’s,” he said. “But 
what are the publishers doing to 
help the media buyers?” 

Several clear measurements are 
applied by the company in its se- 


| lection, he said: 


1. The company immediately 
suspects any attempt on the part of 
the publication to isolate its read- 
ership, “such as a circulation based 
on pump users.” The exceptions 
are publications geared to the drug 
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iMG A ComTegt 


THINK 


AT URN 6rThies 


AVALANCHE—The “think” sign with this pile of mail was put there by 
Olmsted & Foley, Minneapolis, and its clients, Fort Dodge Laborato- 
ries, Fort Dodge, Ia., after a response of 3,200 drawings of horses 
from children under 16 when an ad in Western Horseman and Quar- 


ter Horse Journal offered $25 for 


the best drawing of a horse, to be 


used in an ad for Clovite, a vitamin supplement for animals. In or- 

der to get young artists to part with drawings, the ad promised to 

return all drawings. The sign says: “Before running a contest, Think, 
and don’t return entries.” 


industry and the medical world, 


for example. 


2. Worthington avoids publica- 
tions which attempt to fool the ad- 
vertiser into thinking that they are 
something more than a house or- 
gan. 


3. The company carefully reads 


ARIZONA 
Ist IN NATION 
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MINERAL 


Ghe Arizona Daily Star Tucson Daily Citizen 


Morning and Sunday 


IN TOTAL MINING OUTPUT... 


EMO $78,776,33 


1959 - 1960 
FISCAL YEAR 


Another ee factor in a expanding economy of the 
Southern Arizona Market! 
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FOR DELIVERING 


QUALITY 
‘RESULTS 


“GW GREATER : 
KANSAS CITY 


“GOOD MUSIC 


IN THE * 


MODERN VEIN” 


REPRESENTED NATIONALLY BY 
VENARD, RINTOUL & McCONNELL, Inc. 
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S| service department. 


everything in the publications it 
uses. What is the writing like? 
Have the editors worked hard at 
their job? 


4. Sometimes visits are paid to 
the editorial offices. “Usually the 
second-rate publications, such as 
the Pump Worlds, have sparse 
files.” 


5. Worthington looks for the 
point of view—for provocative and 
authoritative editorial presenta- 
tion. 


6. Often the company looks to 
the letters to the editor as a key 
to the response the publication 
achieves. 


7. “We try to keep aware of the 
frequency with which the maga- 
zine is quoted.” 


8. The company regularly checks 
the new-products list carefully to 
see whether the publication is in 
fact abreast of developments, not 
merely fooled by producers catch- 
ing up with their competitors. 


9. Worthington believes that 
people occasionally “read up” on 
their subject, “and we seek out edi- 
|torials fhat are a little above our 
| heads.” 


s Mr. Petropoulos said that several 
|companies had inquired about the 
|study. “The more of us that do 
|this, the more we will build up 
|pressure for publishers to do this 
| themselves.” # 


RAB Adds 31 Members 

Radio Advertising Bureau, New 
York, added 31 stations to its mem- | 
bership roster during October. Rep- | 
resented among the newcomers | 
were three station groups: Star | 
stations KICN, Denver; KISN, 
Portland, Ore.; and KOIL, Omaha; 
Stanley Hubbard stations KSTP, 
Minneapolis-St. Paul; WGTO, Cy- 
|press Gardens, Fla., and KOB, Al- 
buquerque, N. M.; and Buckley- 
Jaeger Broadcast Corp. stations 
WDRC, Hartford, Conn.; WHIM, 
Providence, and KGIL, San Fer- 
nando, Cal. Dale R. Woods, previ- 
ously a regional manager of the 
RAB, has been named a division 
manager in the bureau’s member 


Jim Jones Joins Republic 

Jim Jones, formerly owner of 
Jim Jones Advertisers Service, 
New York, has been named presi- 
dent of Republic Graphics, New 
York, designer and producer of 
sales ‘materials. He succeeds Mor- 
ris B. Weintraub, formerly presi- 
dent and chairman, who has re- 
signed to devote full time to other 
interests. 


1960 


Bill Vandivert took this picture. We 
believe it symbolizes the passing of 
knowledge from one generation to 
another. All progress, all the accom- 
plishments of men, come from this 
union of the wisdom of experience 
with the courage and convictions of 
youth. 


BOYS’ LIFE is dedicated to the en- 
lightenment of young people. It is, 
therefore, far more than monthly 
reading material for its 5,000,000 
boy readers. The current issue fea- 
tures a story on a Pakistani youth; 
the beginning of a series on the 
“family of man’’ by Ashley Mon- 
tagu; the history of the Democratic 
and Republican parties by Senators 
Aiken and Williams; a modern fable 
by Stringfellow Barr; and an article 
on the development of power to re- 
place the world’s depleting fuel 
sources. 


Future issues will contain material 
by Dorothy Gordon, Margaret Mead, 
Henry Steele Commager, Eric Gold- 
man, Whitney North Seymour, 
Gerald Johnson and Catherine 
Drinker Bowen. 


BOYS’ LIFE 


over 2,000,00 


published for all boys by the Boy Scouts of America 


net 
paid 
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To yet another circulation record. Making October the 
biggest month in The New York Times history. 


Weekday sales averages during this past month topped 
those for October, 1959, by 63,448 ... those for October, 
1950, by 217,836. 


On Sundays, too, The Times continues its characteris- 
tically steady growth. Net paid Sunday sales during 
October were up 70,456 over the same month, 1959... 
up 228,467 over October, 1950. 


The meaning of all this? 


Simply: that as The Times grows in its usefulness to 
readers, so grows its circulation—and, at a substantially 


greater rate and volume than any other New York 
newspaper. 


So, too, grows The Times usefulness to advertisers. 


That’s why The Times continues to lead all New York 
newspapers in advertising—and to register greater 
gains than all other New York newspapers combined. 
During the first ten months this year, advertisers 
placed in The Times 51,450,301 lines, an increase of 
2,438,946 lines above the same period of 1959. 


The New ork Gimes 


First in advertising in the world’s first market for 41 years 
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ADMAN REVEALS 


The Secret 
of Being a 
Somebody 


RED MANCHEE worked his 
Pv up from the bottom to 

become a high-echelon exe- 
cutive with BBDO, one of the 
world’s leading advertising agen- 
cies. Last year he was able to 
retire at the age of 55. For 35 
years, Mr. Manchee has watched 
hundreds of young men try to 
climb the ladder of success. Now, 
he reveals why some reach the 
top while countless others never 
get off the ground. The reason, 
he concludes — in a book that 
can change your future—lies in 
the six basic ingredients of 
success. 


What are the 6 magic traits? 
You don’t need a book to help 
you acquire the six essential in- 
gredients of success. You have 
them already. They are resource- 
fulness, intuition, apprehension, 
thoughtfulness, zeal, and luck. 
But simply having these traits 
isn’t enough. You've got to learn 
how to develop these assets . . . 
how to put them to work for you. 
And this is where THe SECRET 
or Beinc A Somesopy will be 
of invaluable help. 


Start flexing your 
“success muscles” right now 
In Tue Secret or Beinc A Some- 
Bopy, you will find 70 simple com- 
mon-sense exercises which will help 
you develop your six success charac- 
teristics. 
Practice them every day, and you 
will develop these invaluable talents: 
e You'll be able to make the best 
possible impression on first 
meetings 
¢ You'll know how to anticipate 
interview questions 
e You'll find it easy to start a 
conversation and then to keep 
it rolling 
You'll remember names 
You'll be able to make intelli- 
gent quick estimates of people 
¢ You'll know how to cope with 
surprise emergencies 
You'll know how to brain- 
storm for ideas and get results 
every time 


Here’s what enthusiastic 
readers report: 
“I have read only 20 pages and al- 
ready have gotten six good ideas.” 
—G.A.D., NEW HAVEN, CONN. 
“I have ordered copies for each of 
my 25 salesmen.” 
—F.H., PATERSON, N.J. 
“Wonderful for anyone at any stage 
in his career who wants to find 
something of immediate and prac- 


Just a few of the secrets 
of being a somebody 


How To Be RESOURCEFUL. 
How to relieve the tension of 
embarrassing moments . .. How 
to become a better conversa- 
tionalist. 

INTUITION—ITS IMPORTANCE 
AND How To Deve op It. 
Don’t confuse intuition with 
premonition ... You are more 
intuitive than you think. 
How To AcQUIRE APPRE- 
HENsIoN. Not to be confused 
with nervous stomach . . . Learn 
to anticipate questions . .. How 
to keep out of trouble . . . Keep 
your eyes and ears open for cues. 
Wry THOUGHTFULNESS Is So 
Virat. The role of instinct . . . 
How thoughtfulness pays off. 
How To Avor MAKING ENE- 
mies. How many letters do you 
owe right now? ... Watch your 
attitude... 10 ways to prevent 
thoughtlessness. 

How Are You Frixep For 
ZEAL? Are you a real goal- 
setter? . . . Don’t be afraid to 
do the unexpected. 


How To Be Lucky. Supersti- 


tion vs. luck... The true 
meaning of luck... Condition 
yourself to invite luck . . . Luck 


can be exploited. 


THe Secret OF MAKING 
Prope Like You anp WANT 
You. How to put the informa- 
tion in this book to work for 
you ... A seven-day plan to im- 
prove your chances for success 
in business and socially. 


tical help. I have put it on my 
Christmas-giving list.” 

—MRS. J.R., WEST ENGLEWOOD, N.J. 
“This book is far more human and 
therefore readable and workable 
than the other self-improvement 
books.”’—a.c.A., ARDSLEY, N.Y. 


10 days’ free trial 


We are so sure that you will find 
Tue Secret or Bernc A SoMEBODY 
a practical and stimulating book 
that we make this special offer: mail 
the coupon below with $3.95 to 
Thomas Nelson & Sons, Dept. B46, 
19 East 47th Street, New York 17, 
N. Y. Examine the book for 10 days, 
take the quizzes, try the exercises. 
If you do not agree that it is an in- 


formative, useful guide to greater | 


success in your business, personal 
and social life, simply return the 
book and your money will be re- 
refunded. 


10 DAYS’ FREE EXAMINATION 


CO ee ee ee cee cee ee ee ee ee ee ee ee ee og 


EXTRA! 


299 sure-fire steps to suc- 
cess arranged by profession. 
Whether you're a beauti- 
cian or a doctor, a grocer 
or a junior executive, no 


matter which one of 50 Mame 
fields you're in, you'll find Address 
helpful, practical things to 

do tomorrow to insure a City 


uccessful future. 


THOMAS NELSON & SONS, Dept. B46 
19 East 47th Street, New York 17, N. Y. 


Please send me Tue Secret oF Betnc A SOMEBODY. 
I enclose ( 
If, after examining the book for 10 days I do not 
agree that it is a practical guide to greater success 
in my business, social and personal life, I may re- 
turn it and my money will be refunded. 
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) check ( ) money order for $3.95. 


P. P. Willis, 74, 
Pioneer Aviation, 
Auto Adman, Dies 


Cuicaco, Nov. 15—Paul Peter 
(Pete) Willis, 74, pioneer in the 
commercial aviation advertising 
field and a principal in one of the 
most highly publicized lawsuits in 
U. S. advertising annals, died Nov. 
13 of a heart attack in his home in 
Wheaton, II. 

Born in Princeton, Ind., the son 
of a Methodist minister, Mr. Willis 
worked his way through DePauw 
University. He started his career as 
a police reporter for the old Terre 
Haute Tribune for $7 a week. Lat- 
er, he joined the Indianapolis Star 
and became reportedly the first au- 
tomotive editor for a daily aews- 
paper. 

He left the newspaper field to 
join the Indianapolis Speedway as 
its first public relations director. 
He later helped to publicize Miami 
Beach as a tourist mecca before 
joining Willys-Overland as adver- 
tising manager. 


® In about 1924, Mr. Willis met 
Errett Lobban Cord, who then 
was engaged in taking over the 
management of Auburn Automo- 
bile Co. and Duesenberg Motor Co. 
At Mr. Cord’s urging, Mr. Willis 
opened his own agency in Toledo, 
P. P. Willis Corp., and was 
awarded the Auburn account. Au- 
burn advertising, prepared by Mr. 
Willis, helped to make the line a 
popular car of that era. Mr. Willis 
opened a Chicago office in 1930. 

Mr. Willis became interested in 
commercial aviation in about 1931 
when Mr. Cord retained the Willis 
agency to handle advertising for 
American Airways (now Ameri- 
can Airlines), which Mr. Cord con- 
trolled. The agency handled Amer- 
ican until 1937 when Mr. Cord sold 
out; the account was then given 
to the old Blackett-Sample-Hum- 
mert agency. 

In 1938, Mr. Willis dissolved his 
agency, which at the time had 
such accounts as Auburn, Checker 
Cab Mfg. Co., Cord Corp., Duesen- 
berg and Stinson Aircraft Corp. 
C. R. Smith, president of Ameri- 
can Airlines, fired Blackett-Sam- 
ple-Hummert and authorized Mr. 
Willis to “pick an agency and 
make your own deal with them.” 

Mr. Willis chose Ruthrauff & 
Ryan (now Erwin Wasey, Ruth- 
rauff & Ryan) which he joined 
on April 1, 1938, and he negotiated 
the now famous “lifetime, irrevo- 
cable” contract with the agency 
which was to remain in affect un- 
til Mr. Willis died or the agency 
lost the account. 


® The contract provided that Mr. 


one-third of gross commissions 
|from American Airlines which ex- 
ceeded $18,000 in any six-month 
period. The agency also agreed to 


Willis receive $1,000 a month plus | 


Ad 


Wright Garth 


Southern Newspaper Publishers 


News-Star, 


vertising Age, November 21, 1960 


at 


Birke Hale 


CONVIVIAL—Relaxing between sessions at the annual meeting of the 


Assn. in Boca Raton were Ben 


Wright, This Week Magazine; W. W. Garth Jr., Compugraphic Corp.; 
W. D. Birke, Herald-Dispatch, Huntington, W. Va.; Richard Hale, 


Monro, La. 


provide Mr. Willis with office 
space and staff and perform copy 
and other services required on the 
account, and Mr. Willis was to 
determine what service was nec- 
essary. “If he desires, he may de- 
vote as much time as he deems 
proper to outside business,” the 
contract read. 

Mr. Willis headed up the Ameri- 
can Airlines account at R&R until 
1946 when he resigned to join 
American as advertising director 
at a salary of $25,000 a year. He| 
was fired a year later and rejoined 
the agency but not on the airlines 
account. He left R&R in 1952. 

In November, 1954, Mr. Willis 
filed suit against R&R in a Chi- 
cago court, seeking more than $1,- 
000,000 in commissions which he 
claimed were due him under the 
“irrevocable” contract (AA, Feb. 
14, 55). Two months after the suit | 
was filed, the agency lost Ameri- 
can to Lennen & Newell. 


s Ruthrauff & Ryan claimed 
that Mr. Willis had signed a writ- 
ten termination of the contract 
when he left to join American. 
Mr. Willis won the first round 
when a master in chancery held 
that the contract was valid, and 
that the letter of termination was 
void (AA, Dec. 19, ’55). 

The following year, however, 
Judge Abraham L. Marovitz over- 
turned the master’s recommenda- 
tions and ruled that the termina- 
tion agreement was valid, and that 
the 1938 contract was canceled 
| (AA, June 11, 56). The Illinois ap- 
pellate court later upheld this rul- 
ing (July 1, ’57). 

Mr. Willis was recognized as an} 
|authority on commercial aviation 
and one of the outstanding creative 
writers of commercial airline ad 
copy. His campaigns for American 
| Airlines were recognized as clas-| 
sics. One of his best known cam-| 
paigns featured the headline, “Are 


You Afraid to Fly?” 

“He was a brilliant, inspired 
writer, who was ’way ahead of his 
time in the promotion of air trav- 
el,” one agency executive said. “He 
had much to do with convincing 
the American public that flying 
was safe.” # 


Katz Agency to Move 

The Katz Agency, Los Angeles, 
will move to new quarters in the 
Lee Tower at 5455 Wilshire Blvd. 
on Dec. 15. 


BACON'S xtw 1961 
PUBLICITY CHECKER 


Now with 
perforated and 
gummed revisions 


FOR FAST, EASY 
UP-TO-DATE CHANGES 


THE 
ACCEPTED 
TOOL FOR 
EFFECTIVE 
PUBLICITY 
HANDLING 
The Standard 
directory for re- 
lease lists. New 
revision paste- 
overs will allow 
you to stay 100% 
up-to-date. Easy 
to use. ..com- 
plete...accurate. 


ORDER NOW 
FOR 1961 


BACON’S 
CLIPPING 


© Over 3500 Listings 
@ 99 Market Groups 
© Business, Farm, 
Consumer Magazines 
© Coded for Type of 
Publicity Accepted 
© Quarterly Revisions 
@ 352 pages— 
6-3/4” x 9-3/4" 
@ Rugged 
fens 
© Lays Fiat in Use 


SENT ON 
APPROVAL 


with revisions 
Feb., May, August 


Accredited Home Newspope 


RATE & DATA Guide [LJ 


of AHNA’s 1960 Rate & Data 
Guide . . . 44 pages of useful 
information on the nation’s top 
community and shopping news- 
papers. 


A message of importance to newspaper spacebuyers 


WOMAN’S CHORE 


A recent national survey revealed that 91 per cent 


of the family shopping is done 
the house. 


shopping guide. 


the best way to get on the house 


AHNA newspapers cover the majority of the house- 
holds in the areas they serve. Every copy goes home 
.. where sales begin . . . to serve as the housewife’s 


Because they bring “local” news and shopping in- 
formation not available elsewhere, AHNA news- 
papers enjoy a loyalty of readership among house- 
wives unique in the print media 


is through the AHNA newspaper. 


Accredited Home Newspapers 


OF AMERICA, INC. 


by the woman of 


field. As a result, 
wife’s shopping list 


1706 Rhode Island Avenue, N.W. 
Washington 6,D.C. e District 7-4618 


141 East 44th St. 
New York 17, N.Y. @ MUrray Hill 2-8273 
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But it’s not selling the product 


You can reach the hearts of millions with the 
right television program. But you won’t reach 
their pocketbooks unless your commercials 
tell a compelling product story that’s written 
with insight and produced with imagination. 
At Chirurg & Cairns we call this strong 
central theme a basic sales idea. It is the key- 


stone of our selective selling approach, which 
picks out and builds up today’s best profit 
opportunities for each of our clients. 

If you feel that your company needs the 
persuasive power of a basic sales idea, we’d 
like to talk to you. We think you'll find this 
agency alive with creative talent and alert 


to business problems. You will also find 
us eager to show you how handsomely 
selective selling pays off—particularly in 
today’s economy when the squeeze on profits 
is so tight. CHIRURG & CAIRNS, INC. 
130 East 59th Street, New York 22, N. Y. 
824 Boylston Street, Chestnut Hill 67, Mass. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Readers Disagree with Harper's ‘Thesis’ That 
Ad Efforts Don’t Deserve ‘Creativity’ Tag 


To the Editor: 


b= existing materials. 3. To be the | Picassos. 


warned agencies to go easy on slap- 
ping the ‘creative’ label on their 
people and product. He suggested 
that while some agency people may 
Marion Harper’s produce as a new construction out | be “creative,” they are certainly no 
“lashing out at the advertising cult 
of creativity” (AA, Oct. 31) is a 
thing to behold. I can’t decide if he | sion.” 


| cause of; originate; produce; occa- It would seem to take a good deal 
of creativity to reach the moon or 
got “his semantic signals crossed,”| If we accept this definition, then discover penicillin. I believe a Pi- 
or was being deliberately contro- it doesn’t make sense to say: 
versial. It is, however, a good ex-| “Certainly we have an impres-| it took a creative mind to see mold 
ample of communication being | sive proportion of creative people | on bread as a possible aid to man- 


casso can be creative. I also believe 
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ativity” is overused. But I think, picts. Fortunately they must be a 
there is an excellent reason why it|small minority. The majority are a 
is. dedicated, conscientious, hard- 
Mr. Harper says that creative ad-| working and honest group. The 
vertising doesn’t mean “effective” | remedies suggested, such as com- 
advertising. But we all know that| petitive bidding, rotating assign- 
“effective” advertising takes crea- | ments etc., have long been proced- 
tive effort to get it to the “effec-|ures at many agencies and clients’ 
tive” stage. advertising departments as good 
The reason the word has been | business practices. 
beat to death is because there has I am a member and officer of the 
been a real need for more creativ-| Advertising Agency Production 
ity for so long. Now that it is here|Club of New York, the largest or- 
and being recognized, it is being| ganization of its kind, with more 
recognized in all areas of the ad-|than 180 members. I’m taking the 
vertising profession. liberty of enclosing our “Roster & 
The word could well have been|Buyer’s Guide” for 1960-61 with 
“imagination” or “originality,” it|the hope that after a thorough 
doesn’t matter. reading and appraisal, you’ll agree 


fouled for lack of defining terms. 
Mr. Harper seems to be talking 
about creativity for creativity’s 
sake—a sort of Cloud 9 kick— 
something to be indulged in by the 
Picassos, but divorced from the 
hard cold facts of business. I would 
think this is a very narrow defini- 
tion of creativity. 
Webster defines create: 
cause to come into existence. 2. To 


‘in the ad business; and they often 
| think, write, design and work crea- 
\tively. But it is somewhat embar- 
rassing to hear the word ‘creativity’ 
used so freely and frequently by 
\advertising agencies—when it is 
/rarely used by their clients who, 
nonetheless, may have achieved 
breakthroughs in nutrition, medi- 
|cine, energy, data processing and 
| even life on the moon.” Mr. Harper 


kind. To say creativity is only a| Mr. Harper feels that “creativity” 
small portion of advertising just) and/or “imagination” belongs only 
doesn’t make sense, unless we ac- | to a small area of the business. 
cept Mr. Harper’s narrow defini-| what about his own efforts at man- 
tion. agement level; his agency mergers, 
Carl E. Lindgren, affiliations, growth, etc.? Are they 
Wheaton, Ill. | not creative and/or imaginative ef- 
e forts? Of course they took imagina- 

To the Editor: Mr. Harper should | tion! 


know better! Mr. Harper seems to separate 


We all agree that the word “cre- | “puysiness” from “creativity.” 


The building materials merchandiser mands and uses ideas daily and the 
has become the dominant force in light ple. Everyone in the agency at 


Advertising is a business, but it 
happens to be a business that de- 


ideas are not contributed just by 
the artists, designers or copy peo- 


every level must use his imagina- 
tion, originality, get ideas to keep 
up with competition. Media, mar- 


editorially that you can’t stigma- 
tize a whole body because of the 
defections of a few. 

Take note of our aims, scholar- 
ship work, monthly educational 
endeavors etc. Also mark our mem- 
bership representations on, and 
service to, the various graphic arts 
activities, the Four A’s, as carried 
in your Own paper, without com- 
pensation and often on an individ- 
ual’s own time and expense. 

To end this on a corrective note, 
I would like to invite your thoughts 
and help in formulating a produc- 
tion man’s creed or code of ethics. 
I think you’ll agree this could be a 
constructive measure to help alle- 
viate some of the rancor your edi- 
torial induced. I know the produc- 


construction... 
comprising 55” | 
of the market... 2g 

building 175,000 “5a , , Seer ee a iss ths eee i tee ae 
homes a year... financing and selling  eauy vamegeisn the sand tor ele] wee of Atweriumre has tno 


| levels and will hire a man fast if he | that Gotham-Vladimir Advertising, 
z aps ' “— son ge eens i ‘. New York, is going to promote Jap- 
ood “effective” advertising has food ialties. 

materials for 585,000 additional homes! |.. $0. cisiimseinston’ touts |e, L008 Secale 
: ? ji ; s is = hard bayer? sas he some of these products tested, es- 

r. Harper, ieve it is time ially shochu, d ibed i 
This progressive building materials mer- we quit thinking of creativity as yes asin a “ced fish” I pent oso 
the “icing on the cake.” Creativity | however, that G-V run a pre-test 


e d + h b t d b is an ingredient that must be in the|on this particular product before 
ke bef bake it. : : , 
chandiser aM lence as een crea € y Business” will he better when sane’ Ghat tan ee ae 


American Lumberman’s Dealer Sales oie sra't Desert net ii are tvo entirely aiterent ane 


Douglas Kennedy, Boye De Mente, 
Los Angeles. Oriental America, Tokyo. 


Control Program. DSC dealers average 56” + 9 Por st niisdigimane. esi 


Majority of Produciion Men readers’ edification, shochu is a 


more volume...sell broader lines of prod- *7.707%%,80" Wome ee eet 


To the Editor: I express to you | e . 
my opinions on an editorial, “Ugly | 


Wor sty Business,” which ap- | Plenty of Challen: e in Florida 
ucts...and more of them...than the average! swine sues istue of Avs for Forward-Looking Admen 


keting, research, management, even 
| the client must all be creative. It is 
the combined, integrated, creative 
effort that keeps the “business” of 


advertising strong. First Vice-President, Adver- 
It is true that everyone can’t be a! tising Agency Production Club, 

Picasso, as Mr. Harper says, but| New York. 

that doesn’t mean they shouldn’t 


4 bei’ a, “a=, |\all try to be, in their own area, 
a what Picasso is in his. 


tion clubs across the country would 
advocate and approve the step pro- 
posed. 


Milton J. Sutter, 


Please Don’t Go Overboard 


VERTISING AGE. [The editorial con-| To the Editor: Re: The gripe let- 

. “ : 'demned kickbacks, split commis-|ter from Robert R. Mills of Miami, 
Effective with the January 2, 1961 issue, sione‘tna‘payois in the production Page 82, Oct.24 issue, °°” 

? ? | end of the advertising business.| | Someone is busy kidding him- 


My resentment, also shared by | self with the naive technique of 


American Lumberm an will “my colleagues, with this editorial is | Over-simplification. But that road 


against the king-size wall brush, has always been well-traveled. 
wielded by your writer to unjusti-| There is no question but what 


become BUILDING MATERIALS fiably smear a whole segment of| Florida has a long way to go in 


the advertising business. I’ve been|™many areas of action... advertis- 


Building 
Materials 


MERCHANDISER 


in the agency production end of ing included. Nor is there much 


MERCHANDISER in name as ‘this business almost 35 years and 1|doubt about our getting there! 


| 
| 
| 
| 


can truthfully say that I’ve never Our needs are considerable, but 
- ‘ |met the characters your writer de- suuheney Unite’ Sial aa ex- 
well as fact... pointedly reflecting the As Tor "ehallenge™ strikes me 
° . ° l ° (JUST ASK FOR MARIE oes great and satisfying challenge 
transition of progressive dealers 1NtO Gall Wabash 2-86551 by tituing his sights trom neeative 
‘ . t 4 mae” ne A ele jing heights of true contribution. 
hing, addressing, multigraph- Good cannot be served by mutter- 
building materials , earn. chmemmm meer | Gort conn be served by is 
on and phamgughine’ " Otaee te & Sanlaled, enteieeed, 
h dj . Marie keeps your Mailing List |non-traditionalized, non-tranquil- 
-to-date d frees from ij society. Its s 
mercnandisers... American. } eden (ie cate tae 
° . . irect Mai our ess And this frontier—like all fron- 
er an ea 
rther pinpointing Lumberma: 
. . 
this new market it 
helped to create. 


_ for 30 years. We pick up your |tiers—needs the determined effort 


rush -" ove — — > lof conscientious, competent, con- 
pea CP Gusem fident people who are capable of 
P P — committing themselves to the 
VANCE PUBLISHING CORP. 
59 E. Monroe St., Chicago 3, Ill. 


achievement of goals, not mere 
| Dhe Gro. |mewling about their absence. De- 
tractors are vital when their crit- 
431 S. Dearborn St. * Chicago 5, Illinois \icisms have understanding depth 
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... not when they express sur- 
face-shallow gripes. 

As for us, we’re far too busy 
living and projecting “principles, 
practices et al.” to have noticed 
their absence in the “peers” that 
Mr. Mills speaks of. 

Jack I. Green, 

Executive Vice-President, 

Bishopric/Green/Fielden, Mi- 

ami. 


Who Paid for Ad If 
Stock Is Sold at a Loss? 

To the Editor: Having handled 
over 30 automotive accounts during 
the past ten years, I vote that this 
is definitely the one ad I can do 
without. 

He (the account) spent one half 
of his ad “God Blessing” something 
or another, while proceeding to tell 
of his “Grand Opening.” As the 


STEVEN MITCHELL'S CYCLIST- 
IN-THE- q RESCUED : 


aot 

bolt were tun unable to tate advantage of my Gand Jper 
Wold back by the police am 
* Thank you ond’ God hiss) yor, 


dtovrn Mitchell 
BUY A BRAND NEW CAR FOR 
*50 BELOW OUR INVOICE! 
BRAND NEW 


BRAND NEW 


| aan ahead Sali 0 nF ct do petng the es emai on te 
ye Amy equipment be sold ot our cost — 


ASK TO SEE THE WRITTEN PROOF: 


ee) oa i 
1 Oe Heraton Com hae 2 roe Sue 
4°98 *1595 | “1495 | +1495 


TEVEN MITCHE 


PLYMOUTH VALIANT 
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story unfolds, he impresses us with 
the fact that he is selling his stock 
at a “loss.” I am still wondering 
what this “Guy in the Sky” is do- 
ing to promote the account’s stock 
at a loss. Incidentally, he is taking 
a loss on service as well as passing 
on sales commissions. 

One question: Who paid for the 

Ray Rex, 

Chicago. 


Regional Editions Lead to 
Split-Run Personality 

To the Editor: If split runs use 
a magazine’s total circulation to 
test various copy appeals and re- 
gional editions sell limited distri- 
bution products, what do you call 
a national man who uses all region- 
al editions to test different copy? 

Being all of the nine people who 
can’t fold a road map correctly, 
I imagine (Ernest) Jones’ remarks 
(Oct. 31) have Life, Look and 
Reader’s Digest, etc., talking to 
themselves. First one to hire Fleur 
with her insert flair captures the 
market. 

No, Mr. Jones, I’m not buying a 
Cadillac this year. I’m so busy try- 
ing to fold this G.D. road map that 
|I can’t get my own car started. It’s 
ja Chevy. 
| I enjoy AA enormously—partic- 
ularly your Washington reporter, 
Stanley E. Cohen, who does a won- 
derful wonderful job. Best wishes 
for your continued success. 

Andrew H. Bates, 

Andrew H. Bates Inc., West- 

bury, N. Y. 


Mr. Jones, president of MacMan- 
us, John & Adams, in a speech} 
before the Magazine Promotion| 
Group, speculated on whether “too | 
many split runs tend to reduce the | 
prestige of the magazine in the eyes 
of the truly national advertiser,” 
and on the irritant (to readers) of 
too many inserts in a magazine. 


Typo Reduces ‘Factor’ 
Survey Figure 10% 

To the Editor: I was reading 
Milton Moskowitz’s piece in the 
Nov. 7 AA regarding the “Battle 
for Medical Ad Dollar Grows Hot- 
ter” with approval and a feeling | 
that he was handling a difficult 
and confusing picture with consid- 
erable acumen, until I got to the 
paragraphs in which he began to 
discuss the statistics of our recent 
readership survey. 

At this point, I must confess, my 
jcalm objectivity was completely 
shattered by the typo which hit us | 
in a most vulnerable spot. 

Somewhere along the line our | 
survey figure of 38% receiving and | 
reading found its way into print as 
28%. Needless to say, we might 
have been happier if the typo had 
| gone the other way. 

Be that as it may, I would like to 
|take the opportunity that this cor- 
rection affords to point out that the 
| accurate 38% figure needs further 
clarification. Based on an aware- 
|mess percentage of 50%, the 38% 
,actually means that 76% of the 
| physicians aware of receiving Fac- 
tor are reading it. This, for a new 


|publication in what is accurately | 


‘You Are There’ Idea a 
Natural for TV Sets 


To the Editor: Worthy of note? 

The national “pasttimes” are dif- 
ferent! The countries are different! 
The companies are different—yet 
the layout, ideas and products are 
the same. 

In the case of our client, Admir- 
al, we ran a series of ads—all 
based on the same idea: You are 


, there, with Admiral. 


The campaign ran in Mexican 
newspapers and magazines in 1958- | 
59. The Philco campaign is obvi-| 
ously running in Canada—1960. 

Could this idea be so obviously 
right for tv sets that it’s a happy | 
happenstance? 

Edward J. Noble, 

Noble Advertising Co., Mexico | 

City. ' | 


described as a vastly over-crowded 
field, is an exciting figure. It fur- 
ther means that Factor was deliv- 
ering approximately 55,000 physi- 
cians as of the time of the survey 
(August). We are convinced that 
this figure by the first of the year 
will approach 65,000 or better in 
the receiving and reading category, 
as the awareness percentage must 
inevitably increase with each suc- 
ceeding issue. 

It may, perhaps, be ungracious 
of me to call attention to another 
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20 m= 


300.000.000, % 


“Office Executive” reaches twenty thousand decision makers whose 


“typo.” In the caption beneath the 
reproductions of the front pages of 
the three publications—Factor, | 
Scope and Medical Tribune—the 
last named publication was erron- | 
eously described as stressing “the | 
emotional factor in medicine.” 
This accurately describes Factor’s | 
unique and exclusive area of cov-| 
erage rather than the Tribune’s, | 
which covers general medical 
news... 


supplies 
the power to say “yes” or-“no” to any and ai! office purchases within 
it companies. Sell them in the only magazine edited exclusively for 
top office administrators . . . “Office Executive”. Write for sample 
copies and data 


OFFICE EXECUTIVE 


Othcial Publication of the MATIONAL OFFICE MANAGEMENT ASSOC. 
World Weadquarters« WILLOW GROVE, PENNSYLVANIA 


Marc Stone, 
Publisher, Factor, New York. 


AMERICA’S NEWEST CONCEPT IN RENT-A-CAR SERVICE 


SAVE 407 


Watching expenses? Then Budget- 
Rent-A-Car is for you. Every 
BUDGET car is, clean, shiny, new 
. Choose from 
Falcons, Corvairs, Fords, Chevro- 
lets, all with radio, heater, auto- 
matic transmission. 


and fully equipped 


'S 


€ 
PER 24 £ PER 
HOUR DAY MILE 


SHINY, NEW AUTOMOBILES! 


be 


savings can mean more business 
calls, more miles of low BUDGET 
cost driving pleasure. You'll know 
a BUDGET Rent-A-Car office by 
the fleet of shiny, new immacu- 
lately clean cars ready to serve 


You are in- you. ALL CREDIT CARDS HONORED! 


sured against bodily injury and 


property damage liability by All- 
state Insurance Co. No finer equip- 
ment in the rent-a-car field. The 


35D;000 54,470 Happy BUDGET 
RENT-A-CAR users NOW. The Fastest 
growing rent-a-car habit in America 


Services p> awe od 
208 S. la Selle St. 


BUDGET RENT-A-CAR oF \crcs IN. CHICAGO, Phone CE 6-8975 TWX CG1-4260 


If you live in New York you can reserve 
a BUDGET CAR in all BUDGET cities at 


this New York phone number... 


LOS ANGELES, Phone OR 8-1259 TWX INGL 4316 
Airport Pickup and Delivery 

SAN DIEGO, Phone CY 7-385! TWX SD 6531 
Airport Pickup and Delivery 

PHOENIX, Phone Al 3-2134 TWX PX-589 
Airport Pickup and Delivery 

NEW YORK, Phone YU 64-1830 


Budget Rent-A-Car is the Exclusive Trademark of Rent-A-Car Services Corporation 


BUDGET RENT-A-CAR is locally owned 


and operated. 


Valuable Franchises Available. 


stip sit 
ANOTHER 


RENT-A-CAR 
CITY. ee 


BUDGET RENT-A-CAR OF ARIZONA IS LOCALLY 


2 SM: 
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GET 


... AND ERNIE SIELAFF 
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Shier 


OWNED AND LOCALLY OPERATED 


WRITE: Jules W. Lederer, Pres. 
Rent-A-Car Services Corporation 
208 5S. La Salle Street, Chicago 4, Illinois 
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Medias Law: 
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To aseller of Thanksgiving turkeys, 
the pulling power of an advertising 
medium is equal to the number of 
turkeys sold. 

To media men, pulling power is 
influenced by several interrelated 
factors. 


The law or formula looks like this: 
Pulling Power 


Circulation Volume 
x 

Editorial Vitality 
x 

Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than 
six times as many Chicagoans turn 
its pages as turn on the average 
evening TV show! 


Chicago Tribune 


NW 


C 


Soy) 


ee ed 


wits 
mS 77 A : 
Tear, Sa ‘ 
i | Fe RUG! KO ry Be 
2 a y = 
Be: | 4 q j peo? Ors | " 
ae F 4 / | : x 
iar p 
csc —ayS- 
=. \a _— 4 \ | 
< es XK ? ss 
: i i" = : 
| | | : , 
= | AT n 
<i ai : Wf aN “> ; 
ee SN WA@ 5x : 
ee la: cal . 
| | K7—\yare| JP 
i (S / T SS | 
| 54-44 e * 
se) ~ Q KZ, an m 
~ ia iN ae i a | 
Te. eke | (OR | 
7 ‘ oO y* a Lig BY i 
ies 9 hy rs a oy re 
en (D\* aN a 
~ § TP DANS Viel | 
ie / } gy Bs bd % 
SS BLS Uh ¥ , 
en 7s yn on th is y 
mS <2 (Reo < N | y= 7 
a aN di SS wy Pe «~O : 
. AN r x | 
= ‘ af RD RHE PN ge ' ) Sl Ns " ‘ 
ff eg , Pen ig ar IY AB), oy : 
ee anes org oa RK 
a = ig a yo ne 5 ri SS 4 4 
va C ; _ a 2 On ts 4: aay 
' Ae Sy 
ay ) 


60 


_.2 billion shot you 
can make blindfolded 


Put yourself closer to the sales pin in Georgia's great $2 
billion market . . . the Augusta, Columbus, Macon and 
Savannah trading areas. With a combined daily circulation 
of 266,213 and Sunday total of 227,653, the Georgia Group 
papers deliver the coverage and penetration you need and 
want. And it’s one order, one bill, one check . . . and 13% 
savings on 10,000 lines or more. Call your local Branham 
man for details. 


Georgia Orouy 


AUGUSTA Chronicle and Herald MACON Telegraph and News 
COLUMBUS Ledger and Enquirer SAVANNAH News and Press 


Represented nationally by THE BRANHAM COMPANY 


Advertising 


| Seabrook Names Brand Men 
Seabrook Farms Co., New York, 
‘has appointed three associate 
| brand managers. Allen Miller, who 
| held the title on the fresh frozen 
line, has switched over to pre- 
| pared foods, replacing Bob Parker, 
recently appointed Seabrook re- 


Age, November 21, 1960 


search director. Don Potter, pre-| 


viously with Lever Bros. Co., 


| joined as associate brand manager | 


on Seabrook Farms brand. John 
| Wills, formerly with H. C. Brill 
|Co., has joined -as associate brand 
manager on Snow Crop., replacing 
| Dennis Gallagher, appointed mid- 


| Atlantic regional manager. 


Wesley Adds Two Accounts 
Wesley Associates, New York, 
has been named to handle advertis- 
jing for Vernat Inc., New York, 
|maker of de Chambre dry ver- 
|/mouth. Ben: Bliss. & Co. formerly 
\handled the account. Wesley also 


‘has been named to handle adver-| 


tising for WINS, New York, which | 


had no previous agency. 


What makes Big D big? 


Among metropolitan markets with 
over a million population... 
DALLAS IS FIRST IN RETAIL SALES 
with $4,908 per household! 


Dallas merchants depend on The Dallas News to bring them 
of retail volume. For national advertisers there’s the extra bonus 


where The News is home-delivered before breakfast. 


— eer 


Policy 


oe are i a ae 


of News-influenced home-town buying in 261 Texas cities and towns 


THE LEONARD COMPANY © Florida Trave/ 
LA 


business from both Big D and the surrounding market that accounts for 26.4% 


Representative 


| Dairy Assn.; 


YULE TREE—In a joint promotion for 
holiday butter cookies, American 


Pillsbury flour; Nes- 
tle’s chocolate; and Funsten nuts 
will distribute this three-dimen- 


| sional ceiling hanger to supermar- 
| kets via the Pillsbury sales force. 


' Direct Mail Top 


Means of Pushing 
Business Giving 


Cuicaco, Nov. 15—Direct mail is 
the overwhelming choice of medi- 
um as a means of promoting the 
sale of candy and chocolate for 
business gifts, according to a sur- 
vey among members of the Na- 
tional Confectioners Assn. 

Of the 49 companies cooperating 


jin the survey, 23 said they use 
| direct mail to promote their candy 


and chocolate as business gifts. 
Magazines were named by six 
companies, newspapers by four and 


| radio and tv by two each. Twenty- 


two companies reported they did 
not use advertising to promote 
business giving. 

One respondent said 19% of the 
company’s annual sales come from 
this source. Another company said 
15% of its Christmas sales result 
from business gift promotion. + 


Peterson Markets Binder 


The vinyl case division of Pet- 
erson Electronic Die Co., Mineola, 
N. Y., has introduced a_ vinyl 
loose-leaf book cover with an 
electronically-sealed turned-edge. 
The turned-edge, for which a pat- 
ent is pending is considered a 
“major” advance, according to the 
company, because it eliminates 
the unsightly “lip” or “tear-seal” 
edge which has been a drawback 


jin the use of vinyl for certain 


book coverings. The excess plastic 
“lip” has been eliminated by fold- 
ing one vinyl layer around anoth- 
er and then sealing them to each 
other electronically. Peterson plans 
an advertising campaign in busi- 
ness papers to promote the new 
technique. Robert E. Rolnik As- 
| sociates, New York, is the agency. 


‘B-D Thermometer Advertises 


| Beckton, Dickinson & Co., Ruth- 
\erford, N. J., has begun its first 
| promotion of fever thermometers 
‘direct to the consumer with inser- 
| tions in fall issues of Good House- 
| keeping, Ladies’ Home Journal and 
haere Magazine. Ads stress that 
B-D thermometers are the “differ- 
| ence between doubt and certainty.” 
| Point of sale and window display 
material is also being used. L. W. 
|Forhlich & Co., New York, is the 
agency. 


a WESTERN HORSEWAN 


THE EYE FOR A BILLION 
DOLLAR MARKET; INSIDE 
FACTS ON THE WESTERN 
HORSEMAN READERS. 
Send for a Copy Today. 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 
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There are plenty of sad little Cinderellas in television far... . We at Ayer believe that the three minutes that sell 
today ... almost all of them commercials. It may be the product should be among the most exciting and com- 
human nature to be carried away by the glamour and pelling of the program. 
glitter of a network show, but don’t get carried too is the coach and four. 


The commercial is the payoff. N. W. AYER & SON, 


In our book, the only profit vehicle 
have no place for pumpkins. 
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Now in 46th place among the 
Nation’s top 50 Cities with 
a population gain of 109%. 
1960 Census 272,239 


and the BIG 5th City of Texas. 


The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 
COMBINED CIRCULATION 105,666 


_EL PASO . o 
_THE FABULOUS SOUTHWEST 


. CAPITAL CITY OF 


‘Washington Star’ Boosts Price 

The newsstand price of the 
Washington Star has gone from 5¢ | 
to 10¢ daily. The Sunday Star re- 


mains at 20¢. It is the first increase | ; : 


\for the Star since 1944. 


The newsstand price of the Wash- i 


| ington Daily News, a tabloid, went 
| from 4¢ to 5¢ Oct. 1, 1956, and the 
| Washington Post from 5¢ to 10¢ 
| Jan. 6, 1958. 


| 

| Two Join ‘House Beautiful’ 

| House Beautiful has appointed 
Don Hassenstein to its Chicago 
‘sales staff and Donald F. Rose to 
\its Cleveland sales staff. Mr. Has- 
senstein formerly was with West- 
\ern Farm Life. Mr. Rose was with 
| Acme Appliance Mfg. 


American Bakers to Henricks 


its advertising. Schnell & Asso- 


Advertising Age, November 21, 1960 


ciates, Chicago, formerly handled 


the account. 


The Salt Lake Tribune 


(MORRING & SUNDAY) 


DESERET INEWS 
Salt Lake Telegram (evenins) 
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| BLUE CHIPS—For the second year, 
| American Bakers Assn., Chica-| 
|go, has appointed William Hen- | 
ricks Associates, Chicago, to handle | 


Renfield Importers, New York, will 
use seven consecutive color pages 
in the Christmas Esquire for its 
| wines and liquors. This is the “cov- 
er” of this year’s insert. Reach, Mc- 
Clinton & Co. is the agency. 


F M Reaches 31% of 
Pittsburghers, but 


‘Some Don’t Know It 


| PrrrspurcH, Nov. 15—Although 
|31% of Pittsburgh homes have fm 
‘or am-fm sets, and fm broadcasts 
,are heard in five out of every six 
of them, many people here still 
|confuse fm with am or even with 
| hi-fi or other “good music” on the 
| air. 
Some 65% of Pittsburghers are 
| not aware of hearing fm anywhere. 
| The remaining 4%, while not hav- 
| ing fm, consists of families some of 
whose members are conscious of 
| listening to fm broadcasts else- 
| where. 

Cc. F. Ackenheil, director of 
| Guide-Post Research, which con- 
| ducted the study, called fm owner- 
| ship an “elusive thing to measure,” 

due in part to uncertainty in peo- 
| ple’s minds about fm. 

| He said that all previous fm sur- 
veys made in this area by his own 
and other survey organizations 
have shown inflated fm set figures. 
Guide-Post, he said, has never re- 
leased the results of several of 
| these surveys because he did not 
|consider them accurate. 


|@ Mr. Ackenheil found that one 
out of every seven persons who at 
| first claimed receiving fm at home 
‘was “dead wrong.” According to 
him, the respondent was usually 
not lying but mistaken—because of 
| the practice of stations with am-fm 
|Simulcasts to announce their call 
letters as “am and fm” on their am 
| broadcasts. # 


Maloney to Wool Council 
Lawrence F. Maloney Jr. has 
|been named to head the New 
York office of American Wool 
| Council. Formerly director of men’s 
| wear promotion in the Wool Bu- 
| reau of New York City, he will co- 
|ordinate activities of the Denver- 
| based council and eastern segments 
|of the trade on trends in wool 
| fashions and joint wool advertising 
| and promotion. 
“Sunshine Names Gorentlo 
| Sunshine Biscuits Inc., Long Is- 
|land City, New York, has appoint- 
|ed Oscar C. Gorenflo national ad- 
| vertising manager, a post which 
has been vacant for more than a 
year. Mr. Gorenflo was formerly 
with McCormick Co., Baltimore. 


Ba a 
_ TRUCK SIGNS 


| OUR SIGN HOLDERS on your fleet of 10 
or more cars or trucks mean you can tell 
| your sales story. to thousands more. Write 


| THE YARDER MFG.CO.'| FREE 
| 724 Phillips Ave., Toledo 12,0. ! PHOTO ALBUM 
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In the vast complex packaging market many men influence decisions. 


Packaging is company-wide and all influences must be sold. 


EVERYBODY who is ANYBODY in packaging reaches for 
MODERN PACKAGING 


' The Complete Authority of Packaging—A Breskin Publication @ @ 
575 Madison Avenue, New York 22, N. Y. 


[ oe ) 


Sales Offices in: CHICAGO, CLEVELAND, LOS ANGELES, ATLANTA, LONDON, FRANKFURT, TOKYO 
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YOUNG & RUBICAM—This agency has spent about $80,000 to equip 
its New York office with closed circuit facilities for film and live tv. 
A line for tape transmission from tape production companies was 
being installed when this story went to press. There is a live camera 
for testing products and auditioning actors and announcers, but 
there are no film cameras or tape playback facilities. Besides the 
audition studio shown here, there are a couple of small theaters, one 
for closed circuit tv, the other for film. 

| top account group scrutiny can kill 


7 
More Agencies 
|off many a good idea before it has 


Operate Own TV |= gers.% sevetpes propery 
Dry Run Facilities 


a great many agencies have in- 
vested many thousands of dollars 
in tv workshop and screening fa- 

Some Say They’re Just 

‘Client Bait’; Others 

Find Experiments Useful 


| exposing commercials in the rough 
production stages to client and/or 


BENTON & BOWLES—tThis agency does its closed 
circuit within-the-agency telecasting on Channel 3. 
The feeds can be live, film or tape (picked up via 
phone lines). The experimental studio has two 
live tv cameras. Counterpart to the tv studio is the 
test recording room. Left to right, at work on an In- 


stant Maxwell House commercial test are Gordon 
Webber, vp and director of broadcast commercial 
production; Ray Lind, vp and manager of broadcast 
production; Maurice Flantzman, copy group head; 
DeWolf Hotchkiss, tv art director, and an unidenti- 


fied man with his back to the still camera. 
cilities with the hope that it will 


help them do a better job with tv. 


New York, Nov. 15—Nowadays 
when an agency man says, Resahy, 
go to the studio,” it doesn’t neces- | 
sarily mean he’s going to call a| 
taxi. Many agencies have opened | 
their own workshop studios within | 
or near the agency offices. 

Are these more-or-less well | 
equipped tv-film-radio studios that | 
have been added to the company | 
overhead by many broadcast-| 
minded advertising agencies a nec- | 
essary working tool, or, are they, | 
as is sometimes whispered along | 4 
Madison Ave., client bait? | = 

Some creative men insist that an | 
on-the-spot workshop is a very | 
useful place for experimenting | 
with new tv sales ideas at a price | 
that the client can afford to pay. 


J. WALTER THOMPSON CO.—This agency maintains a spacious tv 
workshop, equipped with two broadcast quality b&w tv cameras, a 
color tv camera, two film cameras, a full sound-stage studio, a battery 


of lighting equipment, a permanent kitchen, lots of flats and props, 
animation stand and editing facilities. The workshop is joined by co- 


s Others are of the opinion that axial cable with the JWT offices and with tape facilities in the city. 


sg eee a 


en 


McCANN-ERICKSON—The 18th floor at 485 Lexington Ave. houses 
six studios used for various tv purposes. Studio 3 has a live camera 
that is employed mainly for talent auditions. A master control room 
and a console board make it possible to feed closed circuit telecasts 
of film programs or commercials or live talent auditions throughout 
the 14 floors occupied by McCann. There are facilities to hook di- 
rectly to each of the three networks. Agency executives watched a 
film on closed circuit from the West Coast recently. 


N. W. AYER & SON—This agency spent about 
$90,000 to equip its tv-radio department. There are 
two “studios.” One is a screening room, the other a 
combined broadcast studio-test kitchen, with two 
cameras. Both are manned by a fulltime staff of 


union technicians, two of whom are shown at work 
in the picture above, with Gil Rose, Ayer workshop 
head, “on camera.” There is a closed circuit setup 
for feeding live and film telecasts to offices and con- 
ference rooms and the agency screening theater. 


FCC Okays New Stations 


“The Federal Communications 
Commission has authorized Sam 
H. Bennion to build a tv station 
to operate on Channel 13 in Twin 
Falls, Ida. The commission also 
approved a new station for the 
Christian Broadcasting Network, 
Channel 27, Portsmouth, Va.; Tur- 
ner-Farrar Assn., on Channel 15, 
Poplar Bluffs, Mo., and Translator 
tations for Palm Springs, Cal., 
repeating XETV, Tijuana, Mex.); 


Santa Rosa, N.M., and Pagosa|Westinghouse Names Winget 
Springs, Colo. (from KOAT-TV,| wy. w. Winget has been appointed 
Atbuquerque); and Trancas, Cal. to the new post of marketing man- 
(from KRCA Los Angeles). ‘ager of the elevator division of 
| Westinghouse Electric Corp., Jer- 
Ferrell Mtg. Names Barlow |sey City, N. J. Mr. Winget was for- 
Ferrell Mfg. Co., Groton, N. Y.,|merly general service manager of 
manufacturer of Ship’N Shore boat | the division. 
horns, has appointed Barlow Ad- | 
vertising Agency, Syracuse, to han- Conti Adds 3 Accounts 
dle national advertising, product | Conti Advertising Agency, Ridge- 
publicity and corporate public rela- | wood, N. J., has been appointed to 
tions direct advertising and promotion 


for Electronic Mechanics, Clifton,; DeVinny Opens Rep Office 

N. J.; Princeton Electronics Corp., Bob DeVinny has formed his 

Princeton, N. J.; and Temperature own film and magazine represen- 

Engineering Corp., Riverton, N. J. | tative company, DeV Co., with of- 

‘ |fices at 1736 Stockton St., San 

Ehrlich to ‘Sales Management’ Francisco. Mr. DeVinny was for- 
Richard M. Ehrlich, formerly'| merly with KYA, San Francisco. 

with Fletcher Richards, Calkins & |, 

Holden, has joined Sales Manage- |‘SEP’ Prometes Vann 

ment, New York, as manager of | “.The Saturday Evening Post has 

sales promotion.He succeeds Phil- |promoted Carl L. Vann from its 

ip L. Patterson, who was named (trade relations staff to its Atlanta 

division sales manager. ‘sales staff. 
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Jamieson to Mactadden Two Fashion Agencies Merge 
Lloyd C. Jamieson, formerly Mathews-Latham and Maxwell- 

with McCall Corp., has joined Mac-|Gray, both specialists in fashion 

fadden Publications, New York, as | publicity and fashion advertising 

assistant to the director of research. counseling, have merged to form 


PUBLICITY . 


'505 Fifth Ave., New York. The 
in 2093 Cities! 


Meyer & Behar Adds One 

| Secure-Ur-Trip Inc., New York, 
has appointed Meyer & Behar Ad- 
vertising, New York, for advertis- 
ing and promotion of Secure-Ur- 


jcompany will be represented in 


Italy and France by Jane Gray 
and in England by Eleanor Hughes. 
Send for a copy of FEATURE 
Magazine, America’s prime 
publicity medium. It reaches 
all editors in the 2093 larg- 
est cities of the U.S. with 
your feature releases. 
Hailed by Newsweek! Used 
by scores of major compa- 
nies and top PR firms. On 
your letterhead, please. 


CENTRAL FEATURE NEWS, INC. 
1475 BROADWAY. LO 4-3123 


|and magazines will be used initial- 
lly. 


| 
‘Force to IBM 

Charles R. Force, formerly with 
| McCann-Marschalk, has joined the 
'data processing division of Inter- 
/national Business Machines Corp. 
las creative supervisor in the ad- 
ivertising department. 


|Trip seven day accident and life) 
/highway insurance. Newspapers | 


Advertising Age, November 21, 1960 


expensive than doctors’ bills. 


| 


| 


| 
| 
| 
| 


shown. 


New York, Nov. 15—Exam- 
ples of Mark Twain as a copy- 
writer are shown in “Mark 
Twain Himself,” a new pictorial 
volume published by Thomas 
Y. Crowell Co. at $10. 

The book contains more than 
600 pictures, among them ads 
for Twain’s books and lectures. 
Milton Meltzer, editor of the 
volume, points out that Twain 
wrote all these ads himself. 
(Mr. Meltzer, well known pr 
man in the pharmaceutical field, 
is now vp of Editorial Projects 
Inc. and editor of its publica- 
tion, Pediatric Herald.) 


= The ads show that Twain 
brought his irreverent sense 
of humor to his copywriting. 
Note the accompanying ad for 
“Huckleberry Finn,” in which 
he touts his book as “a cure for 
melancholy—nine-tenths of our 
ills are due to an over-burdened 
mind, an over-taxed brain, or 
imaginary troubles that never 
come. An amusing book is a 


This book is simply irresistible, and is 


or imaginary troubles that never come. 


Mark Twain, New Book Shows, Was Offbeat 
Copywriter on Ads for Own Books, Lectures 


panacea more agreeable than 
medicine and less expensive 
than doctors’ bills.” 


# Also, the accompanying ad for 
a Mark Twain lecture at New 
York’s Cooper Institute closes 
with: “Doors open at 7 o’clock. 
The Wisdom will begin to flow 
at 8.” 

In another ad, for a lecture in 
San Francisco, Twain said, “Or- 
gies to commence at 8 p.m.,” 
and he then appended this con- 
cluding statement: 

“The public displays and 
ceremonies projected to give fit- 
ting eclat to this occasion have 
been unavoidably delayed until 
the 4th. The lecture will be de- 
livered certainly on the 2nd, and 
the event will be celebrated two 
days afterward by a discharge 
of artillery on the 4th, a proces- 
sion of citizens, the reading of 
the Declaration of Independ- 
ence, and by a gorgeous display 
of fireworks from Russian Hill 
in the evening, which I have or- 


# MARK TWAIN'S LATEST BOOK. # 
‘THE ADVENTURES OF RIUCKLEBERRY FINN. 


TOM SAWYER’S COMRADE. 


EVERY LINE FRESH AND NEW. 
NOT a sentence of this book has ever before appeared in print in any form. 
ALL the illustrations are new, and were made expressly for this book at great expense. 
WRITTEN IN MARK TWAIN’S OLD STYLE. 
nounced by an author OF WORLD-WIDE reputation and HIGH AUTHOR- 
1TY, who has read the manuscript : ‘‘ The brightest and most humorous book that Mark Twain has ever written.” 


A BOOK FOR THE YOUNG AND THE OLD, THE RICH AND THE POOR. 


A Cure for Melancholy.—Nine-tenths of our ills are due to an over-burdened mind, an over-taxed brain, 
An amusing book is a panacea more agreeable than medicine and less 


* A MINE OF HUMOR # 


FvLt of startling incidents aud hair-breadth escapes. 366 Paces and 174 ORIGINAL ILLUSTRATIONS, NEARLY 
One Hunprep Paces Larger THAN “ADVENTURES OF Tom SAWYER,” with fourteen more illustrations, 
better printed and more attractively bonnd, yet afforded at the same price. 
SOLD ONLY BY SUBSCRIPTION. 
Price in fine cloth binding, plain edges, - - 
Leather Library Style, sprinkled edges, - - 
Half Morocco, marbled edges, - ~ - - 


Note.—The cloth bindings are in blue and olive green. Green will be sent unless otherwise ordered. 
PUBLISHED BY CHARLES L. WEBSTER & CO., NEW YORK CITY. 


$2.75 
3.25 
4.25 


Prxksons entering their names upon the blank pages in this Prospectus will be considered as subscribers for the work. 
No MONEY 18 REQUIRED UNTIL THE DELIVERY OF THE BOoK 


No obligation will rest upon any one to receive the book unless it equals, in every respect, the description given and sample 


COOPER INSTITUTE 
The Sandwich Islands. 


——] 


By Invitation of s large number of prominent Californians and 
Citizens of New York, 


MARK TWAIN 


Wit DELIVER & 


Serio-Humorous Lecture 


KANAKADOM 


THE SANDWICH ISLANDS, 


at 


COOPER INSTITUTE, 
On Monday Evening, May 6, 1867. 


TICKETS FIFTY CENTS. 
For Sale at Cmoxunino & Sons, 652 Rroadway, and at the Principal 
Motel 


Doors epen at 7 o'clock. The Wisdom will begin to flow at 8. 
1-21 


dered at my sole expense, the 
cost amounting to eighty thou- 
sand dollars.” 

If you haven’t guessed by 
now, the Twain lecture was 
scheduled for July 2. 


McGraw-Hill Boosts Two 


Henry J. Carey has been named 
to the new title of manager of mar- 
ket research and circulation of 
Electrical Merchandising Week, 
published by McGraw-Hill Pub- 
lishing Co., New York. At the same | 
|time Bob Tucker has been named 
director of creative marketing for 
the trade publication, succeeding 
Wayne Smith, who becomes editor 
‘of a new McGraw-Hill annual, 


Home Goods Data Book & Buyer’s 
Guide. Mr. Carey and Mr. Tucker 
formerly were assigned to other 
McGraw-Hill publications. 


|duces synthetics and blended 
fabrics for the women’s and chil- 
dren’s trades. 


Lowenstein Boosts Deerson 
Charles Deerson, sales manager 
of the Pacific Mills Fabrics, Dept. 
'91, a division of M. Lowenstein & 
Sons, New York, has been appoint- 
ed merchandising head of the de- | 
partment. The department pro- 


Bloomington-Normal. lincis Tha Main Street 
J, Without: a Panic Button 


Illinois’ Richest Counties 
No panic here. A single advertising 
test market 


SELL YOUR CLIENTS PUBLICITY! 
WE'LL DO IT FOR YoU! 

Your Client Pays Only For 
Results . . . No Fees Or Retainer. 
MORRIS L. ROTH PUBLIC RELATIONS 
510 No. Dearborn, Chicago 
Whitehall 4-6998 


The Memphis Metro Market plus 75 other 
counties! That’s right—a TOTAL MARKET 
with a population of over 2,500,000 having 
an annual Consumer Spendable Income of 
$2,917,353,000. 


This TOTAL MEMPHIS market ranks 
among the top 15 markets in the Nation. 


Memphis Newspapers belong near the top 
of your media list. 


Write For All The Memphis Facts 


The 
Dominant _. . THE PANTAGRAPH . . . 


eae, this golden, seven county 
Dailies a7” a “hometown newspaper that merits the attention of more than 
‘ ¥ 40,000 families in the 791, mile wide ‘‘main street” of the 
in the 


i Bloomi N | area. 
! 
| Mid-South 


Ai letal 


PANTAGRAPH land is smack in the middie of the golden central 
IMinois corn belt. 178,000 prosperous people maintain a surprisingly 
even balance between industry, agriculture, educati and g t 
good living. Each year they spend over 233 million dollars from 
incomes that are 20% above the national average. 


R.0.P. Spot Color — plus Full Color (black and 1, 2, or 3 colors 
available Daily and Sunday) 


Bloomington-Normal, Illinois 


PANTAGRAPH 


Represented by: Ward-Griffith Co., Inc. 


; THE — 
COMMERCIAL APPEAL 


MEMPHIS ~~ 
-PRESS-SCIMITAR 


SCRIPPS HOWARD NEWSPAPERS 


@ 178,000 prosperous people 

@ income 20% above national average 
@ Balanced industry, agriculture, education 
@ 233 million dollars a year retail market 
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PROGRESS REPORT No. 209 


November 9, 1960 


SCIENTIFIC 
AMERICAN 


THE MAGAZINE READ BY TECHNICAL MANAGEMENT 


NOBEL PRIZE AUTHORS 


All four Nobel Prizes in science this year went to scientists who 
have written for SCIENTIFIC AMERICAN about the work for which 
each received his prize, 


The 1960 Nobel Prize in Physics went to Donald A. Glaser, now at 
the University of California, Berkeley, for his invention of the 
bubble chamber, an instrument for detecting nuclear particles, 


as reported in his article "The Bubble Chamber," SCIENTIFIC 
AMERICAN, February, 1955. 


The 1960 Nobel Prize in Chemistry went to Willard F. Libby, now 
at the University of California at Los Angeles, for his work in 
the application of the constants of radioactive decay to the 
measurement of geological time, as reported in his article 
"Tritium in Nature," SCIENTIFIC AMERICAN, April, 1954. 


The 1960 Nobel Prize for Physiology and Medicine went to Sir 
Macfarlane Burnet of Australia and P. B. Medawar of England for 
“the discovery of acquired immunological tolerance." Burnet re- 
ceived his prize for his theoretical contribution to this dis- 
covery, as reported in his article "How Antibodies Are Made," 
SCIENTIFIC AMERICAN, November, 1954. Medawar received his prize 
for his experimental confirmation of Burnet's theory, as reported 


in his article "Skin Transplants," SCIENTIFIC AMERICAN, April, 
1957. . 


ty The 1960 Prizes bring to a total of 23 the number of SCIENTIFIC 
i AMERICAN authors who received this distinguished award. 


} Sincerely, 


, Martin M. Davidson 
Advertising Manager 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVENUE, NEW YORK 17, N.Y. MURRAY HILL 8-3900 
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United Spot Moves in L. A. 

United Spot Sales has moved its 
Los Angeles office to 6362 Holly- 
wood Blvd. 


we 
= 
= 
G> 
aaa 
v7 


USTOM MADE 


i 


D 
00 


—- RNS 
— T = a 
7 = aay 
+ — omg 
> a~ oad 
a4 
= 
= 
—— 
pan 
ba 


*SWINGLES are swinging jingles that SELL! | 


They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 


Put this record to work for you. Write. wire or call. 


THE JINGLE MILL 


143 W. S5ist St., N.Y. 19, N.Y. @ Plaza 7-573 


| 
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TOP GOLFER—The trophy for low net at the recent tournament put on 

by the Advertising Golf Assn. of Washington is presented to Jack 

Ehrig (right), Kraft, Smith & Ehrig, Seattle, by Jack Ballard, Scan- 
dinavian Airlines. The trophy is Mr. Ehrig’s for one year. 
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<ota and Wisconsin counties. 
twin ities area... Minneapolis 


and St. Paul. . -weesunts for only five of these 


ie * (GREATON MINNEAPOLIS-ST. PAUL TELE- 
~ o MBIGIIS MEGS clevision’s dominance of, not 


only the five metropolitan counties, but the other 


63, too. 


*Sales Management's 1960 Buying Power 


For further details call 
Peters, Griffin, Woodward, Inc. 


‘American Metal Market’ 
Changing to Tabloid 

American Metal Market, New 
York, will change from standard 
newspaper to tabloid format on 
Jan. 2, 1961. Rates, currently based 
on $813.40 a b&w page, will be 
based on $490 a page. 

The daily polled its 13,000 sub- 
scribers, who came out 4-1 in fav- 
or of the change. So far two pilot 
issues have been published, with 
three more scheduled by the end 
of the year. 


Monk Names Hartman; 
Adds Valspar Corp. Account 
David E. Hartman has joined 
Howard H. Monk & Associates, 
Rockford, Ill., as an account exec- 
utive. Mr. Hartman was formerly 
advertising and sales promotion 
manager of Gerber Plumbing Fix- 
tures Corp., Chicago. 
Valspar Corp., Rockford, 
manufacturer of varnishes and 
paints, has appointed Monk to 
handle its advertising. 


Ill., 


Ziegler, Lesser to Del Wood 

William Ziegler Jr. and Roland 
Lesser have joined the New York 
office of Del Wood Associates as 
account executive and media re- 
search manager, respectively, for 
Real-Kill products. Mr. Ziegler was 
formerly with J. Walter Thompson 
Co. Mr. Lesser was advertising 
manager for Longines-Wittnauer 
watches. 


Harrison-Shea Adds Account 

National Donut Shops, Detroit, 
has appointed Harrison-Shea Ad- 
vertising, Detroit, to handle its ad- 
vertising. Operating under the 
name Jolly Roger Donut Shops, 
National’s installations operate on 
the East Coast, in the Midwest and 
in Texas. 


Advertising Age, November 21, 1960 


Coming 
Conventions 


| *Indicates first listing in this column. 
Nov. 21-22. National Assn. of Broadcast- 
| ers, fall conference, Edgewater Beach Ho- 
tel, Chicago. 
| Nov. 28-29. National Assn. of Broadcast- 
| ers, fall conference, Biltmore Hotel, New 
York. 
Nov. 30. American Assn. of Advertising 
Agencies, east.central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 


Dec. 13. Assn. of National Advertisers, | 


| workshop on “Gaining Sales Force and 
| Trade Support for Your Promotional Pro- 
| gram,” The Plaza, New York. 

| Dec. 28-30. American Marketing Assn., 
| winter conference, 

Louis. 

Jan. 15-18, 1961. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Jan. 26, 1961. Assn. of National Adver- 
tisers, Workshop on Advertising Evalua- 
tion, Plaza Hotel, New York. 

Feb. 1, 1961. Advertising Federation of 
America, midwinier conference, Statler 
Hilton Hotel, Washington, D. C. 

Feb. 14-15, 1961. Assn. of National Ad- 
vertisers, cooperative advertising work- 
shop, Hotels Ambassador, Chicago. 

Feb. 16, 1961. Business Publications Au- 
dit, annual meeting, Hotel Biltmore, New 
York. 

Feb. 24-25, 1961. Newspaper Advertis- 
ing Executives Assn. of the Carolinas, 
winter meeting, Hotel Francis Marion, 
Charleston, S. C. 

March 2, 1961. Associated Business Pub- 
lications, winter conference, Hotel Roose- 
velt, New York. 

March 12-17, 1961. Associated Business 
Publications, management seminar, Arden 
House, Harriman, N. Y. 

March 16-21, 1961. National Federation 
of Advertising Agencies, annual manage- 
ment conference, Sahara Hotel, Las Vegas. 
Nev. 

March 26-30, 1961. National Business 
Publications, annual spring meeting, E]) 
Mirador, Palm Springs, Cal. 

April 21-22, 1961. Advertising Federa- 
tion of America, 9th District convention. 
Savery Hotel, Des Moines, Ia. 

May 4-6, 1961. A Pub- 
lications, spring meeting, The Homestead. 
Hot Springs, Va. 

May 21-24, 1961. National Newspaper 
Promotion Assn., annual convention, Wal- 
dorf-Astoria Hotel, New York. 

May 28-31, 1961. Advertising Federation 
of America, annual convention, Park 
Sheraton Hotel, Washington, D. C. 

*June 11-14, 1961. Assn. of Industrial 
Advertisers, annual conference and ex- 
position, Statler Hilton, Boston. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

July 9-12, 1961. Newspaper Advertising 
Executives Assn., Statler Hilton Hotel, 
Detroit. 

Oct. 6-9, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


jated Rusi 


Ted Bates Names Three 


Arnold Smoller and Donald M. 
Zyckert have been appointed ac- 
count executives on the Wallace 
Laboratories account at Ted Bates 
& Co., New York. Mr. Smoller for- 
merly aas product manager with 


Revion. Mr. Zuckert has been as- 
sistant to the director of medical 
|research at Bates. Bates also has 
transferred Charles D. Dunkin, vp 
in charge of client research since 
1956, to the Colgate-Palmolive Co. 
jaccount group as vp and account 
executive on Colgate dental cream. 


Coronado Hotel, St. 


Three wonderful ways to give famous 


OLD FORESTE 


THREE a on 


THREE WAYS—Brown-Forman Dis- 
tillers Corp., Louisville, will de- 
scribe three ways to give Old For- 
ester Kentucky bourbons in news- 
paper ads scheduled during No- 
vember. Erwin Wasey, Ruthrauff 
& Ryan, Chicago, is the agency. 


Shulton Sets Heavy Drive 

Christmas advertising for Shul- 
ton Inc., New York, includes four- 
color pages and spreads in eight 
magazines, five Sunday supple- 
ments, 1,300-line newspaper ads in 
top markets, spot radio in major 
markets and a heavy concentration 
of television spots between 
Thanksgiving and Christmas, plus 
the “Shulton Holiday Playhouse,” 
five half-hour shows to run on 85 
stations beginning the week of 
Nov. 20. Wesley Associates, New 
York, is the agency. 


‘Free Press’ Revises Rate 

The London Free Press, London, 
Ont., will revise its general ad rate 
to 36¢ per agate line, effective 
Jan. 1, 1961. At the same time, col- 
or rates will be revised as follows: 
for black and one color, $100; two 
colors, $175, and three colors, $250. 
Formerly, general rate was 34¢ and 
color, $90, $150 and $200, respec- 
tively. 


Barker Joins ‘Times’ 
International Edition 


the Thayer Laboratory division of | 


Richard B. Barker, formerly with 
| Pyrofax Corp., New York, has 
|joined the New York Times as 
| promotion manager of its interna- 
| tional edition, Paris. 


THE WESTERN HORSEMAN 
Readers Own 936,743 


Head Horses, 
8,166,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


MEDIA 
DEPT. 


winner, going away. 


into the market’s TV 


local programs keep 


right over. 


**South Bend’s Your Best Bet!”’ 


Young man — put the odds in your favor by picking the 
South Bend market. This Metro Area alone has a house- 
hold income of $7553, highest in Indiana! Include the 
other 14 counties of the South Bend market, and it par- 
leys into $1.7 billion in buying power. South Bend’s a 


And here’s how to pick the daily double. Let WSBT-TV 
carry your product colors. This station has the inside track 


homes . . . year after year gets over 


45% share of sets in use . . . currently carries 35 of the top 
50 locally-favored programs. Top-rated CBS shows and 


WSBT-TV in the winner’s circle! 


Want the latest scoop? Call your Raymer man. He’ll trot 


WSBT-TV © 


SOUTH BEND, INDIANA  Channei 22 


Ask Paul H. Raymer, National Representative. 
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It’s New! It’s Revolutionary! 


The Houston Chronicle Now Offers Both 
FREQUENCY LINAGE and BULK LINAGE 
DISCOUNT CONTRACTS 


ee Sa 


bl ADVERTISING 


ae aes 


"FREQUENCY LINAGE CONTRACT DISCOUNTS 


The discount for the frequency linage contract also applies to color premiums. 


Size of Discount Discount | » Discount Discount Discount Discount 
Aibeniienmeas 5 Times 10 Times 20 Times 30 Times 40 Times 50 Times 
In 12 Months | In 12 Months | In 12 Months | In 12 Months | In 12 Months. | In 12 Months 

100- 299 Lines 1% 2% 4% 6% 8% 10% 
300- 599 Lines 2% 4% 6% 8% 10% 12% 
600- 999 Lines 3% 6% 8% 10% 12% 14% 
1000-1499 Lines 4% 7% 10% 12% 14% | 16% 
1500-2399 Lines 5 % 8% 12% 14% 16% 18% 
2400 Lines (Full Page) 7% | 10% | 14% | 16% 18% 20% 


BULK LINAGE CONTRACT DISCOUNTS 


Discounts for bulk linage contract also apply to color premiums. 


Line Rate 

Linage Discount ——— 
Daily Sunday 
2,400 Lines In 12 Months 1% .644 .663 

5,000 Lines In 12 Months 3% .63 .65 

10,000 Lines In 12 Months 5% .618 .637 
25,000 Lines In 12 Months. 8% 598 .616 
50,000 Lines In 12 Months 10% 585 _ ,603 


In Houston, The Chronicle 


Reaches More People 
Carries More Advertising 
Sells More Merchandise 
. AND NOW OFFERS ADVERTISERS EXTRA SAVINGS, TOO 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper 
The Chronicle is a MUST Buy! 
The Branham Company — National Representatives 
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Canadian 
Mar ket 


Issue 


GNP Off 1.5%... 
Recession Signs 
Hit Canada, but 
Spirit Is High 


Second Quarter Sees 
Dip in Employment, | 
Profits, Farm Income | 


TorRONTO, Nov. 16—At this time | 
last year, Canada was in the mid- 
dle of a moderate boom. It began | 
1960 in what the economists called 
“a generally encouraging position.” | 
But now the picture has deterior- | 
ated into something of a recession. | 

The gross. national product, 
which was on the rise in the first | 
quarter, flattened out and slumped | 
somewhat in the second; the num- | 
ber of unemployed was up; im-| 
ports were outrunning exports; 
corporation profits were down; 
business failures were increasing; 
there was a slide in capital spend- 


Gross National Product 
Dips in Second Quarter 


(Billions of Dollars) 


GROSS 

4 NATIONAL PRODUCT 

ot Market Prices 
ae 


32 


| 
| 
} 


uomiive 


1958 1959 


iumive noumwit " 


1957 1960 


CANADIAN DROP—Canada’s GNP fell| 
in the second quarter, following the 
slowdown in the rate of advance in| 
the first quarter. Source: Dominion | 
Bureau of Statistics. 


ing; farm income was off. 


s The decline in the gross national 
product—down about 1.5%, to an 
annual rate of $35 billion—was at- 
tributed by the government large- | 
ly to a drop of 8% in exports of 
goods and services; reduced do- 
mestic demand created by lowered 
spending on new housing, indus- 
trial plant and equipment; and a|} 
$300,000,000 contraction in  busi- 
ness inventories. The GNP drop, 
significantly, was the first since 
early in 1957. 

According to the Dominion Bu- 
reau of Statistics, “the decline of 
11% in seasonally adjusted cor- 
poration profits in the second 
quarter was one of the sharpest on 
record. Manufacturing profits de- 
clined by 11%, associated with a 
drop of 3% in manufacturing pro- 
duction. Declines of over 20% oc- 
curred in iron and steel products, 
electrical apparatus and. supplies 
and wood products, with smaller 
losses in .chemicals, textiles and 


(Continued on Page 94) 
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Canada’s Top Ten Agencies, 1959 


(Billings in Millions of Dollars) 
HOR 1959 Billings [} 1958 Billings 


AGENCY RANK 
M Advertuing Co. 1 aaah call 
aclaren Advertising Co 27.4 


Cockfield, Brown & Co. 2 26.1 


James Lovick & Co. 3 
‘ McKim Advertising 4 


Vickers & Benson 5 


McConnell, Eastman & Co. 6 © 92 
r 
; pommremmeeninne = aad 
' Stanfield, Johnson & Hill 6 93 i 
= t 
Foster Advertising 7 aE : 


7 
7 


F. H. Hayhurst Co. 8 aie 


Baker Advertising 9 er 


Spitzer & Mills 10 ‘aeervi * Not reported. . 

i x 
List excludes U. S.-basea agencies billing $6,000,000 or more: | 
McCann-Erickson, $6.0; Young & Rubicam, $10.0, and J. Wal- | 
ter Thompson Co., $11.0. j 


ee 


2 a rn aa oe a a ar newer 


‘They're Only Here as a Tax Dodge’... 
Canadian Admen Bemoan Influx 
of U.S. Agencies, Feel Pinch 


U. S. Agencies Now Bill 


seeking new business here. 


While some are more vocal than 


$75,000,000; Standards ‘others in demonstrating their ani- | 


Raised by Competition 


ay tas eee |from south of the border. 


Toronto, Nov. 16—Canadian) 


trolled shops that are actively | (Continued on Page 78) 


‘So Many New Products’... 


Canadian Agency Men 
See Billings Up 2.5% 


But Minority Talk of 
_ Recession, Expect Ad 
| Lag in Some Areas 


| much doubt that we are in a reces- 
| sion right now; agencies have been 
| hit by it. I expect Canadian agency 
| billings to be off anywhere from 
15% to 10% this year.” 
By James V. O’Gara But the pessimistic outlook was 
| F | decidedly in the minority when 
Toronto, Nov. 17—Canadian| AA talked with advertising men 
| advertisers, agency and ; media | and others in Toronto, Ottawa and 
/men seem almost unanimously | Montreal. The evidence seemed to 
optimistic in the face of multiply- | indicate that, when all returns are 
| ing reports that would indicate the in, it will be found that Canadian 
jeconomy is having trouble and |agencies billed about 2.5% better 
| may be headed into a recession. | jn 1960 than last year. Commis- 
| As witness: | sionable billings of 122 agencies in 
'e One highly-placed advertiser | 1959 amounted to $245,145,919—a 
executive—whose prognostications | gain of 6.9% over 1958’s total of 
|for AA have held up well in the | $237,654,038. 
| past—said he regarded the current| Moreover, 1960 estimates on net 
signs of recession as “temporary | 2dvertising of Canada’s print me- 
phenomena.” He saw advertising | dia—made by the Maclean-Hunter 
budgets for 1961 at least holding | "esearch department—indicate that 
even with those of this year, “and | these media will ring up a total of 
'’60 budgets are currently running | $278,000,000. This figure would be 
|2% or 3% ahead of last year.” nearly 2.5% better than the esti- 


| ; |mated 1959 performance of $270,- 
|e A top agency boss confirmed | 990,000. 


| that 1960 budgets were indeed | 

|\“*holding up.” At worst, he thought | 

Phicom might be a 1% decline. As |@ As the chart on Page 04 shows, 

for 1961, he said confidently, “To- |"€WSP@Pers, magazines, business 

tal advertising will be up; I can | publications, telephone and city 

see nothing that will make the | aes wee no 
> ” |publications, all s om 

| agency business plummet. |gains this year. Only farm publi- 

|e A pivotal publisher predicted | cations are expected to be off, by 

|magazines will gain linage and | $250,000. 

|circulation. He scotched pessimis-| Magazines, believed to be reach- 

| tic economic reports with the com- ing $20,800,000 this year, were al- 

|ment, “How can we help but get/ready at the $18,150,000 level at 


| more advertising when manufac-|the end of October. This repre- 
turers are coming out with sO | sented a gain ef $1,690,000 over the 
|many new products?” | ten-month total for 1959. News- 


|e A head of a growing industrial | P@aPers, accounting for some 70% 


‘ ¥ tot 'of all print media revenues, will go 
mosity, a survey showed that none advertising agency ventured that 7 . , 
of those questioned had anything|ad volume in his field in 1961 |t© an estimated $195,000,000 this 


| flattering to say about competition | “should be 10%, maybe 15% bet- | Year—more than $2,000,000 ahead 


| ter than this year.” |of the ’59 total. 


U.S. agencies have been doing| | ; 
‘agency men are becoming more) business in Canada for more than, ® On the other side of the fence 8 What of 1961? A magazine of- 
|hostile to the 20-odd U.S.-con- | 25 years, but it is only since World | was the leading agency exec who ficial summed up the coming year 


declared flatly: “There is not (Continued on Page 74) 


Estimated Advertising Expenditures in Canada, 1946-60 


(000 Omitted) 

a ere a ene aa pe fe ———— eee enabety. sain ie 

Net Advg. (Time-Tolent-Production) Net Advg. Direct Mail imported Commission 

Revenue, Gross Adv. Expenditure Revenue, Printed Advertising (Excluding 
__ Pertediente wee a Cor Postage ROS ae: —: 
1946 $ 70,000 $14,000 $— $ 7,000 $ 4,700 $ 24,265 $1,887 $ 7,000 $128,852 
1947 86,991 15,096 oon 8 300 5,500 30,480 2,312 8,497 157,176 
1948 4 100,035 18,215 nds 10,000 6,200 36,663 3,181 9,642 183,916 
1949 4 117.853 20,130 ccomiam 11,400 7,100 41,036 3 866 11,403 212.788 
1950 127,491 22,818 ante 12,900 8,000 46,060 4,507 12,118 233,894 
198y 140.733 27,572 non 14,200 8 800 49,868 4,633 13,418 259,224 
Ws. 157,049 31,487 200 15.500 9,500 55,740 5,143 15,035 289,654 
1953 180,824 35,647 4,000 16,660 10,300 60,609 6 507 17,527 332,014 
1954 194,622 35,279 11,400 17,607 11,100 65.488 7,089 18,375 360,960 
41955 212,474 37,500 31,500 18,600 12,100 72,118 7,528 19,746 411,566 
956 240,097 43,859 51,500 19,600 13,000 78,320 7,930 22.261 476,567 
57 30575 51,000 0.000 20,500 13,870 83 561 8.166 23.879 510 551 
1958 259.600 65,000 71,000 21,500 14 600 89,000 8 695 24,193 553 538 
1959 270,000 67,300 -80.000 22 400 15,500 95,000 9.000 25,500 585,000 
; 278,000 72,000 90,000 73,300 16,400 100,000 9,500 26,600 615,800 
Source: Madeon-tHunter -resserch department, — patie Si. Lees a, ee eee oe Baca Oe ea pee S55 
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TOPS IN GENERAL ADVERTISING 
WITH 3,285,679 LINES OF GENERAL 
ADVERTISING FOR THE FIRST NINE 
MONTHS OF 1960. 

THE TELY IS TOPS IN TORONTO.“ 


TOPS IN AUTOMOTIVE ADVERTISING 
WITH 1,441,232 LINES OF AUTOMO- 
TIVE ADVERTISING FOR THE FIRST 
NINE MONTHS OF 1960. 

THE TELY IS TOPS IN TORONTO.* 


TOPS IN GENERAL GROCERIES 
WITH 917,846 LINES OF GENERAL GROCERIES 
ADVERTISING FOR THE FIRST NINE MONTHS 


OF 1960. 
THE TELY IS TOPS IN TORONTO.* 


TOPS IN DEPARTMENT STORES 

WITH 3,775,062 LINES OF DEPARTMENT 
STORE ADVERTISING FOR THE FIRST NINE 
MONTHS OF 1960. 

THE TELY IS TOPS IN TORONTO.* 


TOPS IN CIRCULATION INCREASE 
WITH A DAILY INCREASE OF 8,487 
THE TELY IS TOPS IN TORONTO.** 


Media Records Inc., Sept., 1960 
©° ABC Publishers’ Stotements For Six Months 


Ending Sept. 30, 1959, end Merch 31, 1960, 


John B. Stark, Director of Advertising 

Montreal: Lorne Main, 938 Dominion Square Bidg. 

U.S.A.: O'Mara & Ormsbee, Inc., 342 Madison Ave., New York 

England: D. A. Goodall, 4 Old Burlington Street, London, W.1. 

Florida: McAskill, Herman & Daley, Inc., 4014 Chase Ave., Miami Beach 40 
New England: fom McGill, 110 Believue St., West Roxbury, Mass. 


THE TELEGRAM 
Daily plus Weekend 
Toronto, Canada 


Advertising Age, November 21, 1960 


~R-0-P. Color Linage Grows 
in Canadian Newspapers 


11,702,046 
10,082,514 


local Nat'l Total local Nat’! Total local Nat'l Total 


1957 1958 1959 


COLOR RISE—In 1959 r.o.p. color linage in Canada increased 19% over 

1958. The number of national r.o.p. ads was 11,484 in 1959, as against 

9,759 in 1958. Local r.o.p. ads totaled 5,017, compared with 4,056 

in 1958. R.o.p. linage in the first half of 1960 rose 2% over the previ- 

ous first half, totaling 11,500,000 lines, the Canadian Daily Newspa- 
per Publishers Assn. reported. 


7 ail; | advertiser—who, incidentally, con- 
Canadian Billings *** ‘trols a fairly substantial budget— 
{seemed to be predicated on the 
for his medium like this: conviction (not universally held) 

“Food advertising will be up,|that “advertisers will not be so 
what with more companies, more | quick as they once were to cut 
new products and increasing ag- | down on their promotional dollars 
gressiveness in merchandising. | in the face of a recession.” In his 
Cosmetic and proprietary adver-|view, “they have a far greater 
tising will advance, as will fibers | understanding” today of the need 
and textiles. Appliances will go|for continued promotional invest- 
ahead, at least in our medium;|ment in the face of adverse eco- 
they’ll get back to more consistent | nomic factors. 
image-building and cut down on | Taking the opposite view was a 


the wheeling-and-dealing. |top-agency executive who said 
“Automotive is probably the | 


flatly that advertisers have learned 

biggest question mark for us, but|no such thing. He said two of his 
there should be a pretty fair|own accounts had sliced their 
amount of advertising around; it | budgets recently, just at the time 
used to be that Canada had three | of year when, in his opinion, they 
auto companies putting out 13 cars, | should have been ‘boosting them. 
today there are 15 companies turn-|“If times get tough, advertisers 
\ing out 40 models. | will still curtail or kill their ap- 

“The soap business can, I think, | propriations,” he said. At the 
be expected to put in a good year moment, he continued, some ad- 
|in magazines, but home furnish-| vertisers have already cut back in 
|ings will probably be down slight- jorder to make their annual net 
ly. And I anticipate a decline in | revenue figure more robust. 
‘alcoholic beverage linage in mag- | 
azines, but that industry will likely # The agency man who said 1960 
increase its total expenditures in | billings will be off anywhere from 
|all other media.” |5% to 10%, also held that in a 
| recessionist “economy—‘which is 
/@ An agency official told AA he | what we’ve got here right now”— 
thought the change in Ontario liq- | the marketing concept will inevit- 
|uor advertising regulations “might | ably decline. “In such an economy, 
|hurt magazines because radio and|how much service can an agency 
|television will. be able to take | sive for 15%?” he asked. He said 
\alcoholic beverage commercials, | Several of his shop’s most impor- 
and besides, there is a growing | tant clients had already instructed 
|number of broadcasting stations.” | the agency to concentrate on cre- 

One advertiser—who dealt in fu- | ative activities and “leave the 
tures not so specifically as the | ™arketing to us.” 
magazine man—indicated never-| Another agency man, who ex- 
theless that he anticipated a good | Pected “lots of movement in ac- 


1961. He said people on the adver- 
tiser side were aware that some 
economists were talking about the 
| probability of a severe recession in | 
| 1962, “with it getting a toehold in| 
|"61.” These economists, he added, 
| were “certainly not talking about 
j}any inventory re-adjustment,” but 
|it was nonetheless his view that 
|the situation “won’t be at all that | 
| bad.” 
| He said he anticipated a slight 
decline in national income and in 
|the country’s gross national prod- 
uct next year, as well as continued 
vexations with the unemployment 
problem. 


# “But no major advertiser I know 
of has cut back his appropriation 
for the final quarter of this year,” 
he went on. “There is some ‘skim- 
ming’ in what advertisers are buy- 
ing, however. For example, they 
are tending to consolidate their 
television shows and to look_hard 
at full versus co-sponsorship. It 
boils down to an attempt to make 
more effective use of their budget 
dollars than last year.” 

Basically, the optimism of this 


| counts” in 1961, said he was con- 


vinced there will be only a “slight” 
recession next year. “All it means,” 
he added, “is that we’ll have to 
sell harder.” He expressed the 
conviction that “the future will be 
quite good for good agencies and 
bad for shops which can’t afford 
to have clients take a really hard 
look at them.” 

“The zigs have so far taken care 


lof the zags” in the economic pic- 


ture, said the head of a leading 
agency, “and I expect total ad- 
vertising will be up in 1961. It will 
be a natural growth; the popula- 
tion is still increasing, and manu- 
facturers are still becoming aware 
of brash young competitors who 
are making use of advertising and 
merchandising.” 


® Recessionist-thinking, said an- 
other adman, has led advertisers 
to a continuing examination of 
their promotional plans and bud- 
gets. One of his accounts, he said, 
had made six revisions, with the 
size of the appropriation being 
whittled a bit each go-round. This, 
and the ensuing delays, have re- 
(Continued on Page 76) 
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THE ECONOMICS OF ADVERTISING 


2% MILLIO 
DOCUMENTED SALES 
FOR AN ADVERTISING 

EXPENDITURE OF $4300 


In all successful advertising there must be a message of public interest...a suggested 


advantage to the reader that will promote a favorable reaction. 


Daily newspapers provide an interested audience for advertisers. . . at the lowest adver- 


tising cost of any medium. 


An interested audience plus low-cost coverage makes daily newspaper advertising the 


cheapest and most effective form of advertising. 


Recently a member of the CAAA* placed an advertisement for a large financial insti- 


tution in CDN PA member newspapers at a cost of $4300. 


This specific advertisement contained a coupon and invited interested newspaper 


readers to fill in such coupon and send an accompanying cheque subscribing 


to the securities being advertised. 


The advertisement in question produced coupons with cheques attached, 


with an approximate value of $2% million. 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Ave., Toronto 1,1. H. Macdonald, General Manager 


* These facts are vouched for by the Canadian Association of Advertising Agencies 
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sulted in “agencies working harder 
for less than in any prior year.” 


But this agency man still antic-_ 
in ad} 


ipated an over-all gain 
volume in 1961. “Most of it in the 
industrial field,” he explained, 


“will be going into merchandising | 
and other promotion, so there will | 


be a very beady-eyed process go- 
ing on in space-buying.” 


® Aside from the usual griping | 


about profits, Canadian agency 
managements are beset this year 
with several other problems. Two 
of these—the “invasion” by U.S. 
shops and the training and up- 
grading of personnel—are covered 


in other stories in this section of | 


AA. A third problem involves, as 
one informant put it, “the diffi- 
culty in making the transition from 
old managements to new ones.” 

In a number of agencies, it de- 
veloped, there are large groups of 
younger men perching on second- 
level roosts, and anxiously eying 
a small group of senior men on 
the top flight. “The problem is 


Nouveau! Dove contient 14 de cold-créam 


CRBS BE 


LOVE THAT DOVE—Three-page gatefold in four colors appears in 
French-language edition of Chatelaine this month. Chatelaine, a 
women’s monthly, went bi-lingual with its October issue. 


|that the younger men can’t seem 
|to find the money available so 
they can buy the elders out of the 
agencies. Some of the older man- 
agement people apparently are 
willing to be bought out, but if the 


to hang on and on.” The situation 


smaller profits. 


money isn’t there they are going | 


makes for uneasiness, unrest and | 


Nevertheless, gross revenue on 
the total billings of Canadian agen- 
cies ($254,145,919) amounted to 
$41,126,958 last year, up 8% over 
$38,073,427 in 1958. And net rev- 
|enue in 1959 (before income taxes) 
increased by 7.1% to $2,903,108. 


Advertising Age, November 21, 1960 


The majority of agencies, 89 in 
all, boosted their average net from 
1958’s $33,232 to $37,887 last year. 
But 33 agencies—with combined 
billings of $39,764,062—showed 
losses for the year averaging $14,- 
206 per agency, as compared with 
an average loss of $12,668 in 1958. 


= Figures reported to the Domin- 
ion Bureau of Statistics indicated 
that of total billings reported by 
the 122 agencies, $250,080,021 went 
to publications, tv, radio and other 
media, while the remaining $4,065,- 
898 went into market surveys, oth- 
er research and fees. Distribution 
of commissionable billings by type 
of medium was as follows (1958 


percentages in parentheses) : publi- 
| cations, 47.8% (49.3%); television, 
|21.3% (20.5%); other visual, 4.8% 
|(4.7%); radio, 10.6% (10.5%); 
|production, art, printing, etc., 14.7% 
| (14.4%); other, 08% (0.6%). 

| While publications’ share of 


This figure represented the same agency billings was off slightly, 


proportion of gross revenue—7.1% 
|—as in 1958. 


percentage-wise, the medium in- 
‘creased its dollar volume from 


Right now there's 


more 


business 


to be had in Canada 


Now’s the time to reach out after Canadian sales, 
because business is definitely on the upswing. And 
nothing reaches the Canadian market like the broad- 
cast media. 

Not only do 96% of all Canadian homes have one 
or more radio sets, but there are 2,090,000 car radios. 
TV receivers are in 84% of all Canadian homes, in 
‘over 94% of the homes in 9 of the nation’s 15 top 
markets. 

Pay envelopes are fatter than ever before. 
Merchandising forecasts are rosy. 

Now’s the time to make your sales message count 
. . . to let radio and TV 
thousands of places at once . . . to use persuasive 
spoken words. This Association’s members are ready 
to serve you. | 


put your salesmen in 


CANADIAN ASSOCIATION OF BROADCASTERS 


HEAD OFFICE: 108 SPARKS STREET, OTTAWA 4, CANADA 
TORONTO OFFICE: 200 ST. CLAIR AVE. W., TORONTO 7, CANADA 


Top Canadian 


Agencies 
Combined Radio-TV 
Spot Billings 
- Cockfield, Brown & Co. (1) 
- Young & Rubicam (3) 
. Maclaren Advertising Co. (4) 
. J. Walter Thompson Co. (2) 
. Foster Advertising (9) 
. McCann-Erickson (5) 
. McKim Advertising (7) 
. Spitzer & Mills (8) 
. Baker Advertising Agency (6) 
Leo Burnett Co.* 


Canevwa wn wo 


= 
° 


*Not ranked in top ten last year. 
() Ranking last year. List is for period of 
Aug. 1, 1959, to July 31, 1960. 

Source: Ali-Canada Radio & Television. 


$122,563,440 in 1958 to $124,293,938 
last year. Television, which wound 
up 1958 with 20.5% of the billings, 
or $47,926,787, improved both its 
percentage and its dollar position, 
registering an advance from $47,- 
926,787 in 1958 to $54,133,080 in ’59. 
Last year’s figure was better than 
the industry’s own prediction for 
the year, which was “about $53,- 
000,000.” Radio, meanwhile, moved 
from $24,953,673 in 1958 to $26,- 
939,467 last year. 

The annual report of the Ca- 
nadian Broadcasting Corp.—cover- 
ing the year ended March 31, 1960 
—showed its gross commercial 
revenues up better than 18%— 
moving from $32,270,434 in 1959 to 
$38,162,337 this year. Television 
brought in $36,312,000, a gain of 
20.5% or $6,185,000, while radio 
accounted for $1,850,000, a decrease 
of nearly 6%, or $117,000. The 
CBC’s continuing increase in com- 
mercial revenue over a three-year 
period may not long continue. “The 
advent of new television stations 
that will compete in the same areas 
as stations operated by the corpo- 
ration may have the effect of re- 
versing this trend,” the annual re- 
port warned. 

Supporting the plaint of Canadi- 
an agencies that their net is on the 
anemic side is the fact that they 
paid out $26,013,132 in salaries and 
wages, commissions and bonuses 
last year. This total was 9.2% 
above the $23,826,156 paid out in 
1958. In 1959, there were 4,256 
agency employes; in 1958 there 
were 4,197 employes. The 1959 pay- 
out amounted to 63.3% of gross 
revenue, as compared with 62.6% 
in 1958. # 


Canadian Outdoor Volume 
Rose to $5,526,927 in ‘59 

TorONTO, Nov. 16—Outdoor ad- 
vertising volume in Canada rose to 
$5,526,927 in 1959 from $5,460,726 
in 1958, the Poster Advertising 
Assn. of Canada reported. 

The totals include posters only 
and do not include other outdoor 
signs such as painted bulletins and 
spectaculars. 


Kimberly-Clark to Expand 
Kimberly-Clark Corp., Neenah, 

Wis., will expand distribution of 

its new Space-Saver tissues into 


lower Michigan this month. Space- 
| Saver tissues, introduced in five 
|test markets last June, employs a 
|new process which allows 400 tis- 
|sues to be packaged in a carton 
jabout half the size formerly re- 
|quired. Introduction of the prod- 
}uct in lower Michigan will be sup- 
‘ported by spot tv in major mar- 
kets, in addition to point of sale 
material. Foote, Cone & Belding 
is the agency. 


| 


|Giese Joins Dovale in Curacao 

Robert W. Giese, formerly with 
|Stephan & Brady, Madison, Wis., 
| has been named art director of R. J. 
|Dovale Advertising Agency, in 
‘Curacao, Netherlands Antilles. 
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Set your sights on 


The Star Gives Advertisers= 


the largest circulation in its field. 
Evening—six-day average 186,142—Saturday 
198,933 (ABC) 


useful, up-to-date facts and figures on the 


Montreal market—special market presenta- 
tions on request. 

practical merchandising services: to Agencies 
and national advertisers to help build local 
sales contacts and get profitable dealer co- 
operation. 


Ask your nearest O’Mara and Ormsbee representative for more facts on the Star. 


ONTREAL 


Canada’s largest urban market 


With a population nearing the two million mark, 
Montreal rates top spot on your Canadian schedules. 
To get sales action in this growing, two-language 
metropolis set your sights on The Montreal Star, 

the paper that delivers unmatched coverage 

of the English market. 


The Montreal Star 


245 St. James Street W. —.Montreal, Canada 


Represented nationally by O'Mara and Ormsbee Inc. 
New York, Chicago, Detroit, San Francisco, Los Angeles. 
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Advertising Age, November 21, 1960 


Major Canadian Advertising Account Changes 


In Fiscal Year Ended Oct. 31, 1960 


ACCOUNT TO FROM BILLINGS (EST.) ACCOUNT TO FROM BILLINGS (EST.) 
IIS isduiccictidalachskigercionieeteut E. W. Reynolds Ltd. ................ Tettiddy-Wlcleers ..ccserscseccsoscsesecs $ 75,000 French-language tv ..........scssseseees Cockfield, Brown ...............0-0+0+ Young & Rubicam ................... $ 200,000 
Barber-Ellis of Canada .................. McCann-Erickson D’‘Arcy 75,000 Massey-Ferguson (industrial 
Bell & Howell «0.0.0.0... Goodis, Goldberg, Dair .......... McCann-Erickson ...........0ccccceee 150,000 products) Needham, Louis & Brorby ........ Associated Advertising ............ 100,000 
Hazel Bishop of Canada BONO GB GD cnsecesvnracccessicess Raymond Spector ...............:00 Nicholas International 
Noe Bourassa (La Belle Fermiere) Young & Rubicam ................... Walsh Advertising .................... 150,000 (Ospra) Grant Advertising .................+ Albert Jarvis Ltd. ...........0c000.. 

Boyle-Midway (Canada) (Veterinary products) ............... Grant Advertising .......... .--Paul-Phelan & Perry ................ ewe 
(Aerowax, Sani-Flush, Ogilvie Flour Mills Maclaren Advertising ....... ....Breithaupt, Milson ................0.. * 1,000,000 
Black Flag, 3-in-1) 20... Spitzer, Mills & Bates .............. J. Walter Thompson Co. ........ Oxo (Canada) J. Walter Thompson Co. ........ Stanfield, Johnson & Hill ........ 200,000 
(Wizard, Easy Off, Easy On) ....Ronalds-Reynolds ...................... J. Walter Thompson Co. ........ — L. M. Parker Co. Burler, Norman, Craig , 

EE iitaincbinticcciirntersstentsied McKim Advertising ...................- F. H. Hayhurst & Co. ............ 250,000 (Chanel, Bourgois) & K | F. 0%. Hayhurst & Co. .............. 150,000 

Business Newspapers Assn. Pepsi-Cola BBDO Kenyon & Eckhardt 
DE GRR snssscctisosescencnstiirensaees Walsh Advertising ................... Albert Jarvis Ltd. ..........0cc00 80,000 Pet Milk Vickers & B Cockfield, Brown ........ 

Campbell Soup (heat-processed Philips Electronic Industries 
SG schecbrinimcirciiein sd EPR Cockfield, Brown ............000000 1,000,000 Rogers Majestic... McKim Advertising ...............0 E. W. Reynolds Ltd. 

Canadian Industries Ltd. (corporate Philips Dictating Equipment ...... Needham, Louis & Brorby ........ E. W. Reynolds Ltd. 
advertising, some products) ........ E. W. Reynolds Ltd. ................ Cockfield, Brown ............ccccc00 500,000 Procter & Gamble (Camay) ............ BOO BUPA GOs cccccccscccocvecesssees2 F. H. Hayhurst & Co. .00......... 250,000 

Canadian National Railway .......... McConnell, East Canadi Advertising ............ 800,000 Purex Corp. Heggie Advertising ................ Bi Be UNE GO, csnccsincisscsecns 400,000 

Chemway (Canada) ‘ RCA Victor J. Walter Thompson Co. ........ Kenyon & Eckhardt ................ 400,000 
(Forhans toothpaste, Zonite, Zo- Rock City Sales 
nitors, Pretty Feet, Sentor) ........ Tandy-Richards .............:c:c00000 a. TEI: sisnincsiicstninieiavins (Sportsman, Craven A 

Chrysler of Canada (Dodge, De- cigarets) F. H. Hayhurst & Co. .... MacManus, John & Adams .... 200,000 
Soto and Dodge trucks) ............ | CS Helena Rubinstein ...................000000. Brooks Advertising .................. Maclaren Advertising ............ 200,000 
(Valiant, Plymouth, Chrysler, Ralston Purina James Lovick & Co. None 800,000 
a NEARER cee ee Grant Advertising Royal typewriter ..........:cccccseeeseeee J. E. Stansburg & Co. ............ Young & Rubicam .................. 75,000 

C. & J. Clark (Canada) .. ..Cockfield, Brown 9 Schick Safety Razor (single edge 

Dow Corning Silicones Goodis, Goldberg, Doir .......... Cockfield, Brown injector blades & razor) ............ F. H. Hayhurst & Co. ..........04.. E. W. Reynolds Ltd. ................ 100,000 

Elgin Watch Co. ...ccccccccssessesesseseeee Kenyon & Eckhardt ..............0... J. Walter Thompson Co. ........ 100,000 MINE: :tonashdsniensn cs encisrechtdiaiebiscpaevities F. H. Hayhurst & Co. .............. Stanfield, Johnson & Hill ........ 50,000 

Encyclopedia Britannica ....MeCann-Erickson Dancer-Fitzgerald-Sample ........ 130,000 Shell Oil .... ...Ogilvy, Benson & Mather ........ J. Walter Thompson Co. ........ 1,500,000 

DD ski todsiccctnessaniasicnssecicard Cockfield, Brown ..........ccccc000 PR, TR RE GBR: siiiccececsinnse 50,000 WI SPI urkitpicsiate tite cnceesisancsasenecd F. H: Hayhurst & Co. ........ Tandy-Richards ...0..........ccccceeees 450,000 

General Bakeries ...............ccccccccceee McConnell, Eastman ................ Foster Advertising ................... 200,000 Thomas Products Corp. 

General Foods (Revion products except 
(Hostess Food Products) McKim Advertising Stevenson & Scott ................+: 100,000 Ne seni cipso recipe cescnsezid Maclaren Advertising ............ Stanfield, Johnson & Hill ........ 500,000 

Hudson Bay Co. (U.S.) ......... --- tRRer & Kotz ........... Cockfield, Brown .......... 350,000 Trans-Canada Credit Corp. ........ ~Walsh Advertising .................... SUN By ID Svs sdicicinnesicconticst 300,000 

Hunter Douglas Ltd. .................0... Ferguson, Mann ................c000000 Paul-Phelan & Perry .... 100,000 | Union Carbide (all non-consumer 

Jordan Wines .... Young & Rubicam Vickers & Benson ............. 75,000 COUGITIID  cccesustssicronserernriiencial F. H. Hayhurst & Co. ............ McConnell, Eastman and Stanfield, 

Kiwi Polish , ....Breithaupt, Milson .... Maclaren Advertising al 40,000 RE Te WEE dere chicscedcersiers 250,000 

Fred Lallemand & Co. ...0..........000 Collyer Advertising Walsh Advertising ................00 50,000 Volkswagen Canada ..........scsssseee E. W. Reynolds Ltd. ................ William E. Algie Ltd. 350,000 

Lever Bros. (Good Luck marg.) ....J. Walter Thompson Co. ........ Young & Rubicam ...............000 300,000 Warner-Lambert (Listerine, 

English-language tv ..............:.c00.. Maclaren Advertising ............ Maclaren and JWT ................ 500,000 Super Anahist, other prods.) .... Breithaupt, Mil F. H. Hayhurst & Co. ............ 250,000 
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2 | (Continued from Page 73) 
|| War II that they have taken a 
) |positive and active interest in the 
4 igen 

|@ Until about five years ago Cana- 
dian agency executives were in- 
|clined to pass off U.S. agencies as 
|they would an unprofitable ac- 
| count. 
| “They’re only here as a tax 
|dodge,” was a frequent derisive 
comment. “What does a Yank 
|know about advertising products 
|in Canada, let alone French Cana- 


Canadian Admen Bemoan Influx 


the agency business have been 
heard to say: “We don’t care whom 
you give your account to as long 
as you don’t give it to a Yankee 
shop.” Generally speaking, how- 
ever, most Canadian agency men 
are not so outspoken, nor narrow- 
minded. 

What irritates them most, ac- 
cording to AA’s own check, is that 
they feel U.S. shops here have 
increased the cost of advertising. 
As the president of one leading 
Canadian agency said: 

“We are by no means afraid of 


Mr. H. G- aotasee™ ecettil Manager = | da?” was another. competition. In fact, we feel we 
vice-President e Ganats Limited i But as Canada has grown, so|can top a U.S. agency here any 
Mercedes-Bent OF East |have the U.S. agencies—and now/day. But U.S. agencies have in- 
849 ogg “oy |most of them are staffed by Cana-| creased the cost of advertising to 
Toronto, > | dians, from office boy to president. | advertisers by coming into this 
© er: Reinstein: consider out i | In addition, they have been country and staffing up with top- 
Dea been good enough — | for this |picking up a number of choice | flight Canadian talent at inflated 
over the years» 0 ihe We are ag you abreast | accounts—big and small—which prices. This puts us in a difficult 
association 4s a ao always attempted to | obviously has had some effect in| position so far as employes are 
confidence, and porn the agency: 4 jinfluencing other U.S. shops to,concerned, with the result that 
of developments r billings heve eS | establish operations here. costs are bound to go up.” 
puring the past eo ee a executives GM grmacel- Fay over-all result “ that Cana- 
6%. We have & - plished 8 fully-s move to more an agency —— no longer pass |e The same executive also said 
oe aaaite We have igor been finsliaes ae in Toronto | off the “invasion” with a depreca-| that U.S. agencies “give me a pain 
e Plans 


i ision. 
tical Div 
funct ional quarter 


earlier this yest: 


|tory wave of the hand; for they 
|are facing tough, seasoned and 
skilful competition. 


in the rear’ because they arrive 
here amid a blare of trumpets 
promising prospective clients 
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gmail measure, part gear to express 1 wish to a everything under the sun with 

Po pra confidence you vag ee ay colleagues and ® Canadian hostility to U.S. com-| out having any intention of carry- 
to or W 


: agency, 
advertising y pool thanks. 


express our § 


nal regards. 


Kindest perso Yours very truly, 


petition is not peculiar to advertis- 
ng. It pervades industry in general. 
It is part of a growing nationalism. 

The more fervent nationalists in 


through.” 

He said he knew of “countless 
incidents” where accounts had 
been swayed to small operations 


Dogs! tc 
Tastes great! 


FETCHING—Four words of copy, addressed to dogs, highlight this cur- 
rent outdoor panel in English-speaking Canada. 
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MACLEAN-HUNTER KNOWS CANADA’S MARKETS 


IN CANADA... 
the big difference 


When you plan to market in Canada, don’t be misled by 


population density statistics. They tell only part of the 
story. 


It is true that Canada has only 4.53 people to the square 
mile, as compared to 58.3 in the U. S. But 90% of them 
are concentrated in a narrow band, reaching from coast 
to coast, within 300 miles of the U. S. border. 


This predominantly horizontal market pattern makes a 
big difference in the merchandise distribution system— 
and, of course, in your marketing plans and objectives. 
It calls for an intensive East-West national marketing and 


is distribution 


—— 


: 


advertising effort. Maclean-Hunter knows this unique 
market thoroughly because it reaches it regularly, through 
a wide range of national magazines, business and financial 
publications. These Canadian media do a distinctly Cana- 
dian marketing job. 


If you have any questions about the Canadian market, 
Maclean-Hunter will gladly help you. As Canada’s lead- 
ing national publishing house, we have acquired an inti- 
mate knowledge of all phases of Canadian marketing and 
distribution. It is available to you without cost or obliga- 
tion. Just call your Maclean-Hunter representative or 
write us today. 


Pa ee 
MACLEAN-HUNTER | PUBLISHING CO. LTD. 
481 UNIVERSITY AVE., TORONTO 2, CANADA 


OFFICES AT: MONTREAL; VANCOUVER; NEW YORK; LONDON, ENG. 
U.S. Reps.: Duncan A. Scott & Co., 85 Post St., San Francisco 4 and 1901 West 8th St., Los Angeles 57. 
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No matter what anyone says, it 
seems unlikely that this somewhat 
academic war of words will soon 
cool off. It boils down to this: 
There is no doubt that the recent 
invasion by U.S. agencies has af- 


rvs f 
Ch 
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a s At the same time, however, it 


has sharpened both the industry 
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U.S. quality advertising than ever;Johnson & Hill to J. Walter 


before. 

Most major advertising news) 
during the past year in Canada| 
has involved U.S. agencies, which | 
now bill upwards of $75,000,000 a 
year here. Here’s a brief run- 
down of these events: 

In January, Procter & Gamble 
pulled its $250,000 Camay soap 
account out of Canadian-owned 


Thompson Co. 

In February, a jointly-owned 
Canadian-U.S. shop ran into man- 
agement difficulties. Bradley, 
Venning, Hilton & Atherton, of 
Toronto, called it finis with Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton, of New York, splitting 
an unknown amount of billings. 
KHCC&A opened its own Toronto 


In April, Chrysler Corp. hauled 
its Chrysler, Plymouth and Valiant 
cars and Fargo trucks out of Ross 
Roy and wheeled them to Grant 
Advertising. At the same time 
Chrysler moved its Dodge, De Soto 
and Dodge truck accounts out of 
Grant and gave them to Batten, 
Barton, Durstine & Osborn. 


s This 


WHO TORE THE PACE OUT 
OF THIS MAGAZIN 


F?” 
@ Duck for cover when 
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60 seconds. A newspaper ed 
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BOOST—A drive to boost the image | 
of magazines is being pushed by 
Magazine Advertising Bureau of | 
the Magazine Publishers Assn. of | 
Canada, stressing longer life, local | 
influence, selectivity and finer re- | 
production. Drive will run until} 
Dec. 30. 


| 
of U.S. shops here because they | 
had been “promised the full sup- 
port of all our departments from | 
New York to San Francisco.” 

“Of course,” said the Canadian, | 
“the accounts are somewhat up- | 
set when they only get so-so serv- | 
ice here and no help at all from | 
south of the border.” 


® Another Canadian agency pres- | 
ident said: “I don’t really have 
anything against competition, but | 
what makes me sore is that too | 
many U.S. agencies get too many | 
accounts just because their parent | 
organization works for the com- | 
pany in the USS. 
“For example, a number of U.S. | 
subsidiary manufacturing com- | 
panies here often ask Canadian 
agencies to make presentations for 
their accounts. The Canadian 
agencies do this at great expense. | 
Then the company gives its busi- | 
ness to a U.S. shop. One gets the 
impression, since this sort of thing | 
happens so often, that the U.S. 
manufacturing companies have | 
never had any intention of giving | 
their accounts to Canadian agen- | 
cies. Frankly, I believe they only 
ask Canadian agencies for pres-| 
entations as a_ public relations | 
| 


ploy.” 


# What is the attitude of US. 
agencies here? 

Most of them maintain they | 
have to fight just as hard—harder 
in most cases—to obtain accounts | 
because many business leaders are | 
reluctant to give their accounts to | 
“foreign” firms 

The Canadian chief of one U.S. 
agency said: “I get plain sick of | 
being told I only get accounts be- | 
cause New York handles the par- 
ent company. You literally have 
no idea how hard we have to work 
to convince Canadian clients that | 
we can do a better job for them 
than a MacLaren or a Cockfield, 
Brown.” } 


@ Another Canadian head of a 
U.S. shop said: “What is bad about | 
so-called U.S. agencies in Canada? 
It is simply incorrect to say that 
they get a number of lush ac- 
counts simply because their parent 
organization is in advertising for 
the firms south of the border. 

“If you considered this state-, 
ment for a minute, you would 
realize that an agency in this 
highly competitive business could 
simply not obtain—or retain—an 
account unless its services to its 
Canadian clients were at least as 
good as those offered by any other 
agency. 

“When an agency is staffed by 
Canadians; uses Canadian media; 
sells Canadian products to Canadi- | 
an people and pays all Canadian 
taxes, I’d call it a Canadian agen- | 
cy, even though over-all control) 
may rest outside the country.” 


and its output, with the result that 
Canada has better advertising 
than ever before and is closer to 


F. H. Hayhurst and lodged it at 
Leo Burnett. And the $200,000 Oxo 
account was moved from Stanfield, 


office and Bradley, Venning re- 
verted to its former Canadian- | Chrysler billings 
owned status. 


move gave Grant and 
BBDO about $2,000,000 each in 
(Chrysler has 
| since stopped marketing the Dodge 


ood neighbors 


make good business 


AN ADVERTISER'S EYE-VIEW OF CANADA, 


ONE OF THE WORLD'S FASTEST-GROWING MARKETS 


If you’re not selling in Canada, you’re missing 
the best opportunity you can find today for 
extra sales and larger profits. 


And it’s as easy to sell successfully, and 
advertise effectively, in Canada today as in 
New Jersey, the Southwest or any section of 
the U. S., or the world. In fact, Canada’s con- 
tinuing growth makes it even more promising 
than most markets you’re in now. Consider 
these facts: 


Growth: Since 1946, the personal income 
of Canadians has nearly trebled, and is still 
rising. Their standard of living today ranks 
with the highest in the world. 


Climate: Canada is the U. S.’s best cus- 
tomer, buying as much as 25% of its total 
annual exports (and exporting Canadian 
goods, in turn, to the U. S.). Canadians want 
products of good quality and fair price. They 
favor, by their actions, a wide freedom-of- 
choice of well-advertised brands. 


Access: Canada’s best markets are highly 
concentrated: half the population lives within 
125 miles of the border, 90% within 225 miles. 
This makes for effective market coverage, 
economical distribution. 


Other Unique Advantages 


Rarely can you find a large market already 
strong enough to flex its purchasing muscles 
yet still not surfeited by well-established, 
competing brands. That is Canada today. 
There is still time, and room, to build your 
own consumer franchise, to benefit from, and 
help to expand, Canada’s growth. But no such 
opportunity will last forever. Your timing for 
Canada is ideal, right now. 


What about advertising? You can reach 
your best prospects — those with money to 
spend and the desire to buy — easily, effi- 
ciently and economically. You have a wide 
choice of good media. You also have one 
medium perfectly fitted as the foundation of 
your Canadian program, the magazine that 
more Canadians buy than any other: the 
Canadian editions of Reader’s Digest. 


The Digest is read by the same kind of 
people as in the U. S.: intelligent, higher- 
income families whose enthusiasm for a prod- 
uct can insure its success. They read it the 
same way, each issue over several weeks, 
giving your advertising many extra chances 
to sell. And they believe what they read in it, 
the editorial and advertising pages alike. 
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Polara and De Soto cars in Can- 
ada). 

When May rolled around, spring- 
time rumors had it that Norman, 
Craig & Kummel and Ted Bates 
& Co. both were considering some 
sort of operation in Canada. While 
both agencies denied the rumors 
at that time, they are now firmly 
entrenched on the Canadian scene. 


# Also in May, Pepsi-Cola award- 
ed its $1,500,000 account to BBDO, 
bringing that agency’s billings here 
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to an estimated $5,500,000. The 
Pepsi account has been at Kenyon 
|& Eckhardt, which was invited to 
pitch for the account along with 
a number of Canadian agencies. 
Kenyon & Eckhardt lost out, as did 
seven Canadian shops, at least two 
of which had spent upwards of 
*$3,000 on presentations. Reason 
Pepsi gave BBDO the account: 
U.S. Pepsi had recently engaged 
BBDO in New York. 

June saw the J. Walter Thomp- 


son Co. latch on to $300,000 in 


Good Luck margarine billings. The 
Lever Bros. account had been at 
Young & Rubicam. 

Also in June, BBDO landed the 
Campbell account for heat-proc- 
essed soups. This $1,000,000 ac- 
count, which had been at Cana- 
dian-owned Cockfield, Brown for 
many years, jumped BBDO’s bill- 
ings 325% in less than three 
months, pushing its annual billings 
to the $6,500,000 level. 


= August saw the Shell account in 


Canada taken from J. Walter 
Thompson and given to Ogilvy, 
Benson & Mather, which was 
forced to open a Canadian office 
to handle the $1,500,000 slice of 
billings. 

In September, a Canadian, J. H. 
Burley, who had been running a 
shop here known as Henri, Burley 
& McDonald in association with 
Henri, Hurst & McDonald, of Chi- 
cago, formed a partnership with 
New York’s Norman, Craig & 
Kummel. It was understood that 
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REACH THE RIGHT MARKETS...IN READER’S DIGEST 


- Where you find the most population and retail sales, 
you'll find the most Digest circulation. 


% of 
Digest 
Circulation 


By and for Canadians 


The Digest employs 350 Canadians directly, 
and some 400 others indirectly, through 
Canadian printing, distributing and other 
suppliers. The Digest is printed on Canadian 
presses, on paper manufactured in Canada. 
The Digest contributes in a major way to the 
Canadian economy — through purchases, pay- 


roll, taxes and by creating good jobs for 
Canadians. 


Canadians, like others throughout the free 
world, consider the Digest very much their 
own. The Digest’s two Canadian editions are 
natives, speaking both English and French 
for each of Canada’s two great markets. Arti- 
cles in each combine a universal appeal with 


a personal importance, sought by people 
every where. 


Many Canadian businesses have been built, 
or expanded, with the aid of continuing 
campaigns in the Digest. It is bought by more 
Canadian families, each month, than most of 
the products advertised in its pages. It has 
worked successfully for 13 years for others. It 
can’ werk for you. 
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1,980,000 women. 


or more. 


to make your Canadian business better 


'« Reader’s Digest gives you Canada’s 
largest magazine circulation: 


1,100,000 copies sold monthly 
(980,000 in English, 210,000 in French) 


e Largest audience: 1,980,000 men, 


« Largest quality audience: including 
43% of all Canadians earning $7,000 


e Economy and other advantages: 
$3.91 per thousand circulation (lowest 
available) ; extra discounts for fre- 
quency (3% for 6 pages to 10% for 
24) ; you can use either edition, or save 
money by using both; two colors at no 
extra cost; and no charge for bleed. 


FACTS 


People have faith in 


fReaders Digest 


Published and printed in Montreal, Canada 


81 


NC&K has a 50% interest in the 
enterprise, which is reported ready 
to bill more than $2,000,000 next 
year. 

Also in September, Ted Bates 
& Co. finally confirmed its merger 
with Canadian-owned Spitzer & 
Mills. It was understood that the 
new agency, known as Spitzer, 
Mills & Bates, is controlled finan- 
cially by Bates in New York even 
though:-the executive staff of Spitz- 
er, Mills & Bates bills about $7,- 
000,000 a year. 


® It is not now known if any more 
U.S. agencies are planning to move 
into Canada, either on their own 
or in some form of merger opera- 
tion, but the chances are good that 
the next year or so will see an- 
other three or four on the scene. 
Reason: they have nothing to lose; 
everything to gain. 

And, as one U.S. agency execu- 
tive put it: “Canada is a good 
training ground for our young 
executives who are on the way 
up.” # 


a direct route 
to the biggest 
men in your 
market 


WwW 


When you advertise in The Finan- 
cial Post you reach the really im- 
portant buying influences in all 
the different fields of business, 
industry and government across 
Canada. 


Advertise in FP to reach and sell 
the biggest men in your market. 
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The Financial Post 


| 
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| Canada’s foremost publication 
| for management 


481 University Ave., Toronto 2 
1242 Peel Street, Montreal 2 
| 1030 W. George St., Vancouver 5 
West Coost representatives in the United Stotes: 


Duncan A. Scott & Co., San Francisco ond Los 
Angeles. 


A MACLEAN-HUNTER PUBLICATION 
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Don't let our totems scare You. "At MacLaren we know 
how to cope with and cater to Canadian totems, how 
tobe tactful with taboos. Macl aren Advertising Co. 
a imited, Toronto, Mont Vance 


Lita 


Pierced 


Winnipeg, JuVer 


Advertising Age, November 21, 1960 


| Bumpy Road Ahead 
for U.S. Magazines 
|in Canada? 


| Toronto, Nov. 16—Two years 
ago, ADVERTISING AGE learned that a 


‘group of Canadian publishers was 


pressing Prime Minister John Dief- 
| enbaker and his conservative gov- 


| ernment to come up with an alter- 
| native to the then recently repealed 
| tax on the gross advertising rev- 
| enues of special Canadian editions 


of U. S. magazines. 
The publishers—who remained 


| anonymous, although AA at the 


time examined a brief they had 
presented to Mr. Diefenbaker— 
were unhappy about the lack of 
control over the U.S. magazines, 
which had successfully weathered 
a 20% impost until repeal of the 
law in June, 1959. The Canadians 
said the U.S. magazines carried 
little Canadian editorial material, 
but much Canadian advertising. 


| # Now the government has named 
| a royal commission to look into the 


effect of foreign competition on 
Canadian periodicals. What con- 
nection, if any, exists between the 
pressure exerted by the two-year- 


old brief of the Canadian pub- 


The Press in Canada 

By reason of Canada’s vast 
area and its relatively low 
density of population, daily 
and weekly newspapers cir- 
culate largely on a regional 
basis, although in a land well 
served by speedy air and rail 
transportation, a number of 
metropolitan newspapers in 
such centers as Toronto, 
Montreal, Quebec, Winnipeg 
and Vancouver enjoy almost 
nationwide influence. Every 
publishing day, 113 Canadian 
daily newspapers, counting 
morning and evening edi- 
tions separately, appear on 
the streets. Of these, 95 are 
in English, 12 in French and 
the remainder in other lan- 
guages. 

Total circulation is over 
4,000,000 . . . Magazines and 
periodicals also enjoy a large 
circulation. In 1959, 766 pe- 
riodicals . . . had a circula- 
tion in excess of 17,842,000. 

—‘“Canada, 1960, Official 

Handbook” 


lishers and the recent appointment 
of the commission is unknown. 

In any case, it seems to be the 
current consensus of Canadian ad- 
men that the government, having 
repealed the tax, would find it 
embarrassing to re-introduce such 
a measure. But government offi- 
cials seem to be tending to the 
view that some action will be 
forthcoming, aimed at giving 
home-bred books an equal chance 
at Canadian advertising dollars. 
One high official said that re-im- 
position of the tax in its previous 


|form would be unlikely, thereby 
|implying that some other “form” 


was possible. 


s Another government official, 


| Postmaster General William Ham- 


ilton, a former advertising man, 
only two months ago told an On- 
tario ad club: “The amount avail- 
able to advertisers for the purchase 
of advertising space is reasonably 
constant at any given time [so] 
there is a tendency for this to 
reduce the revenue available for 
the support of publications which 
are completely Canadian in their 
content and in their approach. 

“No nation can allow the finan- 
cial and commercial aspects of 
publishing operations to extend to 
a point where its own national and 
business publications are elimin- 
ated by unfair competition from 


PO iinet. aaa Sey 2 | ae oa > AS “ol jhe, W Vice ane am - — <- 
ae Ass aie Beg ats Ieeeeammneet a et Se 6 ee ERR gee ag comma yn NS a EM, | 32 ee” See: ee it Soe? Rm | AS i EL eo .. | ae a oD 
. pe) ees ee ei ea ee ey ee Rs | eae bet ee ce es ee ey nie aang Se ke ee Wie Ss eek ge Seas.“ ae ess) ag A RM se a NN ent me 
ey: ae I BRD gC I ns Snes Oe a nt ck ee Pee i clea ge ee ST ee pees. OS aime el ae eee ag Rete Bae } eae) em eeet 8 a hy e  e erS 
Re, “ang iy Ree eet ee ets shir ech vic? rls sg cae = | a Ra i FT hee oe eae eS | een eee OREO se 8 a Ree em oeeeiaatinte 5 ee RE sh ONS ae ea ae 
ES OMe os a eae ae i ie A ee Seal nal ape ee Bee. poke eA ae wee g Damas 62 alee eae a ae : ea Se _ oe aa ER eo Cie aa ET ta ag oo as 
Bis See eee oe) OR Pr Bees ie ees. ogi os) |e aie Tet ae en eines: mmmegee Ae en mec 1 RR ES RE AI eae eT pene 
eee. ae 7 # Sad Pa Fe) ei 5's 2h ee came . delice: 2 eg es AS. eae ag anand cai ate a a RR aoa TEN saat gee hs ee eee 
a : ; : . FS } , a re 
at ok, ae 
ae seer P = ae 
* : Pete Sa 
ie 2 dha fake 
a an aes ‘ 
Bees. patna 
HeLa cy i 
ais ee . at 
ie “ i 
a ee * 
rs ose ‘ F = yee 
ae Mo Foul Ty ee at Ae: GA ae afi ed, oe i ore ? bo ; cP i - gies sy pee “as : caer 
» See. mS ag . ae SS Per ; = ce 
meer ss a8 Bo es AG 3 4 : !. = ai 
ee . a. ; “ea ; iy 
eee 4 : & ia oe ' be ae 
ie it 4 2 ae Botan : ae 
F epee 4 : * Fee ae pede : Si ee 
ie i rr : # as eee a " ’ : ae 
E f vaee ¢ ~ be | J + : ee 1 : us 
Neal 5 ~ hs ag a Pe . : Seek 
e ‘ Ny : : : eae 
4 ¢, @ : : of e ‘ ¥¢ ee : 
4 ‘ 7 . : ‘S me 
7 : : = q ee 
oue ; : ‘eae -- ~. if 7 oe ik Ke . ee : in Sees ie 
7 on ag ee 2 & Pie i * * Bata a s 
ag Se ¥ e i fr : . Piga hen teek 
se geen ee i hk oe : , aie awe 
ee % see * eer 
ae "oa : i x frp 
ai Pints 4 - oa < é - ah aX, 
em 2 « a gee aa — re es s boats ~ ee 
PAE PIE nc: "A o Pg Ad,» hee =! pata 
— . - @@ ; | — 
oh ie ea ¥ Gd ' Sarees Cee ; 2 eee 
ws ie , ss aH - cay! i en 
ca ' a ie 7 { ne 
: > 2 “em - f ae 
i f : 4s es Sa 
Pet ieee a5 " : a ae ha Se 
ieepeen at = : > | ; a oa 
:, a .& gal ne es a i pets 
os he Sle ies, Be Sa 
* ’ 7 ee ie i pie . 2 aa ra ¢ G Sioa 
es ea 9 r sa RR racsy — "epg 
ap ak (ah oe we ae aes é % nae 4 
: = Pace ah: ae ae ee Rot Lay te tes s i ara 
we ve PS ee ol Galen eee ,* ee oF : ‘eee 
; ie Oe rm A ae ae | ae 
= 1s aay a, Rroas ‘ - bogie: ae Bee at's ie ‘4 ¥ at: is P| PAs Eee eo. aacied 
es i ihe i oe a Fae es + ee a ee aee ; nee aa 
a , ee ey et ee ee : _— — we rete, ae or ae eee ae 4* + / : 
43 See ee mie a ee aera eras Veeeeme:™ rh. ‘ a eee a 
f Re ee ee" 1S epee: Sup See ol PRES igs ad { ee ss ee", ame Bettis ee r 
= Te eat aaa 1 5” TBC OMT rary SE ee ee ie ea g “Ege VRS Sees Apres Grate aes | “euiae pias eae iss 
Rates es wre — A . es eo * — ~ g <a co “iy . © 41 
See : fg GO sett « i, ee x ee ee BS ag i, ee i ‘ = 
ae : a Ss iter BR, ce a a : myeed 
a &. we - , oe - 2+ : eat? F ye : . te ee — . WAS = 
ang? y ( ; / = 5 - a te v1 ™ ’ . s 7 ~ . A 
_ ©& ii £8 3 . - a ; Nw | > | . SS : 
a > ? F ‘ i ¥ ee ; ra Bk r : ‘ & aad 2 
"os mY a a2 bs e ~ a ne a a ow) kar a. % 7 ° 
‘ SU ‘ hi . : rH oa 2) = 4 cavetes ; 
te, Sie 4 M4, ji ; i - j ; re — 2 f eeem oases. » a & y tes ; rx ‘ \ . .% - pet 
ie ms ; eer, ‘ | Z, a 3 R ? hed ar 2 i a = , ' a 
ee | | eee ®&  . | 
4 oh rere) S - oe \ 2 Frags ’ an 
: % ‘ Br eta sy 3 Retiree Se j e ; = : 
Ax os Ts aS 4 » ad os i ha ed : a 
\ ae ; OTS mee ba hs i . by i a *: is ca = } id " | 
' +. Ce a as a ene 1 ey oe eT casi i of baa ial | - 
saa ch: . \ es Poe fe ce oe BEE Core 3 ila remem : oe 
oa aes . siete. ‘a $ ai | Peer ere aa betes a See ale oe a. bh agat oad 
oe : ; yy . igre eat tay Soe ee | J 7 
- ~ Lachey nee! ‘ehoe Gey aie Bs be 
¥ ean ais ae peice Sau shes / .. ‘4 
oa! 4 ae ead ; bey, Fo%, alta i ‘ * : 
/ mene vs er ee Z a > dj Dae wee 
ante : Res ae Meow ad ¥ ‘ 
’ “aes ths A joo “ae ; 
Sea Oh beeing Se ee ' x Sn m ae | Cet ak 
ees tt Nearer. : my ror aie | ee z et a. 7 a 5 ee 
a eo aie Spe Ser. | Lele ced eh 3 eignane ans ga  ee w a | ie 
. aul Pu. i bard a, oy ipa ey ora Pm eats ed 4 Se 13 | i 
Pa atc é a ee oe eo Fewe ee a ii : 
ie Tats ae. ie frie S20 OReR Me S20 , . 5 ie 
. % soem OPS EG SMS Rat ea i Wey. } , / 
a “ Sian . ae ~ <p > = i eg ee 
Pee a es Pn i -* ae ly gi fis a * ere. es ” 
zi ie eg ; * Ss } hd et. 5 3 : ; | pure 
ane i : . oe d ae Sites 42 Bue kta aay % pee | 
Tay eh a ‘ * s Be ie - vot eae Ph é | a 
oat im ‘ Bre a Te ae tenes eis : ‘ %. —_ Bol See: curs Baie sare Sale ina Looe 
Seon . + . : ‘e . ruse ee a r is > * Be) 2 5 F ie aa coe ets eat Br eg _ (eae, ie | eid 
By acs ? pee » = = ne tn am ~~ eae. - ae 
yk SS r oo 2 Sie =a La « sz a7 7 } 
sae eae cre 2 , aes 
ne ‘ : Pree Fi . ‘ae, S08. Si ee : iy 
y 7 2 Mala oN i Fs s d c z 
« & b ai tee 4 Pe ot = 4 = es - j 
ae ©» ¥ " te, et oe — ia 
7 « x ak % . £ fe a 
ean : a 4 Ps a} tego 1 El . = a q sa 
r KS . J 2 * 5 ay ae oe 5 za 2 é i yo yaei hf - 3. E + é 
ae § o r sings S ore ° ee Pe vs ies wee Ms A f » 
PAR vane ste : as 2 oye, me) ck sea 
oo he toa 5 eS eee ee eee oy j ‘eines i oc: AS AF a. alee 
ae aN ee ee ll mo = . 
¢ ; ‘ * TOs ae) aaa Be ise ie Cities " E '@ ee | tenes 2 
a ee? Re Ray Pace : Bi ue tore Bes yee eeeerss. t Aue . } oe » ’ 7 
i ; 4 oe Gee re ea -.. ae gore ae Fol Qs - % Awe OR | ae ¥ 3 
nic: ea ak ae: eee - : eae - 2 fs ee Yeates: : 2 Brea 7 
ie ; : be * ae Fes Oi ee Od Se St ea, ao : & — pal i, 
a ers 4 “ as — — 4 Fe ae che ay Apes wien Sarge £ io = Ee 2 a 
Me cee le ae a ae ee ea co Me ac a a 5 . pe: » pa 
a Paget aoe so ee aps . eo Ate Ed 2 tee = leisy : notte os " 4 is 
‘ an oa —- ae ba Es Lan at * F | . eg fea 
‘ a i - ; q § re = at . . Me a 2, Se nee se ‘ * ge. 
ue Ala Ss ce p a — a: oe e >. 2. . ; Ls ae 
be oad aN ® {he ai ens eens fo, wee : ‘ 5 apd 
; e : Pp es Ee lee oA 1 oe ee, ot . te ee 
gate ns 4 . m is Bis Fa 4 see a © f aes , ee ee ; a aes o i ne 
Deer eee Be, — —_— fF Ff  ¢ te ir ae . ” 
_ | . , a on os ALiea ox “ | 
‘ we wigs — if Ff >. ~~ : ee Sie ee ¥° . 
: ee BY Reet ae “yr tie . oo oe re t 
iy : . ‘a m4 ae pike i —e ae A, ee & ; $ : 
“ : i . Ss £< © : . 7 a 7 , : 
. .¢ Eee 2 oe piece. % Son 
ae $ 5 7 Paes ie ia “a ae i . z i Ny se 
Bow ws 7, . [es so Tan a “a” * i 4 7 
ai ‘g ‘ t. Rapes f ly oo te , 3 oe : - 
ry ‘i : “6 Shree = een, eet SRE FE Ta ‘ g 
bs < t ‘ us FES atk Sb ar A iy anes “a. - ree : 
~] . ¢ mae fies ea 05 ala par er eee ey ei ae Fa a tos ; ca pie : 
a ti Bald Fee Yee oe. ae abe tae ote | ae , te . ; 
" . rset ee oka PE on, — je 7 aa eee ie , 
; , ‘ aA 5 ere gs ~~ & ieee fe pa 
ae ‘eR . aS nee, fe ™ jeg ae (ie ‘ A ys 
Sos sare Cope $i oR et rf — acter , 
dhe tig pe fae oh . ba ie et os , ; * ; ies 
ii Peas ' F is ses eee ae “ ee Pages ie # ee ¢ =a 
ie ac f « pa eed ees, ene | . Seer, A oni Fo = oo 2 . 4 7 
il? § - eg i ; : a Si s te : rz 7 by Be: i Sa) e : ee M é as 
+ ate Fs Lakco lat, SAE ae Gye: wy i i ae 
_ Sateen, eres: ee ee eee partes) aie . ‘ ; 
7 4 ey See a ee fais. eee ; 4 rea Se 
, TE, Tk Skee i meee eee Gr : *, fi 
: So ee ’ P 4 eee gS See ¢ . 
$ icine ce ee Sa . ees ; 
. am . Pee e tee ere ; a 
: sre . rc 7 - 4 a - ae 
oe ‘. * - . “Ras ie EEE ao 
a : Pog r Ser eres posi } < ad . 
ay ‘ eae — - hci” Pear = 4 pod 
Saas By Jy it SLU Ets Se . eee of wit > aoe 
ef ie BY Sea lsat ay os San eae ees Cory = . ete 
: : a , ot. eet © ryiy ihe 5 5 ar 
_ a," = 
‘ ee * 
’ 4 p 
} 9 
| , ” 
| es E 
ok — 
fi aa is 
Ae. a 
= ’ oy eer 


Advertisement -- 


The story behind a brief to Canada’s 


Royal Commission on Publications* 


Why Canadians insist 


on a Canadian business press 


Does Canada need a business, professional and 
technical press of its own? Does this section of 
the periodical press of Canada contribute to the 
development and maintenance of the national 
economic health? 

Canada does indeed need a Canadian busi- 
ness press. Study after study shows that Can- 
adian business executives need and insist on the 
authoritative and relevant information and 
guidance which only Canadian-owned and 
Canadian-based business papers can provide. 
As the international conference of the Associa- 
tion of Industrial Advertisers was told last June, 

“The fact is that most U.S. business publi- 
cations do not serve Canadian needs—they 
may be interesting, but they are not vital 
reading to a Canadian.” 

This is the independent opinion of the speaker, 
Frank Rose, the well-known director of media 
and research at Russell T. Kelley Company 
Limited, a respected Canadian advertising 
agency. His concern is with the rightness and 
the strength of the media he recommends, not 
the ownership...whereas the Canadian readers 
of those media insist that the only journals which 
can serve them properly are Canadian. 

These are the issues behind the brief presented 
to Canada’s Royal Commission on Publications 
by Business Newspapers Association of Canada. 

B.N.A. represents some 144 Canadian-owned 
business, trade, professional, technical and in- 
dustrial publications, about one-third of the 
total of 430 published in English and French. 
The advertising revenues of BNA member- 
publications account for two-thirds of the $30 
millions in advertising placed annually in 
Canadian business media. 

Among the members of Business Newspapers 
Association of Canada are the official publica- 
tions of such respected bodies as the Canadian 
Manufacturers Association, the Canadian 
Chamber of Commerce and the Engineering 
Institute of Canada. 

* * 

Great distances, a bi-lingual population of re- 
markably unequal distribution, and climatic 
conditions of often surprising extremes, all com- 
bine with a rapidly developed and complex 
business community to make the Canadian busi- 
ness executive more conscious than ever of the 
need for accurate information and sound inter- 
pretation that relate to Canadian requirements. 

Canada’s business publications play a vital 
role in Canadian business, professional and 


*4 Royal Commission is comparable to a Senate or 
Congressional committee of inquiry. Such a commission is 
government-appointed, from recognized and respected 
members of the business community, the professions or the 
universities. Their findings and recommendations are sub- 
mitted to the government for implementation. 


industrial life. They have established themselves 
as recognized sources of relevant and reliable 
information and ideas—latest inventions, newest 
developments and technological advances, new 
production methods, engineering and operating 
practices, progressive merchandising and retail- 
ing techniques, up-to-date economic thinking 
and policies—without which the Canadian busi- 
nessman would operate at a serious disadvantage. 

Canadian business publications gather infor- 
mation and attitudes from all corners of Canada, 
and as a result, many individual business deci- 
sions—to buy, to invest, to build or renovate— 
are influenced by ideas gained in reading the 
mature Canadian business press. 

The importance of Canada’s business press to 
Canada’s business, industry, and economic 
health, cannot be overstressed. Here are a few 
examples of the contribution made by the Can- 
adian business press to business and public life: 

In Metalworking: A Canadian metalworking 
publication recently completed a massive census 
of Canada’s metalworking production equip- 
ment, a task never before undertaken either by 
business or government. It revealed that much 
of this equipment was obsolete, undoubtedly 
contributing to plant inefficiency. 

In Furniture: A Canadian business magazine 
founded and annually sponsors the Canadian 
Furniture Mart, which has become the major 
marketplace for the exhibition and purchase by 
retail buyers of furniture made in Canada. 

Industrial Electrical Installations: A group of 
Canadian electrical business magazines were 
responsible for inaugurating the Plantpower 
Program—an educational activity designed to 
increase the safety and efficiency of electrical 
installations in Canada’s industrial buildings. 
This program has since been adopted as a tech- 
nical service by almost every major Canadian 
electrical distribution utility. 

@ Home Wiring: Another Canadian electrical 
magazine was responsible for the inauguration 
of a safe home-wiring program, which has since 
been adopted by fire departments all over the 
country, following a series of daily newspaper 
articles, written by editors of the magazine, In 
at least one province, changes in legislation for 
greater public protection resulted from this 
magazine’s activities at the public and industry 
levels. 

@ Natural Gas Installations: ACanadian plumb- 
ing and heating journal exposed the public 
hazards of unqualified installers of natural gas 
equipment. A series of articles by the magazine’s 
editors, later reprinted in the daily press, re- 
sulted in new legislation and stricter control in 
the public interest. 

@ Winter Construction: A Canadian construc- 
tion magazine last year published a special sec- 


tion on the problems and prospects of winter 
construction in Canada—a peculiarly Canadian 
problem. This special section was later reprinted 
and distributed widely by the Federal Govern- 
ment as part of its program. to promote winter 
construction. 

Packaging: A.Canadian packaging maga- 
zine was responsible for the foundation of one of 
Canada’s largest trade and technical associa- 
tions—the Canadian Packaging Association, 
along with the major Canadian National 
Packaging Exposition. 

@ Construction Contracts: A Canadian business 
publishing company provides a daily reporting 
service of construction contract awards. Pub- 
lished in a monthly business magazine, these 
are widely quoted and used in the industry, the 
daily press and by the Dominion Bureau of 
Statistics as an authoritative data source. 

Fashion: A business publication serving 
Canadian retailers in the fashion field realized 
that, in general, Canadian retailers did not give 
due recognition to Canadian fashion design. 
The publication, through a series of articles, 
impressed this upon the manufacturers and got 
them to support the establishment of the Can- 
adian Couturier Association, which since has 
flourished and has, of course, been responsible 
for the acceptance of Canadian designs which 
nowadays are shown internationally. 

* + * 

These may seem dramatic and extraordinary 
examples of the service that Canadian business 
publications render for Canadians. On the con- 
trary; this list can be duplicated one-hundred- 
fold. Canadian business publications report in 
detail to Canadians about Canadian professions, 
technologies and business, and provide a plat- 
form for Canadian technicians and professional 
men to address their colleagues on matters of 
importance. 

Only a Canadian business press that is strong, 
vigorous and independent can provide such infor- 
mation, service and guidance to Canadian 
industry and business. 

Only a strong, vigorous and independent 
Canadian business press can form a respected 
and valued marketing tool for reaching Can- 
adian business buyers with messages from 
manufacturers and suppliers. 

Published for the information of 
American marketing and advertising men by 
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other countries.” (The unfairness 
stems, as the Canadian publishers 
two years ago told the government, | 
from “the ease with which foreign | 
publishers can import used materi- | 
al duty-free and resell it at prices | 
below that possible for new mer- | 
chandise.”’) 
| 
# In June this year, speaking at 
the Advertising Federation of 
America convention in New York, | 
Mr. Hamilton spoke at “varying | 
degrees” of invasion of Canada by | 
U.S. publications. These ranged, 
he said, from U.S. books which 
“camouflage it with a pittance of | 
material prepared especially for | 
us, to books which print and pub- 
lish in Canada (‘helpful to our} 
economy if not our culture’), to) 
those magazines doing neither. 
“Most invidious of all,” he de-| 
clared, “the new split-run tech- 
nique allows some American | 
publications to solicit and run} 
Canadian advertising for Canadian | 
circulation in a magazine which is | 
otherwise completely American.” 
That the government anticipates 
taking some kind of action on the 
findings of the royal commission 
might be deduced from another 
statement by Mr. Hamilton before 
the Ontario advertising group. “It 
is the view of the government,” he | 
said, “that the work of this com- | 
mission will make a _ substantial | 
contribution to the further devel- 


Business Publications. 
See Gain in 1960 


At the end of 1959 there 
were 430 business publica- 
tions in Canada. In addition, 
there were 90 directories and | 
annuals. These 430 publica- 
tions—with a total circula- 
tion of 2,561,000—divided net 
advertising revenues of $25,- 
300,000. The expectation is 
that 1960 will bring a net 
volume of $27,500,000. The 
Business Newspapers Assn. 
of Canada currently has a 
roster of 144 member publi- 
cations with a combined cir- 
culation of 1,165,000 and net 
revenues, in 1959, of $16,- 
931,630—about 67% of the 
revenues recorded by all 
business publications. 


| 
| 


opment of a virile Canadianism, | 
and that it will greatly assist the | 
continuation of a strong, national | 
periodical press, so important to | 
Canada’s future.” | 


= It was the contention of the 
Canadian magazine publishers two | 
years ago, in their brief to the | 
government, that the repealed 20% 

tax on some U.S. magazines would 

not have met with nearly so much 

opposition if it had “been calcu- 

lated on any basis other than that 

of advertising revenue.” They did 
not, at that time, suggest any al- 

ternatives, appealing only for 
“some appropriate action.” 

What form the action will take 
after the royal commission puts its 
report into the hands of the gov- 
ernment early in 1961 is anybody’s 
guess. Perhaps there will be some 
form of tax-relief for native Cana- 
dian publishers. Perhaps barriers 
will be proposed to hem in the 
Canadian business activities of 
U. S. magazines. In the latter case, 
the proposals will be strongly op- 
posed by Reader’s Digest and Time, 
which in the first ten months of 
1960 reported ad revenues of $7,- 
398,779, of the total of $18,151,236 
reported by Canadian magazines 
to their advertising bureau. + 


General Binding Boosts Fritz 
General Binding Corp., North- 
brook, Ill., manufacturer of plastic 
binding equipment and other office 
machines, has promoted W. L. 
(Bud) Fritz to advertising manag- 
er. Mr. Fritz was formerly national 
sales training director. 


Advertising Age, November 21, 1960 


Canadian Magazine Advertising in October and Year to Date, 1960 vs 1959 


OCTOBER YEAR TO DATE 
LINES DOLLARS LINES DOLLARS 

MAGAZINES 1960 1959 1960 1959 1960 1959 1960 1959 
Canadian Homes 29,443 32,188 $ 91,615 $ 76,003 245,835 246,920 $ 766,336 $ 600,150 
Chatelaine 61,718 58,800 574,640 524,484 443,725 415,149 4,003,480 3,550,756 
*Chatelaine-La Revue Moderne 30,082 16,412 57,246 32,387 98,225 132,762 195,899 270,223 
La Revue Populaire 19,603 21,956 39,255 37,978 162,269 129,566 306,707 216,073 
le Samedi 13,194 9,648 14,493 11,426 105,644 117,852 134,597 149,155 
Liberty 10,659 11,484 103,300 109,070 102,342 110,267 1,015,900 1,085.417 
Maclean’s Magazine 62,247 74,830 445,062 527,333 492,774 509,609 3,506,692 3,595,514 
Reader's Digest—Combined 23,943 21,514 565,145 473,939 161,034 149,969 3,832,072 3,322,487 

English Only 2,548 819 52,506 16,808 16,470 8,736 359,363 175,745 

French Only 5,050 3,776 24,683 19,755 26,615 21,383 131,312 110,784 
Saturday Night 31,791 26,276 57,371 51,539 180,819 174,146 332,168 317,966 
Time 100,695 102,488 541,040 486,084 665,595 643,702 3,566,707 3,065,891 
TOTAL 388,973 380,191 2,566,356 2,366,806 2,701,347 2,660,061 18,151,236 16,460,161 


*La Revue Moderne became Chatelaine-La Revue Moderne, effective October, 1960. Source: Magazine Advertising Bureau. 


Putman Names MacKay 


has appointed Robert S. MacKay | cessing, headquartered in Cleve-; MacKay was with F. W. Dodge 


Putman Publishing Co., Chicago, | district manager of Chemical Pro- | land. Prior to joining Putman, Mr.| Corp. and Baird Atomic Inc. 
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in a dozen tongues 
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# tie @ magice! gift you're efter 


On-the-ground creation of their advertising pro- 
grams is one of the great advantages offered to clients of 
the J. Walter Thompson Company in world markets. 


There are fully staffed J. Walter Thompson creative 
offices in 23 countries on six continents. Through these 
offices, a client can be sure of experienced, professional di- 
rection of his advertising activities anywhere in the world. 


His advertising can be created in one market and 
adapted in others—or, created for specific markets right 
in the market. From market to market, he gets continuity 
of thinking—and unparalleled experience. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Wash- 
ington, D. C., Miami, Montreal, Toronto, Mexico City, San Juan, Buenos 
Aires, Montevideo, Sdo Paulo, Rio de Janeiro, Porto Alegre, Recife, Santiago 
(Chile), Lima, London, PatriapAntwerp, Amsterdam, Frankfurt, Milan, Vienna, 
Johannesburg, Cape Town, Durban, Port Elizabeth, Salisbury (Southern 
Rhodesia), Bombay, Calcutta, New Delhi, Madras, Kanpur, Karachi, Colombo~ 
(Ceylon), Sydney, Melbeurne, Tokyo, Manila 
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Back to School in Canada... 


Account Execs Dime a Dozen? New 
Training Course Shows It Isn't So 


75 Admen Bone Up in 
CAAA Program; See 
500 Enrolled by ‘62 


Toronto, Nov. 17—When the Ca- 
nadian Assn. of Advertising Agen- 
cies announced early this year that 
it planned to initiate an extra-cur- 
ricular course for account execu- 
tives, the project met with little en- 
thusiasm. 

The general feeling was that ac- 
count executives are a dime a 
dozen and that what really was 
needed was some form of program 
to generate creative talent. 

Since that time, however, many 
advertising men have 
their minds. Now they are very 


changed | 


much in favor of the course, first 
of its kind in Canada. Said one for- 
mer skeptic: “I could not conceive 
that the course would be such a 
success. I should have realized that 
with the brains it has behind it, it 
couldn’t help but go. The CAAA is 
doing something really constructive 
for the first time.” 


= The course provides four years 
of university-level training, lead- 
ing to specialization in advertising 
and agency management. Major 
purpose of the program is to lift to 


new levels of “achievement” the|in business 
| performance of CAAA’s 45 member 


agencies, which create and place 
92% of Canada’s national adver- 
tising. 


Seventy-five students, ranging in | 
age from 19 to 48, enrolled in the 
new course in Toronto. And at the 
annual meeting of the CAAA last 
month it was revealed that the ed- 
ucation program will cost an esti- 
mated $700,000 in the next 10 
years. About half the cost of main- 
taining the program will be borne 
by member agencies. The other 
half will be paid by students. 

The course requires at least eight 
hours of study a week, ten months 


a year. Seminars, based on the 
case study system, are held each | 
Saturday. First year of the course | 
covers general business practices; 
the second year gets into market- | 
ing; the third year, advertising, | 
and the fourth year, agency man- | 
agement. | 


| 
s For senior agency personnel 
who already have received training 
administration and 
marketing, a special course was or- | 


Daily Newspaper 
Ad Volume 


In Canada 
Year Total 
WED assis chevaveinntehininite $156,600,000* 
PI ci iciccasteanitscags ten 155,200,000* 
WIGS  Madiaknlwe 152,536,000 
ee ee 146,388,000 
SED nities Stiinta 142,409,000 
| eee Smee! 127,331,000 
EIEIET. siiittesteseleaixsgemniean 94,640,000 
ED -Schcisanctecuntececscices 76,846,000 
UE" actuontssstndasebsitinds 59,420,000 
* Estimated. 


age from 24 to 48, are enrolled in 
this cram course. 

In the less accelerated course are 
43 agency employes, including two 
women; average age in the course 
is 25. 

Within the framework of the 
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agency men—these broad aims 
have been established for the edu- 
cational program: 

e Establish professional standards. 
e Attract better recruits. 

e Develop more intelligent, effi- 
cient and responsible personnel. 

e Cut training time and costs. 

e Accelerate promotions. 

e Stabilize turnover. 

e Improve client service. 

e Develop better cost management. 

In addition, the program is in- 
tended to improve the public rela- 
|tions of advertising and advertis- 
|ing agencies. 

Some 40 principals and top exec- 
utives of CAAA agencies worked 
intensively to develop the program. 

This year’s enrollment of 75 stu- 
dents is expected to rise to a peak 
of more than 500 in the 1962-63 
course year. Thereafter, enroll- 
ment, consisting mainly of younger 


ganized, telescoping the first three |CAAA’s general objectives—new | #8ency personnel, is expected to 


years of the program into one. | 


levels of achievement in day-to- 


|drop to about 310 in 1966-67, and 


Thirty-two agency men, ranging in day and long-range performance of |Tis¢ gradually to 380 in 1969-70, 


~~ 
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|paralleling the anticipated rate of 
|Canadian agency growth in terms 
'of recruitment. 


. Students taking the regular 
course pay $200 each, covering 
fees, textbooks and other materi- 
als. Agencies are arranging to 
|share this cost with students, pro- 
| vided the year is successfully com- 
| pleted. 

| Dr. Donald H. Thain, assistant 
| professor of the school of business 
|administration, University of West- 
ern Ontario, helped the CAAA to 
initiate the program and is acting 
as consultant in its further devel- 
opment. Other instructors include 
a formidable list of names from 
both the University of Western On- 
tario and Toronto University. 

A panel of five agency executives 
directed the establishment of the 
program: R. C. Baker, vp at Baker 
| Advertising; Frank deB. Walker, 
exec vp, Ronalds-Reynolds & Co.; 
H. D. Roach, president of McKim 
Advertising; Bryan Vaughan, man- 
aging director of Vickers & Ben- 
son, and T. L. Anderson, chairman 
of Cockfield, Brown & Co. 

“This year,” said Mr. Walker, 
“approximately 4,500 Canadians 
j}are employed in the advertising 
agency business. Of these, at least 
650 should be competent profes- 
|sionals and at least 350 more should 
| be in various stages of training for 
senior posts. Of these 1,000 per- 
'sons, CAAA members employ about 
| 800. Though we have no research 
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to back up our opinion, and though 
there are no established standards 
of competence, we have been 
drawn to the conclusion that three- 
quarters of the top people present- 
ly employed in our member agen- 
cies would probably benefit from 
further professional training.” + 


‘To Get the Authentic Personality’ ... 


Advertising to French Canada? Don’t 
Translate or Adapt; Start Afresh 


Advertising Age, November 21, 1960 


St-Denis Valiquette Bouchard Goyette Guerin 
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IN CANADA 
PUT YOUR MONEY 
WHERE YOUR 
MARKETIS... 


IN A SOUTHAM NEWSPAPER 


It’s all here under one cover... all the information you'll need to know to 
WRITE FOR sell each of the bustling Southam cities across Canada! 
FREE Here’s complete market data on these giant portions of 

1960 Canadian buying power... what they earn... what they 
MARKET DATA produce... what they buy. This vital report proves that 
REPORT Southam cities are necessary for effective marketing in 
Canada...and that Southam newspapers reach them best! Every Southam news- 

paper offers colour, too, for extra impact in these important Canadian markets! 


WRITE OUR U.S. REPRESENTATIVE FOR THIS FREE REPORT ; sores re 


THE OTTAWA CITIZEN 

THE HAMILTON SPECTATOR 
THE NORTH BAY NUGGET 
THE WINNIPEG TRIBUNE 
THE CALGARY HERALD 

THE EDMONTON JOURNAL 
THE MEDICINE HAT NEWS 
THE VANCOUVER PROVINCE 


(Published for Pacific Press Ltd.) 
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THE SOUTHAM NEWSPAPER 
MARKETS IN CANADA 


’ |IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 
ay 


THE SOUTHAM NEWSPAPERS 


U.S. REPRESENTATIVE: Cresmer & Woodward Inc. (Can. Div.) New York, Detroit, Chicago, San Fr 


», Los Angeles, Atlanta 


Tougas 


Experts Deplore Bad by advertisers?” M. Tougas sup- 
plied his own answer: “Simply be- 
National Weekend Ads, Salesmen Who cause advertising managers and 
Newspapers Don’t Speak French account executives do not give se- 
c dian Roto rious enough consideration to this 
ens MonrTrREAL, Nov. 17—French-| ™a@rket on the assumption that it is 
Advertising : ’ ‘ndiwiq.| a problem market to which there is 
Canada, a land of 4,884,000 individ- ay 
Pia uals (nearly 29% of the country’s |®° Solution. 
NEWSPAPER 1 lation), who last year spent 
population), y pe poner * : 
vg: deisindisaiiee 208.8 411.8 || $3.8 billion at retail (24% of Can-|" “Quite often,” according to M. 
La PrOSSO eccsnve 8256 841.5 ||ada’s total), is a land that finds| 2088" . lncied as lacking intel- 
oo stint ae pies ot perennially ignored by adver- ligence. The major reason justify- 
Wathen eae ; , neWhy i a deed Senn ‘Delian ing this accusation is that adver- 
’ e » | tisi j 
pon nap Pa ane — director of French marketing for me "ter SE Gonna, ca, be _— 
*First published mes ‘a oom i. en oe erage es Pa a we a Lapeer Bs — LES CANADIENS—Some of the officers of Le Publicite-Club de Mont- 
French-language edition a Weskead too often a province representing Py sean an apr originally pre- real, French Canada’s ad club, are mows at a recent meeting. With 
Magenta. 24% of Canadian retail sales is|pared for the French-language President Jacques Bouchard of Labatt’s Brewery, are vp Rene L. 


treated in an irresponsible fashion! market, and sometimes misses the Caron of Foster Advertising; secretary Jeannine Guerin of Vickers 


& Benson; vp Jean Tougas of 
Ronalds-Reynolds Advertising; 
Gerry St-Denis of Baker Adver- 
tising; Maurice Valiquette of CBC, 
and Pauline Goyette of TV & Ra- 
dio Production Inc. 


goal entirely. 

“A manufacturer who honestly 
wants to sell the lucrative French 
market should consider the cre- 
ative phase, so that his advertising 
will reach and persuade, instead of 
insulting, potential customers. 
Translations and poor adaptations 
of English-language ads often are 
reasons why French-market cover- 
age will be ignored and will send 
sales curves downward.” , 


= M. Tougas told AA that large 
manufacturers “still have today in- 
adequate sales staffs in the Quebec 
province. Some companies continue 
to send salesmen who have no 
knowledge of the French language, 
let alone the French mentality. 
They’d be better off recruiting per- 
sonnel inside the province—people 
who speak the language, who know 
regional characteristics.” 

Taking up another phase of ad- 
vertising, M. Tougas declared: 
“Quite often manufacturers ruin 
the distribution of their products 
through lack of support at the point 
of purchase. This is particularly 
true in the province of Quebec 
where very often display cards and 
pamphlets cannot be obtained in 
French because the budget does not 
permit such an expense. 

“Once again I sympathize with 
the poor salesman who must invent 
reasons for covering the absence 
of French-language literature on 
how to use, operate or service the 
product he sells.” 


= Maurice Watier, supervisor of 
French services for F. H. Hayhurst 
& Co., Montreal, pointed out that 
French-Canadians eat and dress 
like everyone eise, “but they are 
very different culturally.” M. Wa- 
tier added that while there are 
about 49 major English consumer 
media, there are 205 French media 
in Quebec (including dailies, rural 
weeklies, radio and tv stations). 
An advocate of original adver- 
tising for the French-language 


market, M. Watier said that “to get 
the authentic French personality 
into your advertising, creation is 
|superior both to literal translation 
jand to free adaptation. 
| “Advertising to a national 
|group,” he continued, “should re- 
|flect the personality of that nation 
jor group. English-speaking adver- 
\tisers and their agencies control 
most of Canada’s national adver- 
tising, and they unconsciously take 
advantage of their financial posi- 
| tion to force translations down the 
throats of French-Canadians. 
“How can one understand that 
adaptations are preferable to trans- 
|lations, and refuse to go one step 
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_. Magazine was born nine 
years ago. In 1959, a French language edi- 
tion, Perspectives, was launched making 
Weekend Magazine/ Perspectives a truly na- 
tional Canadian publication. 


Editorially, Weekend Magazine/ Perspec- 
tives writers and photographers criss-cross 
Canada and the world to provide its millions 
of readers not only with the best in reading 
but the reading they like best—the fasci- 
nating story of people. 


Its editorial calibre, the quality of its color - 
reproduction and the acceptance by its read- 
ers are confirmed by its advertisers. Year 
‘after year advertisers invest more dollars in 
Weekend Magazine/ Perspectives than they 
do in any other magazine in Canada. 


Weekend Magazine/ Perspectives has the 
coverage, power, penetration and the pres- 
tige to do a big job in a country where a 
big job must be done. It is your entry into 4 
out of 10 of all the homes ‘across Canada, 
a total of 1,880,000, as part of the weekend 
editions of 35 leading newpapers. 


-- on 


The biggest single selling force in Canada. 
Reaching over 1,880,000 Canadian homes 
every week. 


Nee tei 
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MAGAZINE AND ITS FRENCH LANGUAGE EDITION 


Perspectives 
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further and admit that creations 
are far superior to translations? 
The French-Canadian culture and 
personality do exist. It is beyond 
comprehension that French-speak- 
ing Canadians do not yet see their 
personality in the advertising that 
is meant for them. Quebec is dif- 
ferent and should be treated dif- 
ferently. Pensez Francais—with all 
that it implies in the making of 
genuine French advertising,” he 
urged. 


s One of the major developments 
in the French-Canadian market 
this year was the publication of a 
series of 12 market studies by the 
French Publicite-Club de Montreal. 
These “French market files” cover 
the following economic regions: 
Gaspe-South Shore; Saguenay- 
Lake St. John., Quebec; Trois-Riv- 


Canada’s 


Population 
Estimated, Sept. 1 
1960 1959 
WE Siciscns 17,930,000 17,550,000 
Ontario 6,130,000 5,990,000 
Quebec 5,140,000 5,032,000 


ieres; Eastern Townships; Mont- 
real, belt; Montreal, metropolitan; 
western Laurentians; Western Que- 
bec, North Shore and New Quebec, 
and other provinces. The 12th 
market study covers “advertising 
sociology bulletins.” The Publicite- 
Club said the files could help ad- 
vertisers decide how much money 
they should spend on promotion, 
and could provide a run-down on 
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the value of an economic area as 
well as of the media serving it. 
Other highlights of the advertis- 
ing year: 
e The establishment of a two-year 
course in advertising—the first 
ever to be organized on a perma- 
nent basis—at the Ecole des Hautes 
Etudes Commerciales of the Uni-. 
versity of Montreal. 
e The appearance of a_ second 
French-language television station 
in Montreal (a _ privately-owned 
station that begins broadcasting 
early in ’61). # 


Shapiro Named Head of 
Belo Broadcasting Properties 
A. H. Belo Corp., Dallas, parent 


organization of the Dallas Morning 
_ | News, has ap- 
anil pointed Mike 
Shapiro general 
| manager of all 
broadcast- 
ing properties. 
Mr. Shapiro, 
who will contin- 
ue as manager 
of WFAA-TV, 
Dallas, succeeds 
the late Alex 
Keese. In con- 
nection with his 
new appoint- 
ment, Mr. Shapiro announced that 
Richard E. Drummy Jr. will be- 
come assistant manager of WFAA- 
TV and will continue as director of 
sales for tv. 


Mike Shapiro 


Cody Resigns from Grant 
John M. Cody has resigned as 
vp and manager of Grant Adver- 
tising, Hollywood. He said recent 
organizational and account changes 
dictated the action. The Grant Hol- 
lywood office merged with Robin- 
son, Fenwick & Haynes, Los Ange- 
les, earlier this year, with the com- 
bined offices now under the Grant 
name and Elwood J. Robinson be- 
| coming exec vp in the office. 


Sweeney to ‘Hi-Fi/Review’ 

Jerry Sweeney, formerly with 
Playboy, has joined the New York 
sales staff of Hi-Fi/Stereo Review, 


Leading Cana 


RADIO 
. Cockfield, Brown & Co. (1) 
McCann-Erickson (3) 
Maclaren Advertising Co. (2) 
J. Walter Thompson Co. (4) 
. McKim Advertising (8) 
. F. H. Hayhurst & Co. (7) 
. Spitzer & Mills* 
. Vickers & Benson (9) 
. Leo Burmett Co.* 
. Needham, Lovis & Brorby* 


Canova wn = 


- 
oO 


* Not in top ten last year. ( ) Rank 
Source: All-Canada Radio & Televi 


in Spot Placement 
Aug. 1, 1959, to July 31, 1960 


dian Agencies 


TELEVISION 
- Young & Rubicam (3) 
. Cockfield, Brown & Co. (1) 
. Maclaren Advertising Co.* 
. Foster Advertising (6) 
J. Walter Thompson Co. (2) 
Spitzer & Mills (5) 
. McKim Advertising (4) 
. Baker Advertising Agency (7) 
. Leo Burnett Co.* 
. E. W. Reynolds Ltd. (9) 
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— 
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last year. 


Radio Copy Should 
Be Specialized for 
Radio, Losee Says 


CLEVELAND, Nov. 15—Advertisers 
were warned here yesterday 
against borrowing copy from a 
newspaper ad or the voice track 
from a tv commercial for use in 
their radio ad schedules. 

Wilmot (Bill) Losee, general 
manager of AM Radio Sales, told 
the Cleveland Sales Executives 
Club that an advertiser needs a ra- 
dio specialist in his own office or 
at his agency. But the advertiser 
need not think that he must do the 
job alone, Mr. Losee pointed out, 
because his station representative 
and the Radio Advertising Bureau 
are eager to assist him. 

At the same time, Mr. Losee 
chided advertisers and broadcasters 
for reminiscing about radio’s gold- 
en past instead of looking forward 
to an even greater future. “Nostal- 
gia is neuralgia,” the radio station 
representative said. “In today’s ex- 
citing world, we can’t be bothered 


New York. 


That’s not to say we've got homicidal tendencies. It’s 
just to point up the exciting fact that this season 
KVOS TV programming is the kind that plays may- 
hem with everybody else’s audience ratings. It’s 
quite an onslaught. And it aims at keeping the 
biggest percentage of viewers in the Vancouver- 
Victoria market. We don’t do it with odd-ball sched- 
uling, but with a powerhouse of CBS network shows: 
top favourites like Ed Sullivan, Gunsmoke, Garry 
Moore, Have Gun, Will Travel, G.E. Theatre, and 
new blockbusters like Candid Camera, Pete and 
Gladys, The Aquanauts, The Witness, and Route 
66. It’s a task force loaded tg thrust home your sales 
message with tremendous impact. 


IN VANCOUVER-VICTORIA ALL 


EYES ARE ON CHANNEL 12 


STUDIOS & OFFICES—Bellingham, Washington « VANCOUVER OFFICES—1345 Burrard 


St.—-MUtual 1-1212 « STOVIN-BYLES 


FORJOE TV INC.—New York, Chicago, Los Angeles, San Francisco 


LIMITED—Montreal, Toronto, Winnipeg 


by those rainy-day twinges.” 


Speaking on radio’s 40th anniver- 
sary, he added, “Life begins at 40. 
People like radio for innumerable 
reasons. It condenses the news. It 
brightens the housework. It amuses 
small children. It comforts the sick. 
It whisks the stay-at-homes around 
the world. These various groups of 
people are all consumers—your 
target.” # 


GE Buys ‘Gershwin Years’ 

General Electric Co., New York, 
will sponsor “The Gershwin Years” 
on CBS-TV, Jan. 8, at 8 p.m., EST. 
The 90-minute musical special was 
purchased through Batten, Barton, 
Durstine & Osborn. 


Rose Mtg. Names Winters 

Rose Mfg. Co., Tucson, manu- 
facturer of masking tape applica- 
tors for use in industry, has ap- 
pointed Curtis Winters Co., Los 
Angeles, to handle its advertising. 


_Musec Joins Gardner 

| Ralph J. Musec, formerly with 
| Farmers Mutual Insurance Co., has 
|joined Gardner Advertising Co., 
'New York, as office manager. 


Where do you find 


IPJ 


? 


| 5460 Royalmount Ave. 


readers in 


LA PROVINCE 
DE QUEBEC 


LE PETIT JOURNAL can 


produce results for you. 


IN THE 


breoke—in 


ket quality? 
half of the 


15-to-25 age 
formed . . 


EVERYWHERE! 


CITIES ESPECIALLY 


Montreal, Quebec City, Three Rivers, Sher- 


every Quebec Province city over 


25,000 you'll find LE PETIT JOURNAL con- 
sistently delivering the highest circulation of 
any weekend paper, French or English. Mar- 


Just check these facts:—Nearly 
L P J readers own their own 


homes. It has the highest circulation in the 


group where buying patterns are 
- and among skilled laborers. 


57.2% read French only—you can’t reach 
them from “outside”! Whoever your best cus- 
tomers are, chances are good you'll find them 
in a responsive mood—reading this alert and 
progressive language publication. 


Montreal 9, Que. 
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¢ LINCOLN CONTINENTAL 


Se hevttieatty ragimerrnd, 
Ore fealty baelt it 4 aeenben acrremated 


far tee fell grace or 24000 whem, 


ee Ns rane thle te a gree Lime emtremta ow trip hag’ 
oeanee | mame, 


EXPENSIVE—Lincoln-Mercury is us- | 
ing newspaper ads like this plus | 
bleed spreads in Life, Newsweek, | 
The New Yorker, The Saturday | 
Evening Post, Sports Illustrated | 
and Time for its luxury-price Lin- 
coln-Continental. Network tv will) 

also be used. 


Bay AreaNegroes _ 
Increase 50% Since _ 
1958, KSAN Finds | 


San Francisco, Nov. 15—The| 
second volume of Radio Station) 
KSAN’s consumer survey of the | 
Negro in the Bay Area has just) 
been released. The first volume | 
was issued in 1958. 

Comparison of the two reports | 
shows that the Negro population | 
in the area has increased 50%, from | 
about 200,000 in 1958 to 300,000 in | 
1960. Educational level has risen | 
too. The number completing high | 
school has gone up 20%; those) 
having attended some college have 
increased 25%; and those complet- 
ing college have increased 35% 
over 1958. 

Occupations have shifted since | 
1958, according to the survey. The | 
unskilled labor force has declined | 
36%, and the skilled labor force, 
represented by unions, has in-| 
creased 20.5%. Professional occu- | 
pations have increased 136% and 
government employes have in- 
creased 49%. 


# A major portion of the study 
includes brand preferences. Here 
are some of the leading brands in 
various categories among the Bay 
Area Negroes: 

Baby foods: Gerber is the lead- 
ing brand, fuilowed by Beechnut 
and Heinz. Cake mix: Betty Crock- | 
er, first; Duncan Hines, second, | 
followed by Swansdown. Canned 
soups: Campbell, first by a wide| 
margin, being the choice of 89.5% | 
polled; Heinz second; and Rancho | 
third. Dry cereal: Kellogg’s first 
(87%); Post second; General Mills 
third. 


= Instant coffee: Maxwell House | 
first; Folger’s second; Hills Bros. | 
third. Frozen dinners: Swanson} 
first; Birds Eye second; Morton | 
third. Beer: Burgermeister first; | 
Falstaff second; Budweiser third. | 
Soft drinks: Coca-Cola first; Sev- | 
en-Up second; Pepsi-Cola third. 

Cigarets (women): Viceroy) 
first; Salem second; Philip Morris 
third; (men) Camel first; Pall Mall | 
second; Salem third. 

Automobiles: Chevrolet was the | 
top favorite, followed by Ford, and | 
then Buick. 


s The survey was conducted at| 
the annual KSAN Food, Home and | 
Living Show in Oakland May 12- 
15, 1960. Respondents were selected | 
at random among those attending, | 
402 females and 102 males. A free 
copy of the complete report is 
available to advertisers and agen- 
cies on written request to Radio 
Station KSAN, 

San Francisco. + 


1111 Market St.,| 


| Airkem Moves to Persons 
|| From Kastor, Hilton 


Airkem Inc., New York, man- 
ufacturer of odor control products, 


|has named Persons Advertising, 


New York, to succeed Kastor, Hil- 
ton, Chesley, Clifford & Atherton, 
New York, as its agency. 

The switch followed the depar- 
ture of Austin Lempit, account 
executive at Kastor, Hilton, to 
Gaynor & Ducas recently. Offered 
the account, which currently bills 


about $40,000, Gaynor & Ducas 
turned it down as too small. The 
account came to Kastor, Hilton on 
the merger with the Atherton & 
Currier agency about five years 
ago. 


Aylin Names 2, Buys 
Building, Opens New Oftices 
Aylin Advertising Agency, Hous- 
ton, has established new offices in 
Beaumont, Tex., and has acquired | 
its own building at 425 Soledad St. | 


for its San Antonio offices. Jack 
Dahmer, formerly sales promotion 
manager of KFDM-TV, Beaumont, 
has been .named to head the new 
Beaumont office. Jame¢ F. Ander- 
son, manager of the San Antonio 
office, has been named vp in 
charge of central and west Texas 
operations. 


Westgate Joins Borden 
William F. Westgate has joined 
Borden Foods Co., New York, as as- 


sistant sales promotion manager in 
charge of in-store promotion ma- 
terial. He formerly managed his 
own point of sale brokerage busi- 
ness. 


Fairchild Names Rosen 

Norman Rosen, formerly senior 
media buyer of Young & Rubicam’s 
Los Angeles office, has joined the 
Los Angeles ad sales staff of Fair- 
child Publications’ newest news- 
paper, Metalworking News. 
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It’s what you get more of when you advertise in the TORONTO DAILY STAR 


ENTHUSIASM! 
ENTHUSIASM 


It's what more than 625,000 adults in the Toronto Retail Trading Zone bring to 
their daily reading of the news, features and ads in the Toronto Daily Star. Results 
happen when a newspaper is as exciting, as feature-filled; as provocative as the 
Star — day after day after day! 


Enthusiasm is every bit as important as giant circulation . . . and the Toronto Daily Star 
offers the most of both . . . in the market where successful advertising matters most. In 
Canada’s first market, it makes obvious sense to choose Canada’s first newspaper. 


FIRST in advertising — FIRST in circulation — because it’s FIRST in enthusiasm 


TORONTO DAILY STAR 


In Toronto: 80 King St. West 


In Montreal: 1255 


University St. 


In the U.S.: Ward Griffith & Co. Inc. 
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K&E Oftices Name Four 

Jerome Cowle, creative director 
of Kenyon & Eckhardt, Chicago, 
has been elected a vp. In the To- 
ronto office, K&E has appointed 
Mrs. K. B. Lehman, formerly me- 
dia director at Bradley, Venning, 
Hilton & Atherton, media director. 
Also in the Toronto office, George 
E. Coles, formerly in the media de- 
partment, has been promoted to as- 
sistant account executive, and 
M. C. Folkard, formerly an account 
executive at Brooks Advertising, 
has been named an account execu- 
tive. Al Sarasohn has been named 
a K&E creative group head. An 
agency vp, he returned recently to 
the New York office after a year as 
creative director in Los Angeles. 


Hunter & Staples Name Change 

Hunter & Staples, Sacramento, 
has changed its name to Miles S. 
Staples Advertising. At the same 
time Sportsmen’s Vitamin Corp., 
manufacturer of vitamins and die- 
tetic supplements; Gold Valley 
Paint Co., and A. E. Corum & Son, 
industrial supplier and fabricator 
of pre-formed plastic fixtures, have 
appointed .the agency to handle 
their advertising. 


Bopp-Decker Names Luckoff 

Bopp-Decker Plastics, Birming- 
ham, Mich., manufacturer of plas- 
tic containers for the food and 
dairy industries, has appointed 
Luckoff & Wayburn, Detroit, to 
handle its advertising. 


* 


petitor: 


IN CANADA 
LIBERTY STANDS OUT 


* 


600,000 


average net paid circulation 
guaranteed effective with January 1961 issue. 


* LIBERTY has a much larger circulation 
than its next Canadian competitor: 


* LIBERTY has a larger audience than its 
next Canadian competitor: 


* LIBERTY’s audience is considerably 
younger than its next Canadian com- 


* LIBERTY sells more copies off the news- 
stand than all other major Canadian 
English-language magazines combined. 


If you'd like the current issue to see why over 
600,000 Canadian buyers prefer LIBERTY write 
to 73 Richmond St. W. 


* 


TORONTO Canada. 


Hor Springs, Va., Nov. 16—Roger 
H. Bolin, new chairman of the Assn. 
of National Advertisers, doesn’t ex- 
pect the ANA to launch any star- 
tling new projects during the com- 
ing year, but he 
does hope that 
he will leave of- 
fice in 1961 with 
several existing 
projects consid- 
erably further 
advanced. 

“IT hope my 
administra- 
tion will be able 
to implement a 
number of the 
important new 
projects my 
predecessors have launched,” said 
Mr. Bolin. “I am especially eager 


Roger H. Bolin 
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Admen in the News... Roger Bolin and Peter Allport 


Hort SPRINGS, Va., Nov. 15—With 
election of Peter W. Allport as the 
new fulltime president of the Assn. 
of National Advertisers, the ANA 
moves for the first time toward an 
administration directed by an “as- 
sociation man,” rather than by an 
advertising man. All previous staff 
heads of the association have been 
men with long advertising experi- 
ence preceding their work for ANA. 

Although Pete Allport was a 
copywriter for what was then the 
Erwin, Wasey advertising agency 
before he joined the ANA in 1945, 
the 40-year-old new president of 
the association has actually spent 
practically all his business career 
with the associ- 
ation he now 
heads. He joined 
ANA as editor 


to see us make progress in the 


effective methods of evaluating 
the results of advertising—the so- 
called ‘Project X,’ which we are 


good taste. 


e “All three of these projects are 
expected to do everything possible 
to see that momentum is main- 
tained and definite progress is 
made. 

“As I see the ANA, it should 
face whatever problems there are 
and keep abreast of change—ready 
to move quickly to sound leader- 
ship for advertiser thinking, so 
that our members can take effec- 
tive action. Right now, I don’t see 
anything of great moment on the 
horizon beyond the three things I 
have mentioned, but if some- 
thing comes up, we’ll move deci- 
sively to meet it. Otherwise, I 
anticipate that this coming year 
will be a year of consolidation and 
of solid progress on the projects 
our far-sighted leaders have al- 
ready laid out.” 


s Roger Bolin, who is presently 
advertising director of Westing- 
house Electric Corp., with head- 
quarters in Pittsburgh, came out 
of Rose Polytechnic Institute, at 
Terre Haute, Ind., with a BS. in 
engineering in 1925, but has spent 
his whole business life in ad- 
vertising, and all of it with West- 
inghouse. 

Having been advertising man- 
ager of the school paper, and later 
its business manager, he was pre- 
disposed toward advertising when 
the Westinghouse recruiter visited 
the Rose Poly campus, and became 
one of six (out of 350 engineers 
in training at Westinghouse) who 
took the “advertising course.” He 


started in the home appliance divi- 


areas of improving advertising’s | 
public image; of digging up more | 


all so intensely interested in; and| |. 
the whole problem of truth and|!~ 


of news publi- 
cations in 1945, 
was appointed 
director of press 
relations in 
1947, and was 
elected secre- 
tary in 1951, a 
t post he has held 
Peter W. Allport since. He was 

also named as- 
sistant to the president in 1955 and 
vp with administrative responsibil- 
ities in 1958. He became exec vp on 
May 18 of this year. 


= Pete Aliport’s father was in the 
State Department and then in the 
motion picture business, and his 
mother also had a long career with 
State, having recently returned to 
Washington from a tour of duty as 
press and cultural attache in Switz- 
erland and Germany. He had 
scarcely received his B.A. degree 
from Brown University in 1941 be- 
fore he joined the Navy, from 
which he came out a lieutenant 
after suffering severe wounds in an 


sion at Mansfield, O., and was 
named manager of advertising of 
the appliance division in 1937, a 
post he held until 1949. 
Then he moved to Pittsburgh 
and was named director of adver- 
tising in 1957, a post in which he 
directly supervises three of the 24 
advertising departments within 
Westinghouse, and exercises staff 
authority over the others. 

Westinghouse has about 90 ad- 
vertising people in Pittsburgh, 65 of 
them in Mr. Bolin’s three depart- 
ments, and about 250 advertising 
and sales promotion people 
throughout the company, not in- 
cluding those engaged in various 
distribution posts. 


= The ANA post, he thinks, will 
take about 26 full days away from 


his desk, not counting routine cor- 


LEADING CANADIAN 
MARKETING MEN AGREE 


If You Want to TEST CANADA 


TEST LONDON ontario 


WITH 


Here is an able-to-buy market 
that can give you a 
Canadian opinion or reaction 
that will run true to form 
across the nation. 

Small enough for easy 
distribution and checking; 
large enough to give 

a good sample. 

A cooperative market 

with cooperative media. 
May we help you? 


The Loridon Five Press 


respondence, etc. The ANA has 
eight board meetings, which, with 
preparation, will take two days 
each; then he expects to sit in on 
key committee meetings and to 
attend regional sessions, etc. 

In Roger Bolin’s mind, “Project 
X” is far and away the most im- 
portant long-range project on the 
ANA agenda. 

“Without in any way deprecat- 
ing the importance of our other 
projects,” he says, “I feel very 
strongly that we can make a really 
important long-range contribution 
to American advertising and mar- 
keting in the area of helping to de- 
termine ways to measure the effect 
and the value of advertising. 


anti-aircraft gun accident aboard 
the aircraft carrier Bennington. 


= The association over which he 
now presides has grown about 
one-third in’ membership in the 
past decade or so, and now em- 
braces 679 member companies, in- 
cluding major subsidiaries and di- 
visions. It has an annual budget 
somewhat in excess of $500,000, a 
headquarters staff of 34, and its 
membership probably represents 
well over three-quarters of all the 
dollars spent in national advertis- 
ing in the U. S. 

As does Roger Bolin, new ANA 
chairman, Pete Allport feels that 
the single most important task fac- 
ing the ANA is to advance “Project 
X,” and thus to help member com- 
panies to determine what their ad- 
vertising is accomplishing in more 
certain terms. 

“To evaluate advertising more 
effectively,” he says, “we need 
first to define more precise func- 
tions and goals for advertising. 
The pattern has been to set mar- 
keting and sales goals and then to 
say that these are also advertising 
objectives. But if you do this, it is 
practically impossible to break out 
advertising’s contribution from that 
of product, sales force and the oth- 
er factors that influence sales. 


s “Our next most important con- 
tinuing job is to carry on a sort 
of adult training program for peo- 
ple in advertising, so as to make 
them more competent managers 
and practitioners. In this direc- 
tion, I hope we will be able to con- 
tinue and perhaps expand our pro- 
gram. of informal workshops de- 
voted to specific advertising topics, 
such as research, cooperative ad- 
vertising, agency relations, etc. 
We now have 12 such workshops, 
and they have proven enormously 
popular with our members.” 
Another area in which ANA can 
be expected to be more active, 
Mr. Allport says, is in media rela- 
tions. “In the past,” he pointed 
out, “advertisers have been in- 
clined to consider this the special 
function of the agencies, and ANA 
has not been_too active in this 
area. But it is clear our members 
are becoming increasingly inter- 
ested in the whole media relations 
subject, and we shall be doing 
more here. 

“The workshops we are now co- 
operating in, with newspapers and 
magazines, have proven useful, 
and we hope to expand action on 
this front.” 


= Is ANA satisfied with the posi- 
tion of advertisers vis a vis agen- 
cies, or does it feel that further 
studies or pronouncements are 
necessary? 

“T don’t see,” says Mr. Allport, 
“how further discussion of agency 
relations and agency compensa- 
tion can be avoided. As the agency 
takes on a broader role, adver- 
tisers are bound to look at their 
agencies as a more integral part 
of their operations and are bound 
to review their relationships, in- 
cluding their compensation ar- 
rangements. 

“All of us in ANA are con- 
vinced, I think, that the present 
trend inevitably calls for more 
individually tailored patterns of 
agency compensation. More and 
more advertisers are going to pay 
their agencies fees, based on serv- 
ices demanded and required, rath- 


s “I’m convinced that, even if we 
don’t make any spectacular ad- 
vances, if we keep on whittling 


|marrow the range of guesswork 
| about what a company can expect 
to get for the advertising dollars it 
spends. 


own situations.” + 


“From then on, it’s up to our 
individual members to pick up the 
| ball and apply these ideas to their 


er than resting the compensation 
| arrangements on commissions from 
advertising. 


away at the problem, we ought to| # “But that doesn’t mean that the 


| commission system, as it is prac- 
| ticed by media, is necessarily going 
to change. I don’t see any particu- 
lar necessity for changing this. Ad- 
vertisers and their agencies can 
work out compensation systems 
within the framework of the exist- 
ing media commission system.” # 
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95.7% 
OF ALL 
HOUSEHOLDS 
IN 


ONE OF CANADA'S TOP 5 MARKETS* 


And that’s no idle boast. Your advertising will enjoy maximum 
impact in Metro Hamilton when it appears on the pages of The 
Spectator. That’s because The Spectator is the medium the people 
of Hamilton know best and trust most. 

Sell this booming 410 million dollar market the most effective 
way possible... through the pages of .. . The Hamilton Spectator. 


* MONTREAL + TORONTO « VANCOUVER + WINNIPEG « HAMILTON 


Che Hamilton Spectator 


ONE OF THE EIGHT SOUTHAM NEWSPAPERS IN CANADA 
“~ 


UNITED STATES GREAT BRITAIN TORONTO MONTREAL 

Cresmer & Woodward Inc. (Can. Div.) 34-40 Ludgate Hill The Southam Newspapers The Southam Newspapers 
New York, Detroit, Chicago, London, E.C. 4 88 University Ave. 1070 Bleury St. 

San Francisco, Los Angeles, Atlanta England K. L. Bower, Manager J.C. McCague, Manager 
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Purex Aims 


at ‘Mature 


Interest’ in TV Specials 


Some Are Controversial, 
but Company Won't Try 
to Censor—and They Sell 


SouTuGaTE, CaAL., Nov. 15—Crit- 
ical acclaim given Purex Corp. for 
its sponsorship of “controversial” 
programs on its schedule of one- 
hour specials on NBC-TV tends 
to overstate the case, according to 
Leslie Bruce Jr., advertising di- 
rector. 

“I feel it should be made clear 
we are not interested in contro- 
versial programs as such. What 
we are looking for is high quality 
entertainment that is mature and 
appeals to the interests of audi- 
ences,” he said. . 

Purex will sponsor the complete 
NBC-TV coverage of the Presi- 
dential inauguration Jan. 20 (AA, 
Nov. 14). Purex will pay for a 
minimum of five hours of net- 
work time, between the parade, 
starting at 11 a.m., and the in- 
augural ball after midnight. The 
actual swearing in of the new 
President will be telecast by NBC 
as a public service. 


s Tv critics tend to point to such 
Purex-sponsored shows as “The 
Sacco-Vanzetti Trials,” “Call Me 
Back,” “The American,” “What 
Makes Sammy Run,” and “The Ira 
Hayes Story.” But other programs 
have not been controversial, Mr. 
Bruce pointed out. They include 
“Mark Twain,” “The Jazz Age” 
and “Not So Long Ago.” 

“We get into the controversial 
area because one can’t get into} 
good theater without having some 
controversial aspects. So we are 
not afraid of subjects that make 
good tv programming,” he ex- 
plained. | 

Mr. Bruce cited an organization | 
policy statement of “Programming | 
of Purex TV Specials,” which was | 
formulated and issued in Janu-| 
ary, 1960, when sponsorship of the | 
specials began. It reads: 

“Purex Corporation Ltd. has 
purchased from NBC-TV network | 
a series of hour programs to ad-| 
vertise its products. In selecting | 
a series Purex tries to pick a va-| 
riety of programs, each of which} 
will appeal to a substantial seg-| 
ment of American families. After | 
selecting a series or a program, | 
Purex’s policy is to leave the pro- | 
duction of the show in the hands | 
of the network. Purex does not! 
censor the program but relies on | 
the good judgment and integrity | 
of the network to provide the best | 
possible entertainment and to pre- | 
sent it with dignity and good| 
taste 

| 


s “Censorship by the advertiser | 
of the content of a tv program | 
would endanger any dramatic or 
historical values the program) 
might possess. It would be com-| 
parable to trying to control the) 
content of any magazine or news- | 
paper in which we advertise. 

“Purex recognizes that its non-| 
censorship policy and the net- 
work’s efforts to meet public de- 
mand for vital and more interest- 
ing programs at times lead to the 
presentation of material on which 
strong differences of opinion may 
exist. To avoid such subjects as 
program material simply because 
of these differing opinions would 
severely limit the scope of tv en- 
tertainment. Sponsor domination 
that extends to imposing such lim- 
itations on programming, in our 
opinion, is not compatible with the 
network’s obligation to the FCC 
and is not in the best interests of 
the public. 

“We have strong evidence that| 
the millions of viewers who see’! 


our programs recognize their val- 
ue not only as good entertainment, 
but as a real contribution to our 
American way of life, which does 
not suppress differing opinions.” 


# Sponsorship of the specials ac- 
counts for some 50% to 60% of 
the Purex budget. The remainder 
of the budget goes into “every- 
thing but outdoor,” Mr. Bruce 
said. This includes some use of 
spot tv for area campaigns, and to 
get adequate coverage of the com- 
pany’s numerous products. 

Purex has been in network tv 
since the 1955-’56 season, when it 
bought “The Big Surprise,” which 
it again sponsored the following 
year. “Perry Mason” was spon- 
sored the first part of the 1958- 
’59 season. From January, ’59 un- 


til January, ’60, Purex put its ma- 
jor push in print, although several 
programs were sponsored briefly 
in the summer of 1959. 

Since January, ’60, Purex has 
sponsored seven specials in the 
January-June period, and eight 
repeats of “Project 20,” and “Sun- 
day Showcase,” through the sum- 
mer months. In the season now 
under way, a minimum of five, and 
possibly seven, specials will be 
sponsored. 

To date, Purex executives are 
well pleased with the specials, 
which they call “a good and suc- 
cessful advertising vehicle.” An 
analysis of Nielsen ratings for the 
first six months of 1960, Mr. Bruce 
said, shows the specials have a 
cost-per-1,000 of $4.16, compared 
with the average of $4.78 for all 
network hour programs. Ratings 
have ranged from 13.3 to 28. 


t 

= The size of the audience has 
varied from 6,000,000 homes for 
the second part of “Sacco-Van- 
! zetti” to 12,000,000 homes for “Not 
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Sign of swell service 
3 3 PHILLIPS 


EYE-ING THE WOMEN—Phillips Petroleum Co., Bartlesville, Okla., has 

doubled its outdoor coverage toe court the growing number of women 

drivers—35,000,000 today and expected to reach 77,000,000 by 1965. 
Lambert & Feasley, New York, is the agency. 


So Long Ago.” Mr. Bruce said that ; impact of commercials. Mr. Bruce 
80% of the viewers were adults,/said Purex is pleased with the 
“among the highest such ratings findings, which “show that our 
in network tv.” | messages are getting through, that 

Another measurement consid-| our salient points are reaching 
ered important is that provided by people, that they can recall them. 
Gallup-Robinson research on the! Over-all we have fared better on 


ne q SUPERMARKET 


- 


METHODS 


LOOK TO CANADA 
TO EXPAND 
YOUR MARKETS 


With its accessibility—fast freight by air, 
road, rail and water—similar tastes in every- 
thing from jack-hammers to jets—and the 
obvious ‘“‘North American concept” advantages 
—Canada is a natural when you’re looking for 
new or bigger markets. And every Canadian mar- 
ket, every area of Canadian industry, is growing. 


look to HUGH 


C. MACLEAN 


for facts on industrial marketing 


To reach any important market, you need reliable, 
realistic facts. Up-to-date, comprehensive data on 
Canadian business and industry—with detailed studies 
of markets—are available from Hugh C. MacLean, now. 


Get the facts from a Hugh C. MacLean representative. 
Write or phone today. 


Po 


ae 
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The HUGH C. MACLEAN Publications Limited ® Tam 
1450 Don Mills Road, Don Mills, Ontario, Canada, HIckory 4-6641 
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products in these shows than the 
norm for commercials over the 
past seven to eight years. 

“This is particularly satisfac- 
tory,” he said, “because we are in 
an industry of relatively low in- 
terest as compared to such prod- 
ucts as automobiles, appliances, 
etc. We expected a lesser degree 
of impact, and the fact we fared 
so well would seem to indicate 
that the viewer was being appre- 
ciative and finding a lasting val- 
ue in the programs, with this giv- 
ing a ‘halo’ effect to commercials.” 

A third dimension, “consumer 
response,” is also satisfactory, Mr. 
Bruce said. “Usually, mail is nega- 
tive, and not very large. The 
specials have increased the amount 
of mail we received, and it has 
been preponderantly enthusiastic 
about the programs,” he said. 


= There has also been a favorable 
response from the Purex sales or- 
ganization. This results, according 
to Mr. Bruce,_from enthusiastic 
comments received in daily calls on 


customers, and particularly from 
comments by important buyers. 

His conclusions? “There is a 
tendency on the part of advertis- 
ers to underestimate the maturity 
and relative sophistication of the 
tv audience. There must be a lot 
of people who want this kind of 
entertainment.” 

Having these feelings about the 
nighttime specials, Purex has 
signed to sponsor a series of day- 
time specials for women. These 
will cover ‘such subjects as “The 
Frigid Woman,” “The Working 
Mother,” “Inter-Marriage,” “The 
Suburban Housewife,” “The Sin- 
gle Woman,” “Menopause,” and 
“Infidelity.” 

The corporation’s viewpoint is 
expressed by Alan Stoneman, Pu- 
rex president, in the company’s 
recent annual report: “And while 
advertising is only one of a num- 
ber of factors responsible for our 
record in sales and earnings, the 
past fiscal year, with 11% in- 
crease in.sales volume, and 19% 
increase in earnings, would seem 


z 
to support our belief that our ad- 
vertising policies, as well as our 
intensified sales effort, are effec- 
tive.” 

Edward H. Weiss & Co., Chica- 
go, is the agency of record for 
network tv on all vroducts, but 
Purex’s other agency, Foote, Cone 
& Belding, is responsible for com- 
mercials for the products it han- 
dles. # 


‘Look’ Names Five 


Look has named Philip F. Quinn, 
Bruce McNaughton and Peter Bar- 
ber to its New York sales staff and 
Randolph Owsley Jr. to its Chica- 
go sales staff. Mr. Quinn formerly 
was with Benton & Bowles. Mr. 
McNaughton was with Business 
Week. Mr. Barber was with Inter- 
national Motor Sales, and Mr. Ow- 
sley was with Canada Dry Corp. 
C. S. (Larry) Hanson, vp and ad 
manager of Look, has been elected 
to the board of Cowles Magazines. 


‘RM’ Set for Bow 


A new bi-monthly magazine, Re- 
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‘production Methods for Business 


and Industry, to be known as RM, | 
will be published from March, 1961. 

To be published by the Photog- | 
raphy Publishing Corp., 33 W. 60th | 
St., New York, the 7”x10” book 
will have a guarantee of 20,000. | 
Rates will be based on $680 a b&w | 
page. 


Armco Wins Ad Award 
Armco Steel Corp., Middletown, | 
Ohio, has won the 1960 annual ad- 
vertising award of the National 
Assn. of Sheet Metal Distributors. 
This is the third time in four years 
that Armco advertising in support | 
of distributors has received the 
award. 
Engnath Joins Bodine 
Richard Engnath, formerly with | 
Esquire, has become a principal of | 
Ray Bodine Advertising, New York. || 


handle the account of RMC Associ- | 
‘ CH 
Miss 


ates, New York, sales engineer rep- 
resenting electronic manufacturers. |” 


| rs ; 


U.S. Representatives: 
W. REYNOLD RATZ, 549 W. Randolph St., Chicago 4, Illinois, STate 2-8811 
DILLENBECK-GALAVAN, INC. 266 South Alexandria Ave., Los Angeles 4, California, DUnkirk 5-3991 
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RMARKET 
METHODS 


SUPE 
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Executive 


INDUSTRIAL 


These 
HUGH C. MACLEAN Publications 
open Canada’s 


BUSINESS AND PROFESSIONAL 


Shoe and Leather Journal 

Furniture and Furnishings 

Supermarket Methods 

The Canadian Architect 

Canadian Consulting Engineer 

Hospital Administration and Construction 


Canadian Transportation 
Petro Process Engineering 
Canadian Chemical Processing 


Markets to you 


Canadian Metalworking 


Industrial Digest 


Canada Lumberman 
Canadian Woodworker 
Chemical Buyers Guide 


CONSTRUCTION 


Engineering and Contract Record 
MacLean Building Guide 
Engineering and Contract Record Directory 


ELECTRICAL 


Electrical News and Engineering 
Electrical Contracting and Maintenance 
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Electrical Equipment News 


} First Official Event 
CIVA WAR CENTENNIAL 


*Porode of the Mississippi Greys 
(Centenmal Army in Memoriam) 
Golo Conteder 


TO MISSISSIPPI—This first of a series 
of six ads, scheduled for national 
magazines and newspapers, will 
break in the December Holiday. It 
is part of the largest ad campaign 
ever undertaken by Mississippi to 


" _ > promote tourism. Godwin Adver- 
a -— ee tising Agency, Jackson, is the 
NEEp, 6 a agency. 
Racy 4 = 7 = 
No Mississippi Keys 


Ads to Centenary of 
War ‘Tween States 


JACKSON, Miss., Nov. 15—The 
state of Mississippi has embarked 
upon its largest advertising cam- 
paign to promote its tourist attrac- 
tions and events of the Civil War 
centennial. 

The state has scheduled a series 
of ads in magazines and metropoli- 
tan newspapers. 

Magazines to be used include 
Holiday, which will carry a series 
of six monthly insertions begin- 
ning in December, plus The Satur- 
day Evening Post, Redbook, Na- 
tional Geographic Magazine, and 
teachers’ magazines and motor club 
| publications. 


s The first ad in the Holiday series 
features vacation travel attractions 
lof Mississippi’s Gulf Coast, “75 
| continuous miles of beauty, history 
jand fun,” with reminders of “an 
\exciting three century-old past.” 
|The ad offers a color travel bro- 
|chure free. 

| A box at the bottom of the ad 
notes that the first official event of 
\the Civil War Centennial will be a 
re-enactment of Mississippi’s adop- 
tion of the Ordinance of Secession. 
The re-enactment will be at the 
original Old Capitol site in Jackson 
on Jan. 9. 

Followup ads in the promotion 
will feature other centennial events 
and scenic attractions. 

Godwin Advertising Agency han- 
dles the campaign of the state’s 
agricultural and industrial board. + 
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How Net Advertising Revenue of Canadian Periodicals Has Grown 


Advertising Age, November 21, 1960 


Religious, 
Newspapers: School, 
Daily, Weekend, Business Papers: Fraternal, 
: Weekly, Bi- Magazines of Trade, Technical, Farm Telephone Juvenile, 
a Weekly and General Scientific and Publi- and City Almanacs, 
Tri-Weekly Circulation Financial cations Directories and Others Total 

ee 1946* $ 49,079,000 $ 5,325,000 $ 7,266,000 $3,200,000 $ 4,615,000 $ 515,000 $ 70,000,000 
e: 1951 104,885,000 10,237,000 11,407,000 3,929,000 8,573,000 1,702,000 140,733,000 
1952 116,818,000 11,007,000 13,317,000 4,753,000 9,367,000 1,967,000 157,049,000 
: 1953 135,117,000 12,244,000 15,325,000 5,074,000 10,727,000 2,337,000 180,824,000 
1954 144,202,000 14,340,000 16,614,000 4,911,000 12,152,000 2,403,000 194,622,000 
1955 156,139,000 15,725,000 18,336,000 5,960,000 13,741,000 2,573,000 212,474,000 
1956 176,454,000 17,940,000 20,642,000 6,311,000 16,009,000 2,742,000 240,097,000 
1957 180,839,000 18,109,000 22,876,000 6,217,000 18,724,000 . 2,808,000 249,573,000 
1958 188,299,000 17,798,000 23,383,000 6,384,000 22,280,000 2,948,000 261,092,000 
1959* 192,800,000 19,180,000 25,300,000 6,350,000 23,360,000 3,090,000 270,080,000 
1960* 195,000,000 20,800,000 27,500,000 6,100,000 25,500,000 3,100,000 278,000,000 


*Estimates of Maclean-Hunter research department. Source: Dominion Bureau of Statistics. “The Printing Trades”; Business Newspaper Assn. of Canada. 


Consumer Spending Bounces 
Back in Second Quarter 


(Billions of Dollars) 


Recession Signs 
Hit Canada, but 
Spirit Is High 


(Continued from Page 73) 
printing, publishing and allied 
industries. Profits in foods and 
beverages, rubber, and paper sub- 
groups remained relatively un- 
changed.” 


s Yet the visitor to Toronto and 
Montreal and Ottawa this autumn 
sees few, if any, outward signs of 
recession. The cities are bustling, 
new homes and office buildings 
are going up on all sides, the de- 
partment stores are filled with 


! “omiv et 


1957 


nmwvit 


1958 


nomvt " 


1959 1960 


| business cycle, that it won’t last 
|too long, and then—onward and 


mented that 1960 has been a year 


| year, “but for the past two months compared with the corresponding 


and the researchers notwithstand- | 
ing—is that Canadians are con- 
fident that this will prove just 
another downward swing in the 


upward once more. 


® An adman whose clients are 
largely in the industrial field com- 


of watchful waiting, a stop-start | 


things have been moving into) 
high-gear again.” An agency man 
said, “There is talk of clients cut- 
ting back, or saying ‘let’s watch 
the budget now.’ Banks and in- 
vestment houses suspect there will 
be a drop in retail sales in 1961— 
how big a drop nobody knows. 
Unemployment worries the gov- 
ernment. But I personally think | 


building permits were higher. Con- 
sumer spending—moving at an 
annual rate of $23.1 billion, or 
15% ahead of the first quarter— 
represented a gain in real con- 
sumption since there was no 
marked oVer-all change in prices. 


= Balancing the good and the not- 

so-good on spending, the Dominion 

Bureau of Statistics concluded: 
“When the first half of 1960 is 


period of the previous year, the 
gain in consumer spending amounts 
to 4%. In most of the durable cate- 
gories (radios, electrical appliances, 
cars), the year-over-year compar- 
ison is unfavorable. Thus the in- 
crease in spending was concentrat- 
ed in the non-durable and service 
categories, particularly the latter. 
It may be noted that the over-the- 


shoppers. Few people, in conver- 
sation, seem affected by what the 
indices say is a down-turn. And 


narily the most sensitive, and the 
quickest to react 
changes—appears cheerful, even 
chipper in the face of the occasion- 
ally dolorous news reports. 


the advertising fraternity—ordi- | 


| COMEBACK—Consumer spending in 
Canada made a substantial recov- 
ery in the second quarter, follow- 
ing the weakness which had devel- 


we'll have only a slight recession | year increase in consumer spending 
next year. Things won’t be too bad | in volume terms is somewhat below 
if we all sell harder, and better.” | the average for the postwar years, 

There were some encouraging|and that this development has 
facets in the economic mosaic to| been associated with a smaller 


to economic | 


There was a “substantial” rebound | 


Bureau of Statistics reported. 4 : ; 
in consumer spending in the sec- | 


The impression a visitor takes 
away—economists and the bankers 


able income.” 


as does James E. Coyne, governor 
of the Bank of Canada, in cutting 
its imports, stepping up domestic 
production to fill the vacuum and 
thereby giving everyone a job; and 
in reducing foreign (mostly U.S.) 
control over the economy. 

The effect, said Mr. Coyne last 
month in a speech that was widely 
discussed, “‘would be not to restrict 
our production or reduce our 
standard of living but to galvanize 
us into such a burst of new cre- 
ative and productive activity as we 
have never seen in this country 
before. 

“TI feel the time has come when 
only such an effort can save us 
and entitle us to share in the 
progress of the extraordinary mod- 
ern age which is now opening for 
the world.” 


® He said foreign domination of 
Canada’s productivity had grown 
so much that “the danger now 
exists that it may produce stagna- 
tion... 

“The Canadian automobile in- 
dustry has never built a Canadian 
automobile designed to meet spe- 
cial Canadian conditions or incor- 
porating Canadian ideas whether 
good or bad, but has been content 
to turn out copies of American 
automobiles planned, designed, 
engineered and advertised in the 
U.S. in accordance with American 
ideas, and, as to 40% of its value, 
produced in the U.S.” 

Mr. Coyne said he was confident 
that Canadian industry could hold 
its own with that of any nation. 
“If Canadian industry were in a 
position which could not be over- 
turned by sudden drastic action 
initiated elsewhere—while main- 
taining the test of a reasonable 
amount of import competition as a 
check—the spirit of our productive 
enterprises would be completely 
transformed, and the results might 
amaze us.” + 


‘House & Garden Circulation Up 


House & Garden, effective with 


oped in the first quarter, Dominion| which such optimists could point.| than average rise in real dispos- \its January, 1961, issue, will in- 


|crease its yearly average net paid 
{circulation rate base from 700,000 
ond quarter; merchandise exports|# There are some who see Can- to 725,000. Present ad rates will 
recovered in July; non-residential | ada’s eventual economic salvation,| continue through August, 1961. 
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Ss SHERATON 


More than 2,400 curling teams could fit in the 
convention rooms of the Sheraton Hotels in Canada 
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HOTELS | 
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NEW TENDE 


Fight 


all meat FRANKS» 


Gross’ 144 Corp. 
Offers Meat Packers 
Outdoor Ad Package 


Cuicaco, Nov. 15—A program to 

provide local and regional meat 
packers with low-cost outdoor 
posters has been announced by 
One Forty Four Corp. 
‘ The company, headed by H. M. 
Gross, who also heads H. M. Gross 
Co. agency, provides standardized 
four-color posters to which the lo- 
cal name is added. 

The posters can be sold at a low 
unit cost because they are mass 
produced, Mr. Gross said. A single 
poster can be purchased for $19.75; 
100 posters carry a unit price of 
$12. 


= Six different color designs, de- 
veloped after research into meat 
sales in supermarkets, are avail- 
able. 

The program also provides ban- 
ners, refrigerator cards and other 
point of sale material. The com- 
pany is currently planning prize 
recipe books, tv commercials and 


VERSATILE—O ne 
Forty Four Corp., 
Chicago, is pro- 
viding standard- 
ized four-color 
outdoor posters 
for sale to region- 
al and local meat 
packers, who add 
» their own name. 
©» Six different 
7 posters are avail- 
. able 


four-color newspaper ads for syn- 
dication. 

The Gross agency has several 
meat accounts, including Agar 
Packing Co., Chicago; Nat Buring 
Packing Co., New Orleans; and Vi- 
enna Sausage Mfg. Co., Chicago. + 


‘Science & Mechanics’ Boosts 
Dandre; Names Klusack 

Science & Mechanics, Chicago, 
has promoted Armie Dandre from 
a space representative to western 
ad manager. The magazine also has 
added William Klusack, formerly 
with Sutton Publishing Co., to its 
sales staff. The magazine, owned 
by Davis Publications, New York, 
switched from a bi-monthly to 
monthly schedule with the Novem- 
ber issue (AA, Sept. 12). Davis al- 
so has moved a section of the ad- 
vertising department to -its New 
York office, but other departments 
will remain in Chicago. 

Don Dinwiddie, editor of Science 
& Mechanics, has resigned, effec- 
tive the end of this year, and will 
move to Popular Mechanics. Art 
Youngquist of the editorial staff 
has been named to succeed Mr. 
Dinwiddie. 


Durkee’s Unfinished 
Cliffhangers on Radio 
Elicit Consumer Calls 


San FRANCISCO, Nov. 15—Here’s 
a radio commercial campaign that 
not only requires you to listen in- 
tently but also to make a phone 
eall to get the whole story. 

“Durkee’s Perils of Esmerelda,” 
the spot campaign launched for 
Durkee’s mayonnaise, compels the 
listener to use the telephone if he 
wishes to learn the outcome of the 
weekly cliffhanger situations in 
which Durkee’s loyal heroine is 
left in the broadcast portion of the 
commercials. 


# Constant victim of “Simon Vip- 
er,” Esmerelda clutches her jar of 
Durkee’s fresh egg mayonnaise 
while tied on the railroad tracks in 
the path of an onrushing steam en- 
gine; while struggling in the rapids 
of a waterfall; while waiting as a 
giant buzz saw approaches; and 
while racing barefoot across the 
snow scant inches ahead of a pack 
of timber wolves. 


The listener who cannot resist 


must dial a local telephone num- 
ber to hear the maiden’s “own true 
love” tell the happy ending. 

The campaign, handled for the 
Durkee division of Shedd-Bartush 
Foods by Cunningham & Walsh, 
will run in all major California 
and Washington markets. # 


Linde Kicks Off Oxygen 
Ad Campaign 

Linde Co., division of Union 
Carbide Corp., New York, a major 
producer of oxygen for industrial 
purposes, has kicked off an exten- 
sive business publication ad cam- 
paign aimed at the big steel pro- 
ducers. 

The ads will run well into 1961 in 
Blast Furnace & Steel Plant, Busi- 
ness Week, Iron Age, Steel and The 
Wall Street Journal. J. M. Mathes 
Inc., New York, is the agency. 


Cusick, Schwerke Names Cantu 
Cusick, Schwerke & Wild, San 
Antonio, has named Felipe Cantu 
director of its new Latin American 
department. Mr. Cantu has super- 
vised Spanish-language advertising 
for a number of products, most re- 
cently for Pioneer Flour Mills. 
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‘Wholesale Grocer News’ 
Names Houston & Walsh 
Verst Publishing Co., Chicago, 


has appointed Houston & Walsh, 
Beverly Hills and San Francisco, 
West Coast representative for 
Wholesale Grocer News. 


Royal McBee Appoints Boyle 

J.P. Boyle, formerly manager of 
field sales training for Royal type- 
writers, has been appointed direc- 
tor of marketing services of Royal 
McBee Corp., New York. 


NOTHING WHEN AN ‘APR 
DOES IT FOR YOU! © 


70, East 45th St. 
New York 17, N.Y. 


Delaware 
Valley 
clothing 
purchases 
per family 


f Ist in 
| 
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TRENTON TOPS THE DELAWARE VALLEY 


Natty dressers, these Trenton folk. Survey of Buying 
Power statistics demonstrate they spend more per 
family on clothing (and food and furniture and cars) 
than the citizens of any other DelVal city. 


AND THE “TIMES” IS TOPS IN TRENTON! 


The Trenton Times is the dominant newspaper of its 
market. That means it reaches 73% of metropolitan 
area households, 96% of city zone. Beats the Trenton 
coverage of Philadelphia papers nearly 10 times over. 


TRENTON TIMES 


Represented by SAWYER-FERGUSON-WALKER CO. 


It’s a fact: Sheraton’s 5 Canadian hotels have 
convention space for a rousing 9,635 people 


Here's the breakdown, by hotel: 


Montreal* 
4,300 


Sheraton-Mt. Royal 


King Edward Sheraton 
Toronto 
2,400 


*Additional meeting rooms in the Lourentien, Montreal. 
**New Grand Ballroom will hold more than 1,200. 


SHERATON HOTELS - Coast to Coast in the U. S. A., in Hawaii and Canada 


Sheraton-Connaught 
Hamilton 
1,745 


Sheraton-Brock 
Niogera Falls** 
1,190 


See how Sheraton's outstanding accommodations and more than 20 years of experi- 
ence in planning and running conventions can help you. For detailed information, 
contact any of these hotels, or Mr. William Gray, Northern Division Sales Manager, 
37 King Street, East, Toronto, Ontario, Canada. 


EAST WASHINGTON PROVIDENCE BINGHAMTON, N. Y. CINCINNATI RAPID CITY, S. D. SOUTH WEST HAWAII TORONTO 
NEW YORK Sheraton-Cariton Sheraton-Biltmore Sheraton Inn Sheraton-Gibson Sheraton-Johnson LOUISVILLE SAN FRANCISCO HONOLULU King Edward Sheraton 

Sheraton-Park SPRINGFIELD, Mass. ST. LOUIS Sheraton Hotel Sheraton-Palace Royal Hawaiian NIAGARA FALLS, Ont. 
Park-Sheraton Sheraton-Kimball MIDWEST Sheraton-Jefferson SIOUX CITY, lowa The Watterson Royal Manor Sheraton- Brock 
Sheraton-East PITTSBURGH ALBANY OMAHA Sheraton-Martin LOS ANGELES Princess Kaiulani HAMILTON, Ont. 
(the Ambassador) | Penn-Sheraton Sheraton-Ten Eyck CHICAGO Sheraton-Fontenelle Sheraton-Warrior DALLAS Sheraton -West Moana Sheraton-Connaught 

‘ ROCHESTER Sheraton-Blackstone AKRON Sheraton-Dallas SurtRider 

Shoraton-Atiantic BALTIMORE Sheraton Hotel Sheraton Towers Sheraton Hotel SIOUX FALLS, S. D. PASAD OVERSEAS 
Sheraton-Russell Shetaton-Belvedere BUFFALO DETROIT INDIANAPOLIS Sheraton-Carpenter NEW ORLEANS coe or CANADA ISRAEL 

Sheraton- Baltimore Inn Sheraton Hotet Sheraton-Cadillac ewe vty mene Sheraton-Cataract Sheraton-Charles e MONTREAL TEL AVIV 
BOSTON PHILADELPHIA SYRACUSE CLEVELAND FRENCH LICK, Ind. CEDAR RAPIDS, lowa MOBILE, Alabama 


Sheraton-Plaza Sheraton Hotel 


Sheraton-Syracuse Inn 


Sheraton-Cleveland 


French Lick-Sheraton 


Sheraton-Montrose 


Sheraton- Battle House 


PORTLAND, Oregon 
Sheraton-Portland Hotel 


Sheraton-Mt. Royal 
The Laurentien 


Sheraton-Tel Aviv 
opens March, 1961 
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Nielsen Reve 
nue Up 15.5% | Foster Gets Whiz Fizz . 


A. C. Nielsen Co R 
j ‘ . Chica } 
its subsidiari go, and| Warner-Lam 
revenue at 901018008 a service onto, has pr oe Tor- 
ended Aug. “+ on for the year ing to handle its Whiz Piscagesjos 
15.5% above the $26.8 This was entry in the instant dry po ‘an 
corded for the 12 mea pn = ‘market. Breithaupt, Mi t = 
Aug. 31, 195 7 en | continue on Fizzie ae lsor nm i 
creased 97% tag income in-| per Anahist ond orl ene Su- 
138,252 during hago to $2,- | tories, and McKim pence cmgget 9 
Improved earni e same periods. | remain on Bromo-Se ertising will 
to Suedinen toad s were attributed orSelizer. 
a s made by its Briti 
subsidiary, as well ritish 
+e as tax ; 
due to prior years’ losses. naa 


Hameroftf & Smith Plans Move 
Hameroff & Smith, Columbus, O 
will move soon to enlarged quar- 


ters j 

pom aad own. building at 1084 S. 

pace fb ncluded in the building 

Cate adi aoe: the Highland Court 

ron bs areas earmarked for test 

ae s, conference rooms, librar 
projection room. P 


Saturday Review’ Boosts Rates 


an 

. on ae card, No. 32, effective 

pa Badin 1961, issue. Gen- 

see will be increased from 

Sian Pv. $2,080 per b&w page 
e weekly net paid cir- 
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culation 
ae wae will go from, assistant to the v 
= of Freeport Fiche te EN : 
0., 
beh se has been named pentane 
et research of Climax Molyb 


denum Co., N 
” ew PP 
of American Saeeel Clie, be division 


= Appoints Lunn 
e Assn. of Nationa 

1 Ad is- 
= has appointed James —. 
sone 5 — a and sales 
; ° altest Foods divi 
sion of National Dairy oak at 


Corp., chairma s 
committee. n of its newspaper 


The Sat F 
rere tte Nene Heim Joins Seven Arts 


Jack Heim, form 
; . erl 
ee with United Astiete he. 
“a ated, has been named i 
past Nance Debeviite ya special feature salés } pod 
|'Arts Associated Corp., New war. 
= rk, 


Charles i 
R. DeBevoise, formerly | tv film distributor 


E DEN 


The Voice of 


Denver, Colo—Climate Capital 


Mineral 
Value Rises 


The U.S. Bureau of 
Mines says in an annual 
report just issued that the| 
value of all minerals pro- 
duced in Co 
was $313.4 million, 
of 2 pet. over 1958. 

Molybdenum and uranium 
topped the metals group in pro- 
duction in 1959. the report said, 
and cement sand and gravel 
were the primary nonmetals as 
Colorado's construction boom 
rolled on. 

etals accounted for 31 pet. 
we of all minerals pro 

pet. more than in 1958 

_ they ad- 

vanced in value from $81.8 mil- 
lion in 1958 to $97.2 million in 


1959 
Shale Plant Begun 
Advances in the Colorado 
minerals industry included ex- 
Cotter Corp. uré- 


UNE OF 


900,000-cubic-yard shale pros: Scroggly-looking beets will emerge from plont os 


HOME 
EDITION 
the Rocky Mountain Empire 
of the World 


State Record 


travel spending in Colorado will 
agencies pre- 
all - time 


acation and 
hit nearly $400 million in 1960, tourist 
dicted Saturday. The figure would be an 
high. 
Surveys of major travel agencies and study 
ed a 1960 tourist crop of about 4,560,- 
000 peop would be a record. 
While all groups cau 
their predictions are penis 
there seemed to be agreement 
that travel and spending were t 
up about 5 pet. over 1959. 
A number of factors encour- 
aged the hopeful estimate Petro eum 
travel. Colorado this year was 
host to such national gatherings 
as the U.S Open golf tourney 
the Shriners convention in Den- on erence 
ver and Boy Scouts encampment 
poner a. All drew\ Registration begins in 
Additionally, skiing Vast winter nver Sunday for the 
we first national engineering 
ee was excellent. held in the 
Be \$58 Million Gain 
? The Colorado Visitors Bureau 
id 
figure of nearly 
gpending compa 
million for 1959. 
visitors, approximately 4,560,000. | tute of Mining. 
compares with @ figure of 4,-| Petroleum Engineers). 
os 350,000 for 1959 Headquarters is the Denver 
—— The Colorado Advertising and| jilton Hotel. Convention sessions 


Publicity department. 8 state|and exhibits of latest products 


WESTERN PLANT AT BRIGHTON, 
; agency, has not released figures.|in the petroleum industry will 


coo. 
is rated excellent this yeor fine weather has aided harvest. 


essing plant at Rocky Flats 
near Denver by Great Western 
Aggregates Inc.. @ subsidiary 
of Ideal Cement Co. 

rean 


‘SUGAR CROP BIGGEST 


ts The bigs 
nas Western Sugar Co. is 
Western factories in Col 
twet ofl. and Mantana are at work 
The report 58 olorado’s 3.9 million tons of beets. 
coal production last yest wes Frank A. Kemp, Great Western president, esti- 
1 pet. over 1958. lareely U& mated Saturday his com ii pay farmers more 
cause of increased power de Ilion for their 


raska, Wyoming) 
estimated 


high. 


The report disclosed that the | territory is 
Bureau of Mines Is continuing 1. the largett 
its long-range investigation ot \grown in America,” Kemp 58 
coal utilization at its Denver |-wational all-time high produc- 
coal research laboratory ‘tion of 2.4 million tons of weet | *E & 

year included | sugar this year |S reassuring in|"? the bus 
emperature ©8T) view of chaos in Cuba ona | OO. 
bituminous coals \Castro’s suger alliance with the. wae Ge 
, coking properties | Communists.” pacing 
of western coals. carbonization Kemp seid 
and investigations Of this summer 
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pertect weather 
wo 
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| third, highest in 
business history. | state's annual export volume 
monthly 


august of this 5 
om te a yest: \than 320 engineering 


ul 


? 
Hy 
iz 


It indicated, however. that its|pe héld at City Auditorium, 
mail inquiries. received mostly, Sessions during the Denver 
in the early season, support a con 


—='EOR COLORADO 


estimate of a 5 pet increase 


ery . eas technology. 
lodging and formation frac: 
ft turing. 
The Denver meeting will fea- 
A preliminary estimate by be 68 papers on pet 


as 1959. 
‘to work for export expansion engineering. The convention, ™® 


The Trail's survey showed | reality, is @ “short-course” on 
that attendance at Rocky Moun-| new de ts in = 
tain National Park for 1960 may ae accritg vechnolORy. 


he 1956 record attend- 
ance of approximately 1,500,000. President of the Society of 
Petroleum Engineers is Wayne 


total © | nually. 
The estimate is based on results of a question- 
naire mailed to Colorado manufacturers and to more —— : 
behind at $1,020, | firms in the state by Dr. Joe rings travel P-\E Glenn, who until 1958 lived 
Wilkinson, administrative assistant to Gov. Steve about the same), Sales ae pate sg 
e ——— down a few percent- P 
. Mie er | , tact  gecording to Clay- tion manager for Continental Oil 
R.- - a manager of the Co's Rocky Mountain area. 
os no test a's "eal Chamber of| He now lives in Houston. Tex. 
arene - Se 4 + =| las production manager for Con- 
1pss by merger |STe ionwide drive to al terest in |tinental 
in a move to halt the | 


| 


Of those already exporting. 35| 
| Colorado firms reported volume | late in the season 
in excess of $100,000 a year. the encampment 

The survey will wind up a 
the publication of a Colorado | “for the next 10 years.” Co. 
export trade directory listing | 


the record crop. 
| average yield in G 
ern territory 
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progre 
1 of both parties 
said. “Tt 


cee os 
by the Ider we | over the years,” he 


approval because 


actually pays the 


= tavoenat that 196) ales profit. 


Writers 
aug Million 


Work has started on & 
writers’ Manor, the 


| firms in the state in export trade | 4-COUNTY AREA 


=e Realty Loans Gain 
4.8 Pct. for Month 


around the world th 
ber in the Den- 
85,930, an 
year. 


DEVELOPING 


Manor Sets 
Addition 


$1 million annex to 
juxury highway hotel at 1730 


with the University of Denver to 
in exporting 


Real estate 


Denver Pest metropolitan 


ver 


.» Fe 
mortgage loan activity in Denver, Ada’ 
~ ta#tarean counties. 
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New Dutch Masters Cigar 
Kicks Off in Newspapers 

Dutch Masters Cigar Co., New 
York, is introducing a new luxury- 
size cigar—Dutch Masters El Do- 
rado—with full-page newspaper 
ads in nine key cities. Priced at 
three for 50¢, the cigar is styled 
“for the man with modern ideas.” 

Newspapers carrying the intro- 
ductory ads are the New York 
Times, Philadelphia Bulletin, 
Cleveland Press & News, Boston 
Herald Traveler, Providence Bulle- | 


tin Journal, Buffalo News, Hart- 
ford Times, New Haven Register 
& Journal-Courier, and the New- 
ark News. Erwin Wasey, Ruthrauff 
& Ryan, New York, is the agency. 


Ideal System Names A&K 
Ideal System Co., Los Angeles, 
publisher of simplified bookkeep- 
ing systems and tax records, has 
named Adams & Keyes its agency. 
A&K is developing marketing and 
ad plans for a new line of “Money 


Minder” tax record and budget 


books for distribution in drug, va- 
riety and supermarkets. The budg- 
et is divided between national 
magazines and business publica- 
tions. 


Ironrite Names Armitage 

Clay Armitage, formerly with 
the Detroit diesel engine division 
of General Motors, has been named 
assistant ad and sales promotion 
manager of Ironrite Inc., Mt. Clem- 
ens, Mich., manufacturer of laun- 
dry equipment. 
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few papers, anywhere, 


and trade area as 
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(Continued from Page 3) 
buyer or account executive. But 
such cases are really few and far 
between. 

“It’s much more likely that some 
—shall we say subliminal—im- 
pression is what spurs the final 
decision. That’s why you are some- 
times completely mystified at the 
decision, perhaps cannot believe it 
is an honest one. 


s “The impression, the image, the 
help you give to a client—even the 
kind of haircut your representative 
has—all contributes to this deci- 
sion. Let’s temporarily forget hair- 
cuts and talk about how you can 
build this image to your benefit.” 

In building the station image, 
Mr. Epstein suggested, promotion 
men should concentrate on four 
basic types of promotion: Audi- 
ence promotion, merchandising, 
sales promotion and station pro- 
motion. 

Mr. Epstein ended his talk with 
a few don’ts. He called promotion 
designed “to kid the advertiser, 
the agency or yourselves” the 
worst kind of waste for broad- 
casters. He urged stations not to 
“just give lip service to merchan- 
dising assistance”; to be a me-too- 
er in advertising; or to forget that 
most of the customers are miles 
away and never hear the station. 


® As a parting shot of advice, he 
suggested: “Use broadcast books, 


|sion Bureau of Advertising, who 


but don’t confine your trade paper 
advertising to them exclusively. 
There are agency account execu- 
tives and advertisers who greatly 
influence station selection whom 
you just can’t reach with them. In 
other words, play the field, and in 
this case you'll get pretty good 
odds.” 


® Telecasters at the BPA conven- 
tion were told that tv—like every 
other medium—will have to sell 
twice as hard to maintain its pre- 
sent share (13.6%) of the doubled 
advertising pie of the 1970s. 

This warning came from Edward 
H. Armsby, director of sales pro- 
motion and presentation, Televi- 


added that he was sure that tele- 
vision wants to do better than just 
hold onto its current slice of the 
total advertising outlay. 

Pointing out that tv penetration | 
|is already high and will not be} 
increasing very much, the TvB| 
executive suggested that attention | 
be focused on audience promotion | 
to boost sets in use and amount 


of viewing time. 

He said part of tv’s additional 
| revenue in the next decade must 
| come from higher rates. 

“Dollars added on top of every- | 
| thing because we need, and we| 
| want, and we are entitled to them,” | 
/he said. “It has nothing to do with | 

increases in audience; it is only} 
increase in cost—and it all goes) 
jagainst cost per 1,000. The result? | 
|An estimated 38% increase in cost | 
per 1,000 [by 1970].” 

| Mr. Armsby predicted that te 
|historic downward trend of tv’s 
cost per 1,000 will soon reverse and | 
that tv “will never be as inexpen-| 
| sive as it is today.” It will be up to 
| broadcasters, including broadcast 
|promotion men, to make the in- 
creases stick, he continued. Along | 
|with the increase in rates, there 
| will be a gain in time sold on many 
| stations, it was stated. 


. Miles David, vp of the Radio 
| Advertising Bureau, complained 
that broadcasters are not doing 
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Promoter's Manipulation of Station's 
Image Can Zoom Sales: Epstein to BPA 


ing session, said that station after 
station had indicated that it did 
not have time or facilities for this 
kind of promotion. Most of the re- 
sponsibility for this situation rests 
with management, he said, but it is 
partly up to the promotion men to 
find the time, the way and the 
short cuts to such activities. 

Such short cuts are available to 
RAB members, who are provided 
with a steady stream of sales pro- 
motion materials, Mr. David point- 
ed out. 


e In his keynote address, NBC 
Chairman Sarnoff called for a 
modernization of America’s Presi- 
dential convention and campaign 
setups. His recommendation for 
the tv and jet age: Streamline the 
conventions and shorten the cam- 


Filmotype 


Saves Moneg 
Makes Money 


: fx s 


There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 
Filmotype. 


° 
“We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


© Thousands of sizes and styles of Filmotype 
type and lettering! 

| e Right from the machine, copy perfect for 
reproduction .. . takes only seconds! 

¢ Finest professional quality, of course, still 
anyone can produce Filmotype copy. 


| ¢ Pays-For-Itself Plan makes owning a 


Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype . . . body copy is Alphatype. 


Write for complete details today! 
FILMOTYPE 


lilinois 


Skokie, 


enough of the kind of sales promo- | 
| tion that is designed to create new | 


| business for radio. 
Mr. David, who followed the 
TvB representative in the open- 


| 
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paigns by at least six weeks. 

The NBC chairman called at- 
tention to the upsurge in public 
affairs programming and the bur- 
geoning interest on the part of 
audiences and advertisers. He 
asked the promotion men to do 
what they could to help boost this 
trend by (1) influencing their sta- 
tions to carry the cultural pro- 
grams furnished by the networks 
and by (2) promoting and calling 
attention to this kind of tv fare. 


2 “When you promote public af- 
fairs shows, you accomplish a dou- 
ble purpose,” Mr. Sarnoff said. 
“You help to build an audience for 
a type of program, which contrary 
to some old notions, is showing it- 
seif capable of drawing viewers in 
the kind of numbers that draw 
sponsors. 

“But even among those whom 
you do not persuade to tune in, 
you help to build a favorable and 
more faithful impression of your 
station and your industry. For 
those who criticize television as 
simply a medium of diversion seem 
singularly unaware of the great 
range and variety of informational 
and cultural programs it constantly 
provides, week in and week out.” 

The first day’s “how to” panels 
featured William E. Boss, RCA, 
and John T. Murphy, Crosley 
Broadcasting Corp., on color tv; 
Sid Mesibov, ABC, and Robert 
Nashick, KTLA, Los Angeles, on 
exploitation; John J. Kelly, Storer 
Broadcasting, and Alice Koch, 
KMOX, St. Louis, on budgets and 
money matters; and Fred Wilson, 
Leo Burnett Co. and Jim Bower- 
master, WMT, Cedar Rapids, on 
merchandising. 


# One of the panel sessions dealt 
with the effect on the broadcast- 
ing industry of stricter interpreta- 
tion of Section 317 of the Com- 
munications Act. 

This law, as Chris Christensen, 
KPIX, San Francisco, reminded 
broadcasters, states: “All matter 
broadcast...for which _ service, 
money or any other valuable con- 
sideration is directly or indirectly 
paid, or promised to or charged or 
accepted by the station so broad- 


Sherman 


Knight 


Knight, WTRF-TV, Wheeling, W. 


casting, from any person, shall, at 
the time the same is so broadcast, 
be announced as paid for or fur- 
nished, as the case may be, by 
such person.” 

Mr. Christensen paraphrased this 
to mean “simply that all commer- 
cial material shall be announced as 
such and so logged.” 


® But the discussion, which fol- 
lowed speeches by Mr. Christen- 
sen and John Hurlbut, WFBM, 
Indianapolis, indicated that inter- 
pretation of the law and the FCC’s 
recent memoranda on the law 
have been anything but simple, 
with, as Mr. Hurlbut said, almost 
as many opinions as there are 
law firms. 

The consensus was that Section 
317 has been good for broadcast- 
ing for these reasons, among oth- 
ers: The bad operators are being 
kept out of the business; many ad- 
vertisers, who used to demand the 
kind of extras they wouldn’t think 
of asking competing media for, 
now buy broadcast for its primary 
purpose and not the extras; over- 
commercialism has been cut down; 
reciprocal and trade deals have 
been reevaluated to make sure the 
|stations are not giving away more 
than they are getting in return. 


s A show of hands indicated that 


All Busy Executives Need 


es! DENTO-PAK 


Vue’ 


Holds 24 Credit Cards, Photos, Etc. 


Of Fine 
MELLOW 
TOUCH 
LEATHER 


Useful for Yourself 
Appreciated As a Gift 


America € 


A JACKSON RAYMOND EXCLU- 
SIVE! Genuine mellow touch leather 
identification card and photocase 
with 12 transparent windows that 


hold 24 credit cards, driver's license, 
photos, etc. Easily replaced. Each 
card swings out on a swivel for fast 
reference in full view. Convenient 
3” x 4”. Fits into palm of hand 
Colors for men: Jet Black, Golden 
Brown. For Women. Antique White 
Metallic Red (Small gold design) 
Price $3.50 each, postpaid. Delyxe 


men's style—black with gold plated 
corners—$5.00 ppd. Send cash, check 
or money order on money back 
guarantee 


RATED FIRMS WRITE FOR SAMPLE AND 
QUANTITY PRICES 


JACKSON RAYMOND CO. 


676 N. Dearborn Dept. AAI 
WH 4-2212 Chicago, Ill. 


many of the broadcasters still par- 
ticipate in trade arrangements of 
one kind or another, though some 
|promotion men have stopped or 
been stopped by lawyers as a re- 
sult of the March, 1960, FCC inter- 
pretation of the law._ 

It was clear that there was no 
| agreement on many of these points 
|}among lawyers, management or 
| promotion directors. But Mr. Hurl- 

but, who took as his text, “What 
Should It Profit the Owner if He 
| Gain the Whole Market and Lose 
His Own License,” offered this con- 
|servative piece of advice: “When 
in doubt, log it as commercial.” 
Other Tuesday morning panels: 
Promoting radio audiences, with 
Harvey Clarke, CFPL, London, 


Hudgens Olson 


BREAK—Relaxing during a break at the Broadcasters’ Promotion Assn. 
meeting in New Orleans were Barry Sherman, WQXI, Atlanta; Jim 


Va.; Joe Hudgens, KRNT-TV, Des 


Moines; Martin Olson, WDSM and WDSM-TV, Duluth; Jud Woods, 


stressed the importance ot the lit- 
tle things—-how secretaries answer 
the phone and receptionists greet 
guests—in forming a_ station’s 
over-all image. 


= Other Tuesday afternoon panel- 
ists were Roger Cooper, American 
Research Bureau; John Churchill, 
A. C. Nielsen Co.; Frank Stisser, 
C. E. Hooper Inc.; Kirt Harriss, 
KPRC, Houston: Paul Woodland, 
WGAL-TV, Lancaster, and Montez 
Tjaden, KWTV, Oklahoma City. 

The closing day’s panel sessions 
were devoted to an exchange of 
ideas on the use of direct mail, ra- 
dio news promotion, . videotape 
pluses and cross-media techniques. 
Participants were Jack Kavanagh, 
WPRO, Providence; Martin Katz, 
Blair TV companies; Bill McKib- 
ben, Balaban stations, St. Louis; 
Lionel F. Baxter, Storer Broadcast- 
ing Co., Miami; Michael Ruppe, 
WIL, St. Louis; John Owen, Avery- 
Knodel; Robert Guy, WWL, New 
Orleans; and Robert Day, Ampex 
Corp. 


e® John Hurlbut, WFBM and 
WFBM-TV, Indianapolis, was 
elected president of the association. 
Don Curran, KTVI, St. Louis, was 
named first vp, and Harvey Clarke, 
CFPL, London, Ont., was elected 
second vp. Bud Sullivan, KYW-TV, 
Cleveland, was named secretary- 
treasurer, a new combined post; he 
was secretary of the association. # 


BBDO-Montreal Adds Two 

The Montreal office of Batten, 
Barton, Durstine & Osborn has 
been appointed agency for Tele- 
Metropole Corp., owner and oper- 
ator of CFTM-TV, Montreal, the 
new French-language station 
scheduled to begin transmission 
early next year. BBDO has also 
been named to handle advertising 
for Paul L’Anglais Inc., represen- 
tative of the new station and sev- 
eral others. 


Woods Williams 
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Wry Chenoweth 


WDAF-TV, Kansas City; Jack Williams, WSAZ and WSAZ-TV, 


Huntington-Charleston, W. Va.; 
Hartford, Conn.; 
Birmingham. 


Howard Wry, WHNB-TV, West 


and Jim Chenoweth, WAPI and WAPI-TV, 


Chicago Copy Group 


Again Honors Baxter 


Cuicaco, Nov. 16—Jack Baxter, 
president of Creative House, was 
named copywriter of the year at 
the Chicago Copywriters Club’s 
fourth annual spotlight dinner 
here last night. 

Mr. Baxter’s institutional ad for 
Carson Pirie Scott & Co., depart- 
ment store, was judged Chicago’s 
best ad of the year. The ad was 
headlined, “We Put College Fash- 
ions on the Right Track.” 

Winner of the copywriter of the 
year award for the second con- 
secutive year, Mr. Baxter, who 
helped found the club in 1957 and 
who served as president for two 
years, is the only Chicago writer 
to win four consecutive Golden 30 
awards given by the club each 
year. Prior to forming Creative 
House in 1957, Mr. Baxter was 
creative director of Earle Ludgin 
& Co. for seven years. 

Jane Zimmerman of Foote, Cone 
& Belding won honors for the tv 
commercial of the year with a 
Dial soap spot featuring two ho- 
boes. 

Jay Levinson of Edward H. Weiss 
& Co. won the radio commercial of 
the year for his “one minute of si- 


lence” spot for Perk Dog Foods. 

A four-color advertisement for 
Kraft jellies, created by Don Dick- 
enson of Needham, Louis & Bror- 
by, was voted magazine ad of the 
year. 

Of 130 who submitted entries, 17 
won Golden 30 awards. 

Golden 30 winners were Geoffry 
Martineau, Paul Synop, Robert 
Noel, Nelson Winkless, Hal Wein- 
stein, Robert Woodruff and Verda 
Marek, all of Leo Burnett Co. 

Wallace Watkins, Robert Eck, 
Jane Zimmerman, Don Williams 
and John O’Toole, Foote, Cone & 
Belding. 

Robert Morgan, Jack Trindl and 
Emery Smyth, Needham, Louis & 
Brorby. 

Bill Rega, J. Walter Thompson 
Co., and Jack Baxter, Creative 
House. + : 


Runnerstrom to WBOY 

Robert O. Runnerstrom, former- 
ly vp of WMBD and WMBD-TV, 
Peoria, Ill., has been appointed 
managing director of WBOY and 
WBOY-TV, Clarksburg, W. Va. 


Oesterle to ‘Newsweek’ 
Karl Oesterle, formerly with 


American Metal Market, has joined 
joe Pittsburgh sales staff of News- 
| week. 


UNUSUAL MAGAZINE ADVERTISING 
SELLING OPPORTUNITY 


Highly regarded nationally known consumer publication with an 
outstanding growth record and future potential has an opening for 
a successful salesman 35 to 40 years of age. He should have at least 
8 to 10 years selling experience with magazines, newspapers or trade 
publications. Unusual opportunity, operating out of the Chicago 
Office, salary and all expenses paid. Please send resume of business 
experience, personal data and present income, which will be held in 
confidence. Interview will be requested promptly. 


Box 482, Advertising Age 
200 E. Hlinois St., Chicago 11, Hlinois 


Ont., and Clayton Kaufman, 
WCCO, Minneapolis; promoting tv 
audiences, with Burt Toppan, 
WTVJ, Miami, and Charles H. 
| Cash Jr.,. WSM-TV, Nashville; and 
using graphic art in promotion, 
with Mike Schaeffer, WFIL, Phil- 


TV, Grand Rapids. 


surveys, sales promotion, 


licity. 


advised 


ment 


promotion departments. 
‘Wallace, WTMJ, 


adelphia, and Clark Grant, WOOD- | 


= The Tuesday afternoon panel 
sessions were devoted to audience 
public 
relations and image building, and 
trade press advertising and pub- 


In sales promotion, Judd Coler, 
KMOX-TYV, St. Louis, said special 
presentations for specific purposes 
should be made in collaboration 
with the salesman on the account. 
Bob Hutton, Edward Petry & Co., 
stations to consider the 
representative’s promotion depart- 
an extension of their own 
Bruce 
Milwaukee, 


julivs 
Specio! Ag 
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OTHER GOOD HOUSEKEEPING FIRST 
THE WOMEN’S SERVICE FIELD ! 


Guaranteed by 
Good Housekeepir 


(OD HOUSEKREPIN 
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FIGURES SHOWN IN EACH MARKETING REGION ON MAP REPRESENT CIRCULATION BASE, JANUARY, 1961. BREAKDOWN BY STATES: MARKET 1, NORTHEAST, MAINE, NEW HAMPSHIRE, VERMONT, 
MASSACHUSETTS, RHODE ISLAND, CONNECTICUT, NEW YORK, PENNSYLVANIA, NEW JERSEY, DELAWARE, MARYLAND, DISTRICT OF COLUMBIA + MARKET 2, EAST CENTRAL, MICHIGAN, OHIO, 
INDIANA, WEST VIRGINIA, KENTUCKY + MARKET 3, WEST CENTRAL, MONTANA, WYOMING, COLORADO, NORTH DAKOTA, SOUTH DAKOTA, NEBRASKA, KANSAS, MINNESOTA, IOWA, MISSOURI, 
WISCONSIN, ILLINOIS - MARKET 4, SOUTHERN, VIRGINIA, NORTH CAROLINA, SOUTH CAROLINA, GEORGIA, FLORIDA, ALABAMA, MISSISSIPPI, TENNESSEE, NEW MEXICO, TEXAS, OKLAHOMA, 
ARKANSAS, LOUISIANA - MARKET 5, PACIFIC, WASHINGTON, OREGON, IDAHO, NEVADA, UTAH, ARIZONA, CALIFORNIA, ALASKA, HAWAII 
CALL YOUR NEAREST GOOD HOUSEKEEPING OFFICE FOR FULL DETAILS 

JOSEPH F. KERN, 57TH STREET AND 8TH AVENUE, NEW YORK 19, N. Y., COLUMBUS 5-7300 

EDWARD C. GILLIN, PHILADELPHIA NATIONAL BANK BUILDING, PHILADELPHIA, PA., LOCUST 4-0555 + ROBERT F. NAVIN, 11 NORTH WACKER DRIVE, CHICAGO 6, ILLINOIS, FRANKLIN 2-0640 + RICHARD R. HARPIN, 


PARK SQUARE BUILDING, BOSTON 16, MASS., HUBBARD 2-1688 + RICHARD G. KULL, 1621 EUCLID AVENUE, CLEVELAND 15, OHIO, SUPERIOR 1-6210 + ROY M. HUTCHINSON, AETNA BUILDING, 212 S. 6TH STREET, 
MINNEAPOLIS 2, MINN., FEDERAL 5-3279 * RICHARD 0. DE VARENNES, 1709 W. 8TH STREET, LOS ANGELES 17, CAL., HUBBARD 3-3440 + J. SCOTT MONTGOMERY, HEARST BUILDING, SAN FRANCISCO, CAL., YUKON 2-7800 
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‘Home Goods Data Book,’ New 
Annual, to Bow in July 
McGraw-Hill Publishing Co.’s 
Electrical Merchandising Week will 
publish the first annual edition of 
Home Goods Data Book & Buyer’s 
Guide in July, 1961. The book will 


DRAMA! 


There is drama in the life of every indi- 
vidual on and off the s ! Oftentimes 
this drama takes the form of short stories, 
articles, books and plays. 

if you are a writer, amateur or profes- 
sional, and desire to have your material 
submitted to the most suitable markets 
in the U.S.A. we would like to represent 
you. We are generally considered to be 
one of the larger agencies in the country 
today and we have the staff and experi- 
ence (some 35 years) to give you sea- 
soned, capable advice and service. 

The way to start is te write to us for our 
free literature. Or if you wish to save 
time, send your material to us for an 
immediate appraisal, entirely free. May 
we suggest that you write today? 


DANIEL S. MEAD 


Literary Agent 
Dept. AA, 915 Broadway, N. Y. 10 


absorb sections of National House- 
wares Directory purchased last 


year from the Associated Pot &/9 


Kettle Clubs of America. 

Philip Weatherby, formerly sales 
manager of Product Engineering, 
will be general manager, and 
Wayne Smith, formerly produc- 
tion manager of Electrical Mer- 


chandising Week, will be editor} 


(see story on Page 66). 


Major Programs Formed 

Hardie Frieberg, formerly vp and 
general manager of Bernard L. 
Schubert Inc., has formed Major 
Programs Inc., 136 E. 57th St., New 


York, for the distribution of tv : 


films. The new company will syn- 
dicate 104 five-minute episodes of 
Ripley’s “Believe It or Not,” being 
produced by Sceptre Productions, 
Hollywood. Joining Major Pro- 
grams’ sales staff are Owen Duffy, 
who will be responsible for the 
Northeast; Ed Simmel, who will 
handle the Far West; and Bruce 
Collier, who will cover Texas and 
Oklahoma. 


Go Ahead... BE GREEDY! 


Get it all. Get all the Syracuse Market. You don’t 


have to settle for less. 


Did you think you had to buy the great and rich 
15-county Syracuse Market in parts? No, Sir! It’s 
perfectly permissible (and certainly wise) to get 


ALL OF IT. 


What’s more, you can get it all one easy, efficient 
way. The proof-loaded gentlemen from Moloney, 
Regan & Schmitt can tell you all about how the 
Syracuse Newspapers deliver the whole 15-county 
Syracuse Market. How it’s crammed with 1,381,375 


people — big-income, 


powerful-spending 


people. 


What’s more, they'd like to tell you. Call them! 
Moloney, Regan & Schmitt like to satisfy even the 
most ambitious and meticulous advertisers with facts. 


FULL COLOR AVAILABLE— 


When You Think of the 
SYRACUSE MARKET 
Think of ALL 


of It! 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


Selling Research Inc, 


the SYRACUSE NEWSPAPERS 


Daily & Sunday 


*SRDS Consumer 
Market Data 


Results of 


Latest Test 
Market Survey 


THE POST-STANDARD 
Morning & Sunday 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


“DB: CIRCULATION: Combined Daily 230,814 Sunday Herald American 202,467 Sunday Post-Standard 102,966 | 
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GERMANS IN PARIS AGAIN—Spectacular four-page edi- 
| torial-type ad in Paris Match signals Volkswagen in- 
| vasion of the French market. Ad features dramatic 
| picture of a Volkswagen crossing the Seine. The 


Ue iy 
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Common Market in Europe is sending products 
across borders: In first seven months of 1960, France 
imported 12,600 cars (most of them from Germany), 
compared with 5,000 in the comparable 1959 period. 


Worthington Revamps 
|Ad Department 
Worthington Corp., Harrison, 


IN.J., has reorganized its ad and 


sales promotion department and 
promoted P. J. Petropoulos from 
group account supervisor to man- 
ager of the corporate account. 

The new account managers are 
Joseph Strempek, air conditioning 
division and construction equip- 
ment; Fred Paine, Oil City, stand- 
ard pump and vertical turbine 
pump division; Ralph Godden, 
compressor and engine division 
and steam turbine division; and 
Joe Long, Harrison division. In ad- 
dition, Louise Lumino has been 
named supervisor of corporate pub- 
lications. 


Antara Names Cloney 

James M. Cloney, formerly sales 
manager, has been appointed direc- 
tor of marketing for the Antara 
chemicals division of General Ani- 
line & Film Corp. 


TV Is Successful 


Medium for Printer 


Kansas City, Nov. 15—Can tv 
advertising sell printing? Sexton 
Printing Co. has been advertising 
on WDAF-TV for two years and 
believes tv gives its business a tre- 
mendous boost. 

“Our sales volume has increased 
3344 % over the previous year, from 
$355,000 to $470,000, and we 
showed a net profit after taxes of 
5.81% on our gross volume,” Don- 
ald B. Sexton, president, said. 

All programs are created by the 
station, with ad messages prepared 
by Sexton’s agency, Jay Mark & 
Associates. Commercials include 
films showing Sexton’s offset plant 
in operation. 

“We try to talk soft and limit 
commercials to a little less than the 
station allows,’ Mr. Sexton ex- 
plained. “After printing a consum- 
er catalog we secure permission to 


Unchanged 
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show it on tv and ask our audience 
to be sure to stop at the particular 
firm, get a copy of the catalog and 
take advantage of the values of- 
fered. We also throw in a few brags 
about the quality printing job.” 


= The company, which began with 
sponsorship of a weather program 
two years ago, decided to use tv not 
only because it felt the medium 
had great pulling power, but also 
because no other Kansas City 
printer had ever used it. 

Mr. Sexton said he received sev- 
eral accounts with no sales effort, 
due to the tv campaign. Salesmen 
still make calls, but introductions 
are much easier, he said. 

Sexton’s current tv advertising is 
tied in with sports. 

The company also uses an out- 
door poster that moves 12 times a 
year to the 12 best traffic locations 
in the city. Moving the poster, Mr. 
Sexton said, creates the impression 
that there are many of them up all 
year long. Poster copy is changed 
every four months. # 


Babcock Named VP of 
Doremus-Eshleman Co. 

Foster A. Babcock, head of the 
industrial advertising department 
of Doremus-Eshleman Co., Phila- 
delphia, has been elected a vp. 
Mr. Babcock joined the Philadel- 
phia subsidiary of Doremus & Co., 
New York, several months ago. He 
formerly headed his own agency. 


Markets Sweet Margarine 

Standard Brands is introducing 
a sweet, unsalted corn-oil marga- 
rine in the New York and Phila- 
delphia areas, sold from frozen 
food sections. Last year the com- 
pany marketed its highly success- 
ful Fieischmann’s corn-oil mar- 
garine. 


Williams to Barber Co. 

Donald Williams, formerly with 
Moloney, Regan & Schmitt and the 
New York Herald Tribune, has 
joined the eastern sales staff of 
Walter E. Barber Co., magazine 
publishers’ representative. 


Walker to Johnson & Johnson 


C. Neel Walker has been named 
director of general promotions by 
| Johnson & Johnson, New Bruns- 
wick, N. J. He formerly was a prod- 
uct director of Chicopee Mills, a 
| Johnson & Johnson affiliate. 
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SELLS THE VITAL TEXAS MARKET! 


é BEAUMONT wcetietiin ua es JOURNAL | 
9D GREAT | Daas Tres Hera 


zg TEXAS NEWSPAPERS | =-wxsutosam 
IN TEXAS’5 DOMINANT CITIES) settee net... 


4 COVIER 153 COUNTIES DAILY 


| 874,260 CIRCULATION 
AT DISCOUNTS TO 23% 


ONE ORDER-ONE BILL-ONE REPRESENTATIVE 
“THE POINT OF DECISION e THE AREA OF INFLUENCE 


ee ee 


The Daily Picture—Average 46% coverage of a $10% Billion Market Daily, The Sunday Picture—Average 41% coverage of an $11 Billion Market Sunday, 
the Texas Group reaches 153 counties with 10% or better coverage of an the Texas Group reaches 173 counties with 10% or better coverage of 
effective buying income in excess of $10% billion. $10,936,365,000 effective buying income. 


. 81% of the Texas Group In these 30 key counties, In the entire 153-county 77% of the Texas Group In these 30 key counties, in the entire 173 county 
y! total daily circulation is in the Texas Group reaches an market, the Texas Group total Sunday circulation isin ‘the Texas Group reaches an Sunday market, The Texas 
the 30 big-city counties. average of 61% of the covers 46%of the households the 30 big-city counties. average of 55% of the Group covers 41% of the 

households daily. daily. households Sunday. households Sunday. 


Che Corpus Christi Caller and Time's (OPTIONAL) 


33c per line daily or Sunday 


Corpus Christi is America’s 10th largest seaport and one of the Gulf Coast's brightest and hand- Christi Caller-Times, the only newspaper serving this area, offers over 90% daily coverage of 
somest resorts. the Metropolitan Area. 
The Corpus Christi Metropolitan Area boasts a population of 219,000, rings up 254 million dollars With Corpus Christi, the Texas Group circulation goes over the 900,000-rnark (Sundays) and is 
in retail sales. America’s largest Naval Air Station is in Corpus Christi, adding millions to the nearing the million-mark (daily). With Corpus Christi's extra ‘10%-or-better counties,” the 
income and buying power of the area. Supporting the port is a new industrial complex of oil Group's percentage of the entire State's sales potential reaches the 70% bracket—74% of the 
refineries, aera plants, aluminum.and zinc smelters and grain refineries. The Corpus State’s cnt 71% of its Spendable Income, 71% of its retai! sales. 
ee Pgtege ee ‘ie : eons ed yet iy r 2 AE BETIS EE ep or abe es Eee 4 Be EN roy ot CABS EAE. 


THE LARGEST NEWSPAPER GROUP IN THE NATION 


874,260 Daily Circulation © 830,500 Sunday Circulation « Represented Nationally by The Branham Company 
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are you 
on his 
shopping 


'2;¥;411 8 1961 Pennsylvania Farm Show 


oH OW Harrisburg — January 9-15, 1961 


PREVIEWED IN THE JANUARY 14, 1961 ISSUE 
CLOSING DATE DECEMBER 6, 1960 


23,040 (units) 
cesecsseeeses. 626,000 (tons) 
$117,233,000 

$35,434,000 
$74,631,000 
$369,865,000 
$322,703,000 
$125,551,000 


*Rural sales as compiled from Sales Management and government data. 


Total spendable income reaches $1,004,100,000 yearly! 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


Cee R eae wees 


Furniture and Appliances 
Retail Food 


Aydelott 


FREIGHT-FRAUGHT—G. B. Aydelott, president of tie Denver & Rio 
Grande Western Railroad, receives the Golden Freight Car Award, 
presented annually by Modern Railroads for outstanding freight 
promotion, from David R. Watson, the magazine’s publishing direc- 


TV Drive Brings 
Gold Freight Car to 
Denver & Rio Grande 


DENVER, Nov. 15—A tv campaign 
of newscasts and newsy commer- 
cials promoting its freight service 
played a big part in winning for 
the Denver & Rio Grande Western 
Railroad the Modern Railroads an- 
nual Golden Freight Car Award. 

The award was presented by 
David R. Watson, the magazine’s 
publishing director, Nov. 11 for 
“outstanding work done by 
D&RGW in. promoting freight traf- 
fic.” 

Winners of merit awards for 
their promotion campaigns are: 
Chesapeake & Ohio (for its 
“C&Outstandibility” campaign) ; 
the Milwaukee Road (for its “Cre- 
ative Crews” ad campaign); the 
New York Central (for its cam- 
paign introducing the “Super-Van” 
service); and the Southern Rail- 


; | way (for its area promotion cam- 


| paign). 


4| The D&RGW won the top award 
| because of the completeness of its | 


sales promotion campaign and also 
| because of the originality of its tv 


tor. 


campaign, Mr. Watson said. 


s The railroad made newscast- 
type movies of various freight 
movements and, while they were 
still en route or topical, showed 
them as the “commercials” on the 
newcasts it sponsors. The format— 
seven minutes of uninterrupted 
news, followed by one two-minute 
news-style commercial and a final 
news item—has won marked audi- 
ence response, it was pointed out. + 


R. H. Bacon Issues ‘Bacon's 
Publicity Checker’ for 1960 
Bacon’s Clipping Bureau, divi- 
sion of R. H. Bacon & Co., Chica- 
go, has published the 1961 edition 
of “Bacon’s Publicity Checker.” 
The “Checker,” which lists 3,645 
publicatipns that are read by 
Bacon’s Clipping Bureau, includes 
only publications that use publici- 
ty. Data given for each publication 
include address, editor’s name, is- 
suance, total circulation and the 
name of the publishing company. 
The “Checker,” priced at $25 in- 
cluding revision supplements or 


| $20 to previous users, is available 


from Wilfrid W. Budd, director of 
magazine analysis, R. H. Bacon & 
Co., 14 E. Jackson Blvd., Chicago. 


Alexander 


ANA MEETING GOERS—Among those at the Assn. of National Advertis- 

ers annual meeting were Bruce Alexander, Blaw-Knox Co.; Norman 

Hope, Wellington Sears; Robert Taylor, H. J. Heinz; and Charles 
Mattern, McCormick & Co. 
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Fulford Robinson O'Mara Martin 


BEST MERCHANDISING—The product movement plan of KTTV, Los An- 
geles, has been awarded first place for the best media merchandis- 
ing in Southern California by the Grocery Advertising Managers’ 
Assn. In our picture, George Robinson, advertising manager of the 
Market Basket chain and president of the association, presents the 
award, KTTV’s second in two years, to Jack O’Mara, the station’s vp 
in charge of merchandising, and Chuck Martin, merchandising man- 
ager. Dave Fulford, advertising manager of Shoppers Markets, and 
awards chairman, looks on. — 


Along the Media Path 


A group of 60 agency represent- | troduction promotion sponsored by 
atives from Los Angeles, and San | the Harrisburg Patriot and Evening 
Francisco, were the guests of | News, Harrisburg, Pa., in coopera- 
KPHO and KPHO-TV, Phoenix,’ tion with distributors and retailers. 
for a weekend “look see” at Phoe-| Cooperating in the promotion, 


nix the weekend of Nov. 4. The 
development of Phoenix as an ad- 
vertising market was illustrated to 
the group through a 30-minute 
presentation. Golfing, trips to the 
Arizona state fair and shopping 
were among the recreational ac- 
tivities planned. 


e More than $4,000 in prizes is be- 
ing given away in an appliance in- 


6 


which runs Nov. 14-30, are retail 
dealers, distributors, the Pennsyl- 
vania Power & Light Co. and the 
United Gas Improvement Co. as 
co-sponsors. 


e KPLR-TY, St. Louis, has made a 
cooperative tie-up with the area 
National Alliance of Television & 
Electronic Service Assn., effective 
(Continued on Page 106) 


FIRST EDITION—Raymond J. Petersen, publisher of Good Housekeep- 

ing, presents Mrs. Katie Ozbirn, newly elected international presi- 

dent of the General Federation of Women’s Clubs, with the Novem- 

ber issue of the magazine, which includes the first Buyers Guide. 

The purse-sized booklet is a guide to the 3,000 products which cur- 

rently carry the Good Housekeeping seal. The guide will be revised 
every six months. 


e Ground Floor 


Unusual Offering 
FILM or PHOTO STUDIO SPACE 


Near North Side 
56 E. Superior St. 


8,325 Sq. Ft. 


© Offices and 15 ft. Ceiling Studio 
Also Upper Floor Space 5,000 Sq. Ft. and up. 
Call Mr. Krueger 
BROWNE & STORCH, INC. 
919 N. Michigan Ave. 


Chicago 11, Ill. 
Tel.: WHitehall 4-7373 


e Private Truck Entrance 
® Sprinklered 


103 


make 
sure 


you get 
the order 


localized advertising 
in the state farm paper 
which has earned his 
confidence . . . brings 
buying results 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” . . . because we edit only for Pennsyl- 
vania people and Pennsylvania agriculture. Farmers pre- 
fer us 2 to 1 over any other farm publication. Your 
product gains added interest and respect in this en- 
vironment. Farmers become even more interested when 
you use techniques of STRAIGHT-LINE ADVERTIS- 
ING — local pictures, case histories, prices, terms, dealer 
listings. We can insert these quickly and at low cost be- 
— we print by gravure. Want proof? Send for free 
older. 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


STRAIGHT-LINE ADVERTISING available also in — 
THE OHIO FARMER ® MICHIGAN FARMER 

THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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g Department Store Economist — 


and its M-A-P 


$18 BILLION 


department store market 


Whether you manufacture merchandise or equipment essential to the 
operation of a modern store, you should know exactly who runs the show. 

“Who Runs the Show?” is one of several published reports included 
in Department Store Economist’s M-A-P, the most comprehensive 
Marketing Assistance Program yet developed to help you get a bigger 
share of the huge department store market. 

This pertinent report tells you who,.among department store executives, 
have buying, merchandising and administrative responsibility. It also 
gives breakdowns of stores by sales volume category and total sales 
volume. 

Through M-A-P you can learn the latest facts and figures on sales 
trends, purchasing influences, merchandising techniques, delivery services, 
store policies, management purchasing practices, and other important 
data. You will find all this, and more, in handy card files and annual 
research studies. 

In addition, DSE staff members are available for market counseling 
and speaking engagements. Direct-mail service, reprints, readership 
reports, circulation data, a selection of merchandising aids, and special 
research facilities are all part of M-A-P. 

Marketing assistance, combined with editorial excellence and quality- 
controlled circulation, makes Department Store Economist your No. 1 
aid to more profitable marketing. Let’s talk about it soon. 


(Chilton 


COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 


DEPARTMENT STORE ECONOMIST is 
the publication of authority for those in 
authority in the department store market. 
Published monthly, it has a circulation of 
more than 28,000 in over 11,000 stores. 
DSE is read by the decision-making exec- 
utives as a guide to the selection, promotion 
and selling of merchandise . . . and to 
profitable store management and operation. 
Its coverage includes 90% of department 
store buyers, 94% of merchandising man- 
agers, 94% of administrative executives, 
and 93% of promotion and training heads. 


STORE ECONOMIST 


ee ; sac oad Bs “ aca “51 Ea Daan re, * lg Pete MR ee). 4 es wey Ses BE Ri) ci Ee 2 SA NS eee Con en eee “4 poate sent: SR oy pix ere ae 
es aaa ; oe pi Sieg ee ee iy Deets ae ot ae tt ° F Site es Pie eater s en SG ie OR se 
ae Sa gt a 5 iat hgle PO ate Ren ey cc ee eg i ee i Seal taney AN ars ae eles ki ay Ris oan Sen ue. ena ei. : ae FS Se eo Eo aaee 
TAR fe Br Gooey ? AS ee ee ete Ee ES te. ee at A ee BS on ae ae sess OA Re ns os 3 Saige = Cae ae a Sac: fe S 24 
Ses ee en ee ee ee “eB ie alae. a ee Fa a ar sl ae SG etn cake i. aT: ee hate 8, 2. aa ee ee ee ee, ae a eee ore eee eee <a deaminase act ee ae 
eh he, Sar =u, hae hea We ae De ty pa ta eb “oa Bis aga ein A Poe —. er ae ee Rint Pa mee 5 ey ‘4 ; mn al Sis overs - 4 AEBS 7-5 Rete shee $ ws 7 = Aa Fina ace at sth UP Si age ee a a eae? x 
Gi aL etre 9, oe a ts a Rae tt eRe RT RS co a | Se Ree Se ag i a ao ee Si ages Tana Sis ie WE ng ee ee i ae 
ij. ee Sor fh 0s Orie ok eae “co erence ne nat Ca MN Sc rman oo» legge ree Reet ela oeree at Pee ae eae se ae Ree 1 Sa aa ee fa ee 
ac, mo eee a ae Nace ee mia tec a a8 Rie EE ee ae Daan C= Pe el ae Be ssc clean SS) Pieper: see SE eae te, ne aig 4 ese si 8 oe Se aca Po Oe tse? ges ea oh ete BU RE ag 
ie 2 ad ve GUE mmr! SL AF 5 0 So ne ae Cmomemecn ee ee i bred aL 5. eeiemeraaicrse te = Ss ea tin i PORTE Recah eS te CR SAC sey gE OE A ae ae a ee Pe cs ete ye ed ae gee _ 
oo a ip Be, Re tame Rs eae ieee ete Ste ee oe ee fi eee ead i a os eg Bers co NERY ca RAS SNE DE ary ts Tee Ee Mathes RN RET ae arene ib rs eae ge ge RR «| .e ce Sey ae ae -* 
a paeca ciple ie ve ee BED ee sa rt hee = aa = ee: Sa ae aie ay ¢ A » sere : oe = ty ata : a a . . a 
age i 3 “ a =a 7 2 7 bs 
= tard | 
. oa 
een 
e i 
a 
ye | 
At = 
ae . 
seit | 
rt ; 
Fs 
‘ - 
wi , 
Cs 4 ; 
a 
qi j 
Z * 7 
: is 
an ; | 
re i | 
’ ae ‘ ) 
i 
: j 
ee 
v i. | 
Ae 4 
ean 
i : 
zits 7 
| ee , 
" : 
sei | 
ae \ 
: q 
| . 
4 , { | 
eas ? 
=a } 
Z ! | 
Sas 
Saiee . 
057 ae 
z ' 
j | 
Fs) 7 
a 
ae | 
. hi. : 
ae - 
: - ; el 
, 7 » $e eae %: % t 

¥ es 2 
| : eee ibrar 

’ i ee OU e é : 
ce Me : 

| ae Fe 7 

Das a : é 
| OP — j 3 
we sc aa So aaaah cae Rai : i 
See i Pee ta ie eee = : 
: | oes Pe a a eo . ae : 
ae me Le RE ES ON : Ree 
’ t 5 Oe ea aa eg me oe c 
f) I ae Pe ee ee oo eee il : 
- Gem A 
| | * me a ; 

: t | | 
= | | 
ae H ‘= meee gee age me oe ss, ee 
; : f O appema” 3 ee S “ 
eto he ae BAY OEE i noe 
: : oe IE ang SES isn # 

' Bear renee etors inert wsintea eg ae : 
. MR, cS © 
: ee a ee ye Pacioia hisak 

7 a: . SRO Ale a a ‘ z : eer a a A 

: See Baers Caer Cac, Se ER ae te: 

- ‘ , 
(an 
- 
‘ | | 

Se 


WANT MORE 
CUSTOMERS IN 
GREENVILLE... 


(SOUTH CAROLINA) 


Per cent of families reached 


6% 


LOOK 
Sr 7% 
LIFE 10% 
READER'S DIGEST 16% 
PARADE 83% 


(METROPOLITAN COUNTY AREA) 


ant ee 


The things people of Greenville read about in the GREENVILLE NEWS 
and PARADE on Sunday, move off the shelves on Monday and all week long! 


The Sunday Newspaper Magazine 


So ey eee gente wn 


Ay te te tee ee 


=? 
¥ 
ma. 


THE SUNDAY NEWSPAPER MAGAZINE 


— aaa : ; . 
scores Nixon DIO™. 
Represented Nationally by Ward-Griffith Co. 
The Sunday Magazine section of strong newspapers throughout the nation, reaching 10 million homes every week. 


PARADE... 


Marshall 


Along the Media Path 


Nov. 15 to further viewer relations 
of the organization and the station. 
Approximately 100 NATESA serv- 
ice companies in the area will par- 
ticipate in the campaign. The sta- 
tion will run a total of 10 10-second 
spots Mondays through Saturdays, 
calling attention of viewers to 
NATESA; in return NATESA serv- 
ice companies will provide outlets 
through all service men to publi- 
cize the station and its programs. 


e “Irons & Steels Market Survey,” 
an 18-page study analyzing the 
market for irons and steels within 
a cross-section of original equip- 
ment and other hard goods manu- 
facturing plants, has been pub- 
lished by Materials in Design 
Engineering. The study includes 
market data on carbon, stainless, 
tool, low-alloy and high-alloy 
steels; gray, malleable, ductile and 
wrought iron. Copies are available 
from William P. Winsor, Publisher, 
Materials in Design Engineering, 
Reinhold Publishing Corp., 430 
Park Ave., New York 22. 


e The Fort Worth Star-Telegram 
and the Dallas Times Herald joined 
forces to produce a combined edi- 
tion featuring an 84-page section 
of the Dallas-Fort Worth area. Sto- 
ries for the Oct. 30 edition were 
handled by teams of two reporters 
—one from each newspaper—with 
one man designated to write the 
story, one to assist in research. 


e Jobber Product News will pub- 
lish the Jobber Product News 
Show Daily the first three days of 
the International Automotive Serv- 
ice Industry Show, to be held in 
Los Angeles Feb. 16-19, 1961. 


e WEBR, Buffalo, has adopted a 
new “sing along” programming 
which devotes about 40% of its 
format audience participation 
| numbers, with the radio audience 
|requested to join in vocally. Lis- 
|teners are awarded prizes for sing- 
ing the correct lyrics when they 
‘med phoned by the station. 


|e “Spot Radio "60... 
Market Appraisal,” 


. A 100- 
containing 


market data for the top 100 met-| 


|ropolitan county areas, has been 
released by and is available from 
Adam Young Inc., 3 E. 54th St., 
|New York. 22. Copies are priced at 
$1 each. 


e A handy slide rule which pro- 
vides media buyers with facts on 
annual, monthly and weekly pub- 
lications covering the electronics 
market has been prepared by Tech 
|Publishers. One side of the three- 


Francis Barnett 


HIT THE JACKPOT—Emery Air Freight’s ad in Purchasing Week on July 

28 scored the highest “took-definite-action” response ever recorded 

in the three-year-old publication’s readership surveys. Raymond 

Barnett, assistant to the publisher, presents achievement awards to 

John Emery Jr., Emery vp, John D. Francis, Emery ad manager, and 

Leonard Marshall, account executive, J. M. Mathes Inc., Emery’s 
agency. 


color guide is devoted to annual 
electronic catalogs and directories, 
listing circulation, one-page rates, 
cost-per-thousand, number of paid 
pages, closing and issue dates and 
contents of the leading electronic 
annuals. The reverse side is de- 
voted to electronic monthly and 
weekly periodicals and lists cir- 
culation, page rates, cost-per-thou- 
| sand, frequency, closing dates, per- 
|centage of space devoted to new 
|products and regional ad policy. 
Additional information may be ob- 
tained from Tech Publishers, 60 
Madison Ave., Hempstead, N. Y. 


e “A First Time Image,” a report 
on the Protestant supply store 
market and its products has been 
published by Christian Life Pub- 
\lications. Additional information 
may be obtained from Herb Jauch- 
len, vp and advertising director, 
|Christian Life Publications, 33 S. 
Wacker Dr., Chicago 6. 


e Department of New Laurels: 
Playboy’s total advertising linage 
for 1960 will be 149,083, an in- 
crease of 13.63% over the maga- 
zine’s 131,213 linage one year ago. + 


1} WTRFE-TV 


STORY 


BOARD 


He offered her a scotch and 
soda and she reclined. (Your 
other joke was unprintable, Mr. 


Cuspidor, even if you are the 
spittin’ image of your old man) 
T. R. Effic 
Wheeling wirf-tv 
We come into this world innocent but right 


away things are being pinned on us! 


wtrf-tv Wheeling 
Proof that there's no limit to the do-it-yourself 
craze . . . people are even talking to them- 
selves now. 
| Wheeling wtrf-tv 


Need Smith says: ‘‘Remember, it's the fresh egg 
that gets slapped in the pan.’ 


wtrf-tv Wheeling 


| While the whole . world is watching America; 
| America is watching TV! Yes, and in the Wheel- 
| ing-Steubenville Industrial Ohio Valley, most 
| of the two million folks who spend over 13, 
billion dollars annually are watching WTRF-TV. 
| Ask Hollingbery to arrange your next spot cam- 
| Paign on WTRFE-TV, Wheeling, where merchan- 
dising is a bonus. 


Wheeling wtrf-tv 


Never put off enjoyment, there's no time like 
| the pleasant. 

' 

wtrf-tv Wheeling 

| Sure, science is making great strides forward. 
| Now it's only fifty years behind the comic 
| books. 

| 


| Wheeling wtrf-tv 


| As for as the dollar is concerned, confidentially, 
| it shrinks! 


CHANNEL 


. WHEELING, 
SEVEN 


WEST VIRGINIA 
I 
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The postmarks are actual reproductions 


OVERAG 


Mass media circulation is great in the teeming metropolitan centers . . . but it thins out badly in hard- 
to-reach small towns. 

There is an answer. Grit. With its concentration in 16,000 small towns across the nation, Grit helps 
correct the big-city bias of the mass media and provide the balanced national coverage so essential 
to total marketing success. 


There's more to the Grit story. Low cost. Short closing dates. Tremendous reader response. Why not 
let us bring the full facts to your desk. 


Grit Publishing Co., Williamsport, Pa. 
Represented by Scolaro, Meeker & Scott, Inc., in New York, Chicago, Detroit, Philadelphia; and by Doyle & Hawley in Los Angeles and San Francisco 
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November Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Advertising Age, November 21, 1960 


Jan. -Nov. 
1959 


decimal equivalent. #tNot included in totals. *These figures adjusted for and including regional space. 


Weeklies, Bi-Weeklies, Semi-Monthlies (October)~ 
aa tulia 23.2 36.5 1709 180.2 9,744. 15,330 71,778 75,684 
a te, ' eae 89.0 83.2 7524 664.3 38,179 35,677 322,800 284,991 
WUE EE =; bvavcan scx’ 50.3 629 469.7 455.5 1,510 1,889 197,316 190,196 
aaa ane 482 329 2563 271.5 48,211 32,858 256,326 281,541 
See at ene ce iii 385.9 417.7 2,804.1 2,995.2 262,419 284,010 1,906,795 2,036,710 
UR SpereRrt eau 1758 152.6 1480.8 1,328.6 119,551 103,768 1,006,937 903,448 
NS 307.6 275.2 2,428.6 2,446.3 129,192 115,584 1,020,012 1,027,446 
§New Yorker ............... 657.7 675.1 4,145.6 3,912.8 282,157 289,625 1,778,465 1,678,596 
As oi ds Title nash 649.4 660.0 4,069.7 3,817.8 278,574. 283,153 1,745,898 1,637,846 
I oy cs od canine 298 539 2701 334.5 : 23.116 115,861 143,514 
Presbyterian Life ........... 168 132 1221 #1331 7,074 5,534 51,392 55,972 
ttThe Reporter ............. 556 51.2 3637 222.4 23,383 21,493 152,815 93,402 
Saturday Evening Post ....... 330.2 383.6 2,384.5 2,360.0 224,563 260,825 1,621,428 1,604,832 
Saturday Review ............ 1148 1186 8920 886.2 48,215 49,826 374618 372,192 
Sporting News .............. 320 168 2016 2481 34,758 18,264 218,774 269,181 
*tSports Illustrated ......... 233.3 192.9 1,691.1 1,329.2 98,030 82,758 668,404  574;478 
ee eee, 320.0 301.0 2510.7 2,386.7 134,444 126,451 1,054,462 1,002,487 
ON hee, 105.1 1219 5628 543. 19.127 22,193 102,401 98.832 
tU. S. News &-World Report . 320.0 261.0 2,396.0 2.93.3 134,400 109,620 1,006,320  —_ 923,706 
Total Grow ............. 3,265.5 3,196.3 23,632.9 22,5565 1,614,957 1,575,705 11,811,043 11,473,694 


tFour issues in October 1960; five issues in October 1959. ttTwo issues in October 1960; three issues in October 1959. 
tFive issues in October 1960; four issues in October 1959. §Total represents national advertising plus sectional at reduced 


sectional and Shopping Scout linage and the average decimal for Dove soap partial run. 


General 


5 
+Published quarterly. *Includes sectional linage prorated to circulation of regional editions. +tPublished 


r Pages , Lines — 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. dan.-Nov. 
1960 1959 1960 1959 1960 1959 1960 1959 

Women’s 

. ¢ 2 ere os od 421.3 331.5 ee 266,346 209,675 

*+Bride’s Magazine ......... a ee 722.1 697.8 456,367 441,016 

. i. eenawer 57.1 70.0 524.4 490.7 24,496 30,030 224,967 210,511 

Good Housekeeping .......... 122.4 143.8 1,050.1 1,159.7 52,510 61,673 450,504 497,515 

Ladies’ Home Journal ........ 79.6 1119 868.8 1,002.3 54,117 76,084 590,817 681,596 

Rie hays ers 109.0 92.2 1,010.2 739.7 74,111 62,688 686,958 503,031 

ttModern Bride ............ 78.0 79.0 571.0 586.8 49,296 49,928 360,885 370,832 

Parents’ Magazine: 

’ National Edition Speer ee 82.1 94.0 764.9 740.1 35,214 40,307 328,115 317,460 
Metropolitan New York Ed. . 90.1 102.4 837.8 808.0 38,645 43,943 359,343 346,648 
Pacific Mountain Edition ... 81.9 95.9 780.8 765.6 35,144 41,156 334,918 328,396 

7 Serer 123.0 108.2 1,364.5 1,270.9 83,653 73,575 927,845 864,181 

_ er 52.9 60.5 447.5 432.3 22,712 25,940 866,904 816,546 

. , ee 40.3 39.8 421.5 424.1 7,904 7,793 82,611 83,118 
/ 8 Seer ee 916.4 997.7 9,784.9 9,449.5 477,802 518,117 36,580 5,670,525 


936, 
bi-monthly. §Includes 


American Artist 25.8 30.7 245.2 2612 10,839 12,880 102,998 109,705 
American Forests 10.3 15.9 197.3 187.1 4,326 6,678 82,866 78,532 
American Legion 16.3 21.1 167.6 182.7 6,842 8,868 70,388 76,760 
Argosy 20.2 23.8 212.6 255.3 8,681 10,220 91,237 108,550 
Atlantic ; 64.6 57.4 495.3 416.0 27,173 24,115 208,017 174,723 
Christian Herald 51.0 57.4 381.8 397.2 21.900 24,658 164,070 170,502 
Columbia ....... 17.6 19.3 117.1 138.3 7,407 8,110 49,207 58.159 
Diss bidibeetes saben 84.5 67.0 619.5 529.5 15,210 - 12,060 111,510 95.310 
a ae 30.6 36.3 275.6 273.2 13,130 15,629 118,250 117.299 
DE scehcbicbuveedeveess 94.8 97.8 855.3 871.0 64,465 66,570 581,667 592,323 
DD ivctenseéeuue 23.8 26.9 156.0 150.5 10,238 11,546 67,254 66.076 
0. See 113.3 120.3 889.1 793.1 76,138 80,842 597,475 532.963 
DED dbacchccseneedases 21.6 22.1 172.6 167.8 14,854 15,190 118,779 115.414 
0 eer eo 51.4 42.7 585.2 539.3 21,584 17,930 245,801 226,523 
i. Sa 26.2 20.0 315.5 253.1 5,143 4,080 67,147 51,628 
ee 59.3 61.3 362.8 358.5 25,427 26,292 155,601 152,682 
ee 49.7 52.3 367.2 339.1 21,907 23,080 161,931 149.576 
Harper's Magazine .......... 68.3 52.7 467.5 387.9 28,701 22.165 196,454 162,930 
J. aaa 84.4 100.3 685.8 830.1 35,448 42,126 288,036 348,642 
Hi Fi/Stereo Review ........ 56.6 62.0 475.5 520.2 23,755 26.040 199,718 218,480 
a, SEPT CE OTTEET ECT TED 130.2 115.3 1,113.7 989.9 88,523 78,390 757,324 673,146 
Wee. WEE hed dasbdedsvnsenees 43.5 38.9 509.7 400.6 18,284 16,324 214,004 168,308 
Improvement Era ............ 38.8 44.6 293.5 291.9 16,293 18,730 123,289 122,612 
SOOUIET. 6.05500 bv te eksacen 46.4 37.5 351.6 324.0 31,759 25,679 239,526 221,712 
Kiwanis Magazine ........... 8.9 9.8 86.5 97.7 3,721 4,122 36,006 41,021 
C308. GRR vasscascdsdes 10.3 13.1 110.5 113.7 4,388 5,581 47,071 48,424 
Motor Boating ............. 108.7 119.5 1611.1 1,526.9 63,909 70,291 947,365 897,842 
NT TO 6604 00dt50dceen es 17.0 17.3 179.4 211.4 7,126 7,280 75,334 88,792 
WON THON shines cecaadrntas 42.1 24.4 272.9 289.1 17,668 10,262 114,660 120,206 
National Geographic Magazine . 41.8 46.9 495.4 452.5 9.937 11,156 117,489 107,253 
PUGR » iscacnevauekteeds 45.1 30.7 313.1 266.4 18,957 12,896 131,508 111,868 
Popular Boating ............ 45.7 41.6 918.4 805.8 26,889 24,461 539,996 473.822 
Popular Photography ........ 80.0 84.6 768.2 771.1 33.617 35.540 322,631 323,870 
Promenade SA re ee 40.0 31.3 227.9 216.8 17,160 13.614 97,776 92,961 
OES TNS. pick atsabn sas 98.5 98.0 803.6 839.0 17,931 17.836 146.262 157,698 
Redbook pk ovas aneaqete 41.6 43.5 417.6 369.5 17,855 18,666 179,140 158.526 
2. Bere 28.4 28.0 341.2 284.9 11,928 11,760 143,304 119,658 
Rotarian ‘ sisnes 12.3 10.3 83.9 95.6 5,185 4,315 35,243 40,119 
Sports Cars Illustrated . 29.9 32.4 399.0 301.0 12,566 13,591 167.588 126,428 
Today's Health . PrererTe 25.7 31.5 240.5 296.5 11.019 13,513 103,713 158.137 
Tonether ‘ 25.4 29.1 126.6 132.8 10,900 12.484 54.371 57,227 
Town & Country ........... 107.1 111.8 867.1 828.8 67.720 70.619 548,711 523,756 
True OR 44.3 47.5 322.5 363.9 19.016 20.395 138.355 156.102 
V. F. W. Magazine .... 12.7 13.4 117.6 124.3 5.333 5.641 49.397 52.235 
er 112.0 108.7. 1,503.7 1,361.3 65.856 63,916 884.176 800.444 
Total Group ........ .... 5,361.5 3,119.2 20,519.7 19,362.4 1,046,708 1,042,060 9,892,644 9,392,316 
tTotal represents national advertising plus sectional at reduced decimal equivalent. ¢¢Changed from 204-line page to 196-line 
page in March 1960 
Home 
American Home 45.7 57.9 440.0 526.3 28,867 36,592 278,042 332,598 
PE: Vd¥enscvewaves 72.0 69.7 701.9 664.5 21,168 20,492 206,685 194,810 
tBetter Homes & Gardens 68.5 105.8 892.1 986.1 43,289 66,894 563,814 623,231 
Flower & Garden ....... 14.2 13.1 365.6 325.7 5,967 5,483 153,572 136,755 
Flower Grower . ickene't 22.0 25.2 478.6 515.2 9,230 10,575 201,020 216,373 
House & Garden (easeene 134.3 149.8 913.1 826.2 84,871 94,704 577,105 522,129 
Houcre Beautiful .... : 187.0 196.6 1,149.1 1,180.7 118,160 124,255 726,199 746,229 
tLiving for Young Homemakers 101.0 98.6 747.9 768.7 63,832 62,338 472,688 485,838 
Popular Gardening 21.0 27.5 477.0 481.6 8,804 11,535 200,330 202,260 
Sunset Magazine .. ......... 166.2 154.1 1,453.8 1,344.0 69.835 64,741 610,795 564,638 
Total Group . eer 831.9 8983 7619.1 7,619.0 454,023 497,609 3,990,250 4,024,861 
tIncludes sectional linage prorated to circulation of regional editions. 
Fashion 
*+t Glamour 106.0 127.9 1,090.2 896.4 45,490 54,876 467,676 384,568 
Harper's Bazaar 135.4 110.8 1,089.6 971.6 85.584 70,149 688,650 614,120 
+ Mademoiselle 69.4 74.5 970.8 864.1 29,760 31,946 416,485 370,692 
See 1848 1961 1,7538 1512.4 116,793 123,919 1,108,422 955,820 
 . aa 495.6 509.3 4,904.4 4,244.5 


277,627 280,890 


2,681,233 


2,325,200 


*Charm incorporated with Glamour November 1959. tIncludes sectional linage prorated to circulation of regional editions. 


Movie-Romance-Radio-TV 


tDell Modern Group: 


Modern Romances .......... 26.0 29.0 284.0 297.1 11,161 12,430 
Modern Screen ...... 16.9 20.4 183.1 193.1 7.236 8,754 
ee 11.9 16.9 148.9 159.5 5,091 7,239 


Fawcett Women’s Group: 


Motion Pleture ............ 13.3 19.2 157.4. 164.5 5,699 8,251 67,527 70,550 
True Confessions .......... 25.1 28.1 259.0 259.1 10,749 12,063 111,110 111,160 
Hillman Romance Group ...... 3.9 6.0 42.3 48.6 1,685 2,589 369 ,044 
Hillman Women’s Group ..... 19.5 22.4 211.3 200.4 8,390 9,637 - 90,931 86,227 
Ideal Women's Group: 
lntimate GRery- .... 2.2.04. 28.8 31.2 280.9 255.9 12,369 13,403 120,495 109,787. 
SN ch ks 06 eeeednes 25.6 31.9 265.9 257.1 11,000 13,694 114,087 110,307 
Movie Star TV Close-Ups ... 25.7 31.8 270.3 254.8 11,014 13,624 115,950 109,304 + 
Personal Romances ......... 29.1 312 280.2 257.9 12,505 13,402 120,205 110,637 
TV Star Parade ........... 24.9. 28.6 241.2 230.7 10,686 12,286 103,486 98,980 
Secrets Romance Group: 
Revealing Romances ........ 18.7 24.3 215.1 229.6 8,053 10,446 92,260 98,505 
Confidential Confessions .... ‘18.7 24.3 215.0 210.4 8,053 10,432 92,246 90,276 
Daring Romances .......... 18.7 24.3 215.0 210.4 8,053 10,432 92,246 90,276 
ee oe eee 18.7 24.3 215.1 229.6 8,053 10,446 92,260 98,491. 
True Story Women’s Group: 
. @ FRR 22.2 39.9 253.8 325.1 9,542 17,124 108,900 139,489 
True Experience ........... 11.2 17.6 141.7 179.8 4,799 7,567 60,793 77,127 
True Love Storigs ......... 10.1 17.2 141.5 180.8 4,328 7,397 60,718 77,577 
ee 12.0 17.4 142.0 181.6 5,147 7,477 60,916 77,894 
[ eae 54.8 69.2 546.3 595.0 23,494 29,706 234,372 255,240 
TV-Radio Mirror .......... 6.9 15.1 112.9 152.5 2,981 6.466 48,441 65.417 
CO ee 419.3 541.9 4,569.5 4,824.5 180,013 232,639 1,960,240 2,069,736 


NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
as a whole PLUS additional advertising carried by each individual publication. +No January 1959 issues. 


Magazine Linage Trend. Fives in thousands 


Business (November) 


Dun’s Review & Modern Industry 112.7 79.8 904.9 892.3 47,350 33,529 379,436 374,768 
, Sra 4.5 219.0 2,065.3 1,798.8 135,564 138,408 1,305,238 1,136,810 
Management Methods ........ 52.6 62.6 584.5 509.9 22,092 26,292 245,490 214,158 
Nation’s Business ..........: 60.0 61.9 632.5 570.5 25,218 26,033 265,620 239,698 
We I Avo dehascevees 327.1 3.5 3,282.3 2,879.2 182,874 190,733 1,816,348 1,590,666 
r Lines 
Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. dan.-Oct.. Jan. -Oct. 
1960 1959 1960 1959 1960 1959 1960 1959 
Business (October) 
ng Tee PPEEeEyS Pere 296.0 232.0 2,578.0 2,520.0 57,138 48,379 480,677 504,250 
i Sk Pre oe 521.8 518.4 4,147.4 2,949.9 219,157 217,707 +=1,741,916 1,658,950 
Financial World ............ 91.0 51.8 474.8 520.0 38,238 38,571 199,419 218,413 
ee ee eee 55.2 60.7 575.3 563.6 23,214 25,478 241,633 236,684 
We EE 0c bess tes swe’ 964.0 902.9 7,775.5 7,553.5 337,747 330,135 2,663,645 2,618,297 
tFive issues in October 1960; four issues in October 1959. 
os Pages \ -_— Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. dan.-Nov 
1960 1959 1960 1959 1960 1959 1960 1959 
Farm Magazines 
Farm & Ranch—Southern Agriculturist: (mon) 
Southeastern Edition ..... 30.4 30.6 352.7 376.9 13,022 13,143 151,309 161,669 
Southwestern Edition ..... 31.7 32.7 365.4 385.1 13,582 14,042 156,748 165,225 
Average 2 Editions ........ 30.9 31.5 357.7 380.1 13,240 13,493 153,427 163,056 
Farm Journal: (mon) 
Central Edition ......... 82.7 108.2 925.4 967.7 35,460 46,399 397,093 415,124 
Eastern Edition ......... 69.2 90.2 766.8 862.3 29,668 38,678 328,941 369,940 
Southeastern Edition .... 59.5 82.2 643.7 751.7 25,522 35,246 276,164 322,470 
Southwestern Edition 61.7 82.2 653.7 751.7 26,451 35,246 280,454 327.470 
Western Edition ........ 71.0 93.8 797.4 917.2 30,455 40,252 342,088 393,482 
Average 5 Editions ........ 8 93.6 757.4 874.7 29,511 40,144 324,930 375,254 
Progressive Farmer: (mon) 
#Carolina-Va. Edition ..... 64.2 66.2 772.8 804.9 43,623 45,005 525,536 547,338 
2#Ga.-Ala.-Fla. Edition. .... 66.9 68.3 777.9 801.9 45,474 46,466 528,982 545,316 
#Ky.-Tenn.-W.Va. Edition 63.3 66.0 731.8 757.7 43,055 44,887 497,591 515,259 
#Miss.-La.-Ark. Edition 64.4 64.4 724.1 767.7 43,772 43,815 492,406 522,069 
#Texas Edition .......... 63.7 65.4 748.1 795.2 43,277 44,478 508,734 540,764 
Average 5 Editions ........ 64.5 66.1 750.9 785.5 43,840 44,930 510,650 534,151 
Successful Farming (mon) .... 59.1 75.9 771.6 862.2 26,590 34,156 347,215 388,008 
We MD sci cisenseave 787.8 926.1 -9,031.4 9,802.2 419,951 481,813 4,833,171 5,209,134 
Not included in totals. 
Youth 
NS Yi i vixe ve ekenscd¥s 20.8 22.0 273.3 273.1 8,906 9,449 117,259 117,180 
. 2. Sa 29.0 27.2 302.6 300.1 19,925 18,550 205,786 204,043 
tScholastic Magazines ....... 54.8 40.7 404.0 326.3 22,995 17,057 169,607 153,438 
Scholastic Roto ............. 11.9 9.0 72.4 64.4 10,443 7,908 63,279 56,425 
‘Teen Magazine ............. 17.6 13.5 175.3 87.6 7,392 5,670 73,570 36,862 
WEE is vavnceunsace 134.1 112.4 1,227.6 1,051.5 69,661 58,634 629,501 567,948 
tFour issues in November 1960; three issues in November 1959. 
Mechanics & Science 
Mechanix Illustrated ......... 71.0 96.5 723.6 782.3 15,912 21,625 162,091 175,233 
Popular Electronics .......... 57.8 63.5 544.9 69.8 12,938 14,222 122,055 141,286 
Popular Mechanics ........... 120.0 134.1 1,183.3 1,284.0 26,890 30,046 263,068 287.638 
Popular Science ....... 99.8 120.8 103999 1,144.8 22,365 27,051 232,946 256,392 
tScience & Mechanics ....... 66.7 443.8 400.5 14,932 82,459 89,789 
Total Group ............. 415.3 414.9 3,935.5 4,242. 93,037 92, 862,619 950,338 


tPublished bi-monthly until November 1960, wher it became a monthly. 


(Continued on Page 110) 
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AMERICA’S TEEN-AGE MAGAZINE NOVEMBER 1960 
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PARTYLINE, 
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WHO’s cool 

W HAT’s hot 

WHY it rates— 
and why not 


WHEN’s curfew 
WHERE’s the fire 
HOW to be - 


a live wire 
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“AD LINAGE UP 13.7% OVER NOVEMBER 1959! 


No magazine enthralls teen-age girls like SEVENTEEN. They believe in it completely, 
read it thoroughly—including the ads. Starch studies of advertising readership in 11 
ro. comparable magazines show that advertisements in SEVENTEEN are the best read.* Still 
a more important, 65.2% of SEVENTEEN’s 5,100,000 monthly readers can tell of specific 


/; VON, Ven] purchases from its pages.** Advertisers place more linage in SEVENTEEN than in any 


monthly magazine for women because SEVENTEEN is the one magazine that covers the 
ag RENEE O08 Sarg Ours. 5 Hee ae Youth Market. *Starch Adnorms Report,1960 **Gilbert Youth Research 
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Advertising Age, November 21, 1960 


Outdoor & Sport 


Jan.-Nov. Jan.-Nov. 


—, | eae Pages , = Lines ‘ 
dan.-Nov. Jan. -Nov. Nov. Nov. Jan-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. dan.-Nov. 


1960 1959 1960 1959 1960 1959 1960 1959 
1960 it is being published as French edition of Chatelaine. #Not included in totals; as November figures were unavailable 


pitied: Wiis <:..<o<ci 55.5 58.0 5696 583.6 23,798 24.891 244,360 * 250,393 | as this issue went to press October figures are shown. §Three issues in October 1960; two issues in October 1959. 
eS ee 64.3 70.9 3 . J y 326,847 357,853 : 
Fur-Fish-Game .....-...+--+- 24.0 232 243.2 247.9 10,280 9,920 104,348 106,384 Foreign (November) 
IR 5 PES, Sao 43.4 39.2 315.4 2824 18,619 16,817 135,319 121,150 CIR gion cus aighs cae 196 23.9 222.1 183.7 16,464 20,076 185,640 154,266 
Outdoor Life ............... 69.1 69.7 754.3 777.2 29,637 29,884 323,613 333,411 Popular Mechanics: 
Oe GIR. oie sc cisincsves 57.3 66.9 639.9 731.0 24,574 28,719 274,500 313,622 | Popular Mekanik (Danish) .. 22.0 23.0 = 223.0 1 4,830 oa 49,630 
“C04 ; “ : 134, OU CHEE iasus vies css ss — ‘ — 785 ‘ se 
Total Group ....-....++-+. = =) lS - eS ee ee Mecanique Populaire (French) 29.0 38.0 286.5 310.5 6.496 7,392 GA.176. 9.552 
P Mechani Y ‘ 7. 66.0 1, 2,2 ; . 
Detective & Fiction | nny Metanit: (Swedish) ¥ 10 95 108.0 99.0 2310 1,995 24,038 22,043 
NE,  Gadavcacgsdbacaseas 21.3 22.2 222.2 196.5 9,155 9,517 95,339 84,294 | Mecanica Popular (Latin America) : 
Dell Men's Group ........... 8.1 12.9 122.3 133.7 3,484 5,540 52,433 57,347 Brazil (Portuguese) ..... 24.6 — 232.6 ——- 5,510 52,102 
to ae 29.4 351 3445 3302 12,639 15,057 147,772 Al, Mexican-Caribbean (Spanish) = 31.0. —— = 275.8 —— — 61,784 
er ow ies So. Hemisphere (Spanish) 13.0 —— 1508 —— 283 ee 33,784 
Newspaper Sections (I) hema bang ROTTS 167.3 99.5 1,652.) 882.2 48,967 36,555 505,387 310,275 
(Nationally distributed with Sunday newspapers) tour lenses in November 1960; five lems in Revember 2950. 
+The American Weekly ....... 21.6 46.1 273.5 403.5 py 39,190 232,456 342,980 Pages biees 
aes 5 ’ Y 491. , " , je 4 
i pana — — a. ae 7. a =a. aa “Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. —Jan.-Oct. Jan. -Oct. 
Rees 45.1 75.2 587.2 690.9 38,366 63,955 499,145 587,287 1959 1960 1959 1960 1959 1960 1959 
+This Week Magazine... 2... 82.3 100.9 7941 849.3 69,982 85,804 674.946 721,912 = 
. \ ao. 183.1 275.6 2,073.7 2,435.6 155,719 234,355 1,762,627 2,070,352 
tFour issues in November 1960; five issues in November 1959. Foreign (October) 
— Lines Life International ........... 93.4 84.7 829.0 730.7 63,580 57,715 563,720 496 - 
oo. : ae : Py, t§Life En Espanol ........... 516 54.0 392.7 514.1 35,190 36,720 267,155 349 
S 2 SS Ve wmf ne. ee Ex-Mexico Edition ........ 624 S42 4713 519.7 42,500 36,890 320,535 353,515 
O (10.6) (0.2) ( 78.4) ( 5.6) (7,310) (¢ 170) ( 53,380) ( 3,910) 
Newspaper Sections (II) (October) Caribbean Edition ......... 93.4 —— 684.1 — 63,580 465,205 
pater pr ere 
(All other newspaper sections) | Mexican Edition : ry 69.4 “CaaS. 604.3 Osco 47,260 pry th 410,975 
tChicago Tribune Magazine ... 265.7 158.2 1,733.7 1,503.2 225,891 ae: ee ee hv6|FlhUGieC eshte (37.6) (15.4) (255.4) ( 90.2) (25,670) (10,540) (173,740) ( 61,370) 
tNew York Times Magazine ... 389.2 252.9 2,979.1 2,422.9 330,823 215,000 2,532,234 2,076,477. t Newsweek: 
{Philadelphia Inquirer ....... 167.0 133.9 1,203.5 1,266.5 141,934 113,833 1,023,088 1,076,592 Pacific Edition ............ 122.9 99.8 1,042.5 810.9 51,622 41,929 437,850 340,582 
.. are 821.9 545.0 5,916.3 5,212.6 698,648 463,294 5,029,001 4,430,815 European Edition .......... 107.8 101.0 860.0 7738 44,974 42,420 361,200 325,008 
tFive issues in October 1960; four issues in October 1959. Reader's Digest: 
cons Lees | eee 36.5 315 359.0 314.5 5,986 5,166 58,876 51,578 
en. o- ced Meclee new. cen ain aan. | SOE Fi k sc seensiaes 74.0 81.5 552.0 526.0 13,468 14,833 100,464 95,732 
1960 1959 1960 1959 1960 1959 1960 ep RE 65654 5 sacasgdeca 90.3 718 764.0 675.5 16,426 13,059 139,048 122,941 
95: "RRR irs ie 78.0 72.0 637.0 5940 14196 13,104 115,934 108,108 
Comics Magazines MINGS. Es Sees cdiasactss 58.5 59.0 494.0 414.5 10,238 10,325 86,450 72,538 
American Comics Group ...... 7.0 7.0 77.0 77.0 2,646 2,646 29,106 29,106 | — tte eeeeeeeeeees Ray —e poo =e .. a Foy ae — i te M4 
National Comics Group: i eee a e 205. 5 . ’ ’ 
aaa 5.5 5.0 57. 67.5 2,079 1 CY Swen eeeccstcenne 71.5 74.0 638.0 592.5 13,013 13,468 116,116 107,835 
0 ’ .890 21,546 25,515 . 
rs 5.0 45 57.0 68.5 1,890 1,701 21,546 25,893 CE atk ciesice thnaeeAs 60.5 58.5 412.0 398.5 11,253 10,881 76,632 = = 
—_—_——_—  — —  -_ a EN bb. Vas-adin wesc dhe 76.5 69.0 601.0 450.0 13,923 12,558 109,382 8 
Total Growp .............. 75 165 191.0 213.0 6,615 6,237 72,198 80,514 | ahaa a tra 47.0 25.0 2670 208.0 6.882 4.650 49.662 
| eee 189. 41.0 1,208. 999. 33, 24,675 211,400 174,825 
Canadian National Weekend Newspapers (Rotogravure Linage) | Srantinntes ee PER a0 as 300.0 238.8 7178 5,338 52,500 41,213 
ee 26.7 55.6 235.6 467.3 24,042 50,014 212,003 420,605 eee 147.0 142.0 1,076.0 1,038.0 26,754 25,844 195,832 188,916 
ee ee eae 85.1 86.0 910.7 927.5 76,659 77,433 819,701 $34,824 German-Swiss ............. 45.0 48.0 356.5 287.5 8,190 8,736 64,883 52,325 
EY oN Ces dees decees 91.9 56.7 $11.2 175.9 89,605 55.252 790,954 171,520 DT eeadvess avec adaid 85.0 72.3 740.0 704.8 15,470 43,164 134.680 128,265 
Es ev aassntwnees 99.0 127.3 983.5 1,045.5 86,628 111,346 860,591 914,833 Indian ........+0eeeeeeees 80.0 69.0 552.0 548.0 14,560 12,558 100,464 99,736 
Weekend Magazine ........... 116.1 116.1 1,075.3 1,180.3 113,214 113,226 1,048,438 1,150,753 Italian 2.2.6... eee eee eee 109.0 89.5 786.0 679.5 18,748 15,394 135,192 116 a. 
Total Group .............. 4188 441.7 40163 3.7965 390,148 407,271 3,731,687 3,492,535 rsa a oy «= 
Pao AES : five | , er , II iidg ie cousds chnecs 70.0 63.5 487.5 486.0 30,940 115,570 88,725 88,452 
our lesuts in Wovember 2960; five ieeues in November 1900. $First pubtiched Sept. 12, 1990. IE cond. vncans 61.0 180 377.0 2235 12,102 3,276 68.614 40.677 
ios b cis ecaees 63.5 61.5 448.0 424.0 10,668 10,332 75,264 71,232 
Canadian Overseas Military .......... 41.0 53.0 419.0 3880 7,462 9,646 76,258 70.616 
tCanadian Homes ............ 37.0 46.7 400.4 4209 25,186 31,768 272,272 286,217 South African ............ 81.0 795 755.0 685.0 14499 14,231 135,145 122,615 
Chatelaine: | Southern Hemisphere ...... 30.5 24.0 221.0 199.0 5,551 4,368 40,222 36.218 
aon ae Journal .... = 72.6 731.4 689.0 56,193 49,340 497,351 468,495 Chote ribiodevoees 59.5 66.0 543.0 454.0 11,067 12,276 100,998 84,444 
evue i apassasuiss y — 87.7 ae 27,739 59,621 tTime International: 
oS ee 27.5 37.8 267.3 293.4 11,798 16,214 114.678 125,757 Time-Atiantic ............. 170.5 1446 1,351.0 1,171.4 71,575 60,690 567,420 491,960 
ooh SOO 106.9 120.2 855.4 9029 72,656 81,745 581,650 613,947 Time-Latin American ....... 116.3 115.4 = 962.1 1,012.0 = 48,825 48,440 = 404,390 = 425,040 
eader's Digest: eer ee 128.9 95.3 1,037.9 919.1 54,075 40,005 435,855 386,365 
English Edition ........... 134.0 150.0 1,112.8 10268 24,388 27,300 202,521 186,869 | Vision: 
French Edition ............ 146.5 155.0 1,180.3 1,099.3 26,663 28,210 214,806 200,064 | |||Visao (Portuguese Edition) 184.3 171.5 1,563.7 1,478.0 77,420 72,030 656,740 620,760 
oan ene eth lonrnsess me a6 260.1 205.6 19,529 15,137 181,730 143,965 | Mexican Edition ........... 123.55 118.7 1,088.8 991.4 51,870 49,840 457,310 416,395 
MS ee ees c chien’ ; . 164.0 195.2 11,032 19.641 114.7 | Spanish Edition ........... 101.5 101.3 889.2 . 42,630 42,560 73,450 339,605 
#§Saturday Night .......... 799.3 625 435.6 410.9 33,298 26,250 182.949 172.878 Total fen E 3,204.7 2,847.5 25.565.3 22 Tua 1,134,196 921,180 7 a 566 6,670,465 
Time-Canadian .............. 238.9 247.3 1,583.9 1,537.1 100,275 103.845 665,175 645,575 | eae Bit pataialiacatn iiek aia pe aang aa Bedale be nate aa : cial > i 
Total Group 857.9 879.2 66433 63702 375.455 73 — = vy ia 7 a ise +Figures in parentheses are regional advertising only and are included in each edition’s total. §Three issues in October 1960; 
tet eeeeserees . . 5 . 5 5 \y 5 x J ¥ i t j j 7 ; ; ; . " ; ' ; ‘ : fi 
tFormerly Canadian Homes & Gardens. {Revue Moderne discontinued publication with June 1960 issue. Effective October oan be ie bags ae tFive issues in October 1960; four issues in October 1959. |||Four issues in October 1960; five 


Safety Group Names Bria 


The Assn. of State & Provincial 
Safety Coordinators, Washington, 
composed of safety experts from 
the U. S., Canada and Puerto Rico, | 
has named Bria-Vandyke Adver- 
tising Associates, Phoenix, to pre- 


pare advertising and promotional |Newsprint Consumption ‘Name Changed to Warren Adler| John Allen Named M-E VP 
material for a campaign to reduce 


traffic accidents. Four campaigns 
each year are planned. The first, 


Hits Record Level 


| Creative Consultants, a Washing- John R. Allen, client service su- 
U. S. newsprint consumption for| ton, D. C., agency, has changed its|pervisor in the Chicago office of 


to ot th tee September totaled a record 454,369|name to Warren Adler Ltd., and|M-E Productions, has been ap- 
o play up the moral responsibility | tons, up 1.2% over consumption for |moved to larger quarters at 1411|pointed a vp of the McCann- 
of accident prevention, will begin 


Dec. 1. 


September the preceding year.|K. St. 


Erickson radio-tv affiliate. 
Consumption in the first nine| The change is part of an expan- 


The Memphis Market has two ears 


WDIA alone reaches the other one! 


When planning your budget for the Memphis market, remember that 
40% of the population is Negro—over 1,500,000 people, who earn more 
than a billion dollars a year! Remember that the only medium that 
effectively sells this big, rich market is Memphis’ 50,000 watt Negro- 
programmed WDIA.-Top rated for 10 years, WDIA is more than a 


radio station, it’s an advertising force. No matter what other media you © 
use, 40% of your Memphis area bud 


nearly half of 


ARCHIE S. GRINALDS, JR., Sales Mgr. 
BERT FERGUSON, Exec. Vice-Pres. 


Men get must go to WDIA or you miss 
this rich market! Write today for complete details! 


EGMONT SONDERLING, President 
Represented by THE BoLLINnc Co. 


OTHER SONDERLING STATIONS: 


WOPA, OAK PARK, ILL. 


WDIA 


KDIA, OAKLAND, CALIF. 


months of 1960 totaled 4,061,511| sion program, according to Warren 
tons, up 4.4% over the like period. | Adler, president. Mr. Adler said the 
Figures were supplied by newspa-| agency contemplates the establish- U. S. CATHOLIC POPULATION 
pers reporting to the American! ment of a New York office, and of- ° 

Newspaper Publishers Assn. Esti-| fices in the South and West. JUMPS 37.5% IN TEN YEARS 


mated total consumption for thé . .. NOW OVER 44,000,000* 
first nine months was 5,415,348 ‘Hospital Topics’ Names Kinney Pembneme thts nalenn te: deel 
tons. Hospital Topics, Chicago, has ap- through its largest magazine— 
|pointed John A. Kinney assistant 
Roy Danish Joins TIO ‘to the publisher. Mr. Kinney was CATHOLIC DIGEST 
Roy Danish, previously a partner | formerly executive editor and pub- |} caryoric DIGEST delivers over 760,000 
in Smith/Greenland Co., has been |lications manager of the N.A.R.D. net paid cireulation with prime character- 


named to the new post of assistant | Journal, Chicago, official publica- isties for you . . . 
director of the Television Informa- | tion of the National Assn. of Re- || Large families—- 
tion Office, New York. ‘tail D ggists. Over 4.04 children per household** 


Urban and suburban readership— 
Only 3.5% are rural, one of the 


Chain Names Gray & Rogers smallest percents of all magazines** 
eed Ana * American Stores Co., Philadel- Home ownere— a 
etieHe., ’ J own e hom ey live in** 
N to lyze ; ‘ phia food chain, has named Gray ne + saggagataaaaes 


& Rogers, Philadelphia, to handle|| “<8, Consumers 


Spend more money on food per week 


Your Public Relations? 


its entire advertising account. The than any other magazine audience** 
Prose Clippings can keep you fully pe gpd previously handled only ra- Low ADVERTISING COST ene of the 
nformed on the results of your public i ici $i owest rates per thousand in the magazine 
relations program. You can B, ft, dio and television advertising for held 


of your releases are published... what. | the chain. * Several statistical estimates run 
coverage is given to events you stage. . . a ae 
what the editors of the nation are think- 


{ ; 

ting the | f 44,000,000 
ing. This knowledge will help you pian Champlin Oil Names Gaines > oe anager ate 
and develop more effective public rela : P cole ** Consumer Market Report, 1959 
tions programs. Interested in learning | Champlin Oil & Refining Co., Daniel Starch 


how we can serve you? Fort Worth, has appointed Edward 


For advertising rates contact . . . 
R. Gaines director of regional sales, 


Eastern Representative 


|a new post. Mr. Gaines was for-|} | McClanahan @ Co. |. LE 2.1234 
- sass | erly manager of advertising and Oe ee See Sew SOS. Pe Ve 
st. : West Coast Representative 
PRESS CLIPPING BUREAU sales promotion. John R. Kimball & Co. DO 2.9183 


165 Church St.. N Y 420 Market Street, San Francisco 11, Calif. 
| Phone Brclay p27; “ Wolfson to Vending Service 
| pose pong Wash. 9, D.C.—CO 5-1757 
gee g., Pittsburgh 22, Pa. — COurt 1- , : : , 
| 14. Jackson Bivd., Chicago 4. WA ia with the Philadelphia Inquirer, has 
| 1456 N. ys > ye Ree Jane Les Angeles 46, joined Publishers Vending Service, CATHOLIC DIGEST 
| — ie -0304 > us 
One Operations Office (Livingston, N. J.) New York, as eastern sales man- 44 EAST 53RD STREET 


ager of the company’s new news- New Y 22. New Y PL 3-0828 
oM e ¢ ee New York 22, New York _ 3-082 
nhl AGAZINES + TRADE PAPERS |paper sales division. 


Midwest Representative 


Raymond J. Ryan & Co. AN 3-2240 
Harvey M. Wolfson, formerly 35 East Wacker Drive, Chicago 1, Illinois 


J. J. MeCarthy, Advertising Director 
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a. aigquno wee 


A modern Mexican restaurant—Los Manantiales—contrasts with the ancient canals of Xochimilco, where flower vendors offer their exotic wares. 


IN LATIN AMERICA... 


an unprecedented building boom is changing the face of the 
land. Proud skyscrapers, great industrial installations, modern 
luxury as well as low-cost housing all symbolize the growth 
and progress of the South American continent. 

Latin Americans have a LIFE of their own—LIFE EN ESPANOL 
—in their own spirit, in their own idiom. LIFE EN ESPANOL has 
a circulation of 370,000* in Latin America and more than three 
million readers each issue. These readers—the great majority 
leaders in business, government and community life—look to 
LIFE EN ESPANOL for a clear, colorful, comprehensive picture 


P 
Skeleton of Mexico City’s new Medical Center frames a view of apartment houses. 


of their hemisphere and their world. (A picture which is vividly 
drawn in authoritative, often exclusive articles and photographs.) 
They are your best customers in Latin America... and you can 
reach them best in LIFE EN ESPANOL. 


*And four ways of using it. LIFE EN ESPANOL pro- 
vides four editions to pinpoint your market: the 
edition for all of Latin America, and regional edi- 
tions for the Caribbean, Mexico, and all but Mexico. 


These photos were taken by Frank Scherschel and Joern Gerdts for 
LIFE EN ESPANOL’S exclusive article on the new Mexico City. 


EN ESPANOL 


Rockefeller Center 
New York 20, N. Y. 


In the Pedregal are many luxurious modern homes, complete with swimming pools. 
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PHOTO 
REVIEW 
OF THE 


G. W. Johnston H. F. Johnston Mrs. G. W. Johnston Turek Cohen Eaton Mullen Atkinson 
COCKTAIL PARTY—Having fun during a social interlude at the Assn. of ek, Northern Paper Mills; Philip Cohen, Sullivan, Stauffer, Colwell & 
National Advertisers in Hot Springs, Va., were Mr. and Mrs. G. W. Bayles; Howard Eaton, Lever Bros.; Vernon Mullen, E. & J. Gallo 
Johnston, Sterling Drugs; Harold F. Johnston, Oneida Ltd.; Bob Tur- Winery; and Maury Atkinson, Jacob Ruppert Brewery. 


a) 
al 
“Yi 


S. 


Runyon Winslow KohIlman McMechan Mrs. Sproull Sproull Palmer Rutherford Orser 
ANA ANNUAL MEETING—A™mong advertisers attending the 51st annual meeting of the Assn. ry B. McMechan, Ford Motor Co.; Mr. and Mrs. William Sproull, Burroughs Corp.; 
of National Advertisers in Hot Springs, Va., were Everett Runyon, California Packing Chester (Chet) Palmer, Johnson Motors; Fred Rutherford, Drackett Co.; and Robert 
Corp.; Ralph Winslow, Koppers Co.; Clem W. Kohlman, American Cyanamid Co.; Jer- Orser, McCulloch Corp. 


COC LCALL LUGE LLC LECCE 


Mueller Linger Tjaden Fromm Wolaver Duperrault Darton Mrs. McCabe Cavanagh Visk 
BROADCASTERS ET Al.—Among those attending the Broadcast Promotion Assn. convention Sales, New York; Charlie Wolaver, WHIO, Dayton; Doug Duperrault, WFLA, Tampa; 
in New Orleans were Fred Mueller, KSD-TV, St. Louis; Dean Linger, American Broad- Heber Darton, WHBF, Rock Island, Ill.; Mrs. Frank McCabe, Providence, R. I.; Jack 
casting Co., New York; Montez Tjaden, KWTV, Oklahoma. City; Bill Fromm, NBC Spot Cavanagh, WPRO-TV, Providence; and Tony Visk, WPRO, Providence. 


ee 


PRESTIGE—Publicker Distillers is in- 
troducing its new 10-year-old Old 
Hickory bourbon in this Golden 
Trophy bottle. Ads—in newspapers 


and in The New York Times Mag- 
ON THE AIR—Chatting during the Broadcast Promotion Assn. meeting H. Taylor Vaden, WJZ-TV, Baltimore; and, from WBC stations, Donn azine and The New Yorker—will 


were Jim Rupp, American Research Bureau, Beltsville, Md.; Jack Ag- Winther, WBZ-TV, Boston; Dave Partridge, Westinghouse Broadcast- play up the bottle. Ellington & Co. 
new, WMC and WMCT, Memphis; Edwin Vane, NBC, New York; ing Co., New York; Chris Christensen, KPIX, San Francisco. is the agency. 


Rupp Agnew Vane Vaden Winther Partridge Christonser 
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Most media are short lived. The fifteen second commercial lasts 
Q - fifteen seconds. The newspaper rarely outlasts its issue date. 


Many magazines are in use only a few days. 


But SucceEssFUL FARMING is read, studied, consulted, referred 


to, clipped, filed, kept in scrapbooks, for months and years. 
u ure Some 57% of its families keep it for future reference; and 70% 


refer to advertising in back issues! 


Why? Because this magazine gives big returns to 


if e fe re he e its readers—in better business, in better living. 
e It helps the business man farmer make better use of 


his time, his money, his land, his equipment; helps him plan his 
future. It helps his wife with her work, her plans, her 
menus, her children, her social affairs. 

It gives case histories, reports of actual applications, 
diagrammatic directions. It pictures in color—kitchens, family 
rooms, laundries, bedrooms, patios, gardens, swimming 
pools. Its contents can be believed, trusted, 
followed. Because it has been benefiting 
its readers for fifty-eight years, it has a 
very considerable influence — unmatched 
by any other medium. And influence that 
affects the reception and response of every 
advertisement in its pages! The advertiser 
not only buys space, but influence. 

In circulation, SF does not compete 
with today’s telephone numbers. But of 
its 1,300,000 families 87% own or operate 
a farm—the cream of the country’s big 
producers, big earners; and one of today’s 
class markets. 

Want your advertising to make some 
sales? Put it in SuccessFUL FARMING. 

Any SF office can give you all the details. 


SuccessFuL Farminc . . . Des Moines, Chicago, New 
York, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Follow the LEADER 
in Philadelphia 
and its suburbs 


Bee 


Fundamentals first. Look at the A.B.C. 


The 1959 A.B.C. Audit Reports show that The Evening 
Bulletin leads The Morning Inquirer by 145,637 circulation in 
the 14 county Greater Philadelphia Market . . . and The 
Evening Bulletin leads both in the city and in the suburbs. 


More men... more women. . . more adults read The 
Evening Bulletin than The Morning Inquirer throughout 
Greater Philadelphia . . . both in the city and in the suburbs. 
The Evening Bulletin’s male adult readership, reported in 
the 1960 National Analysts, Inc. study of adults in telephone 
homes, is 322,000 in the city and 338,000 in the suburbs. 


EVENING BULLETIN LEAD OVER MORNING INQUIRER 
AMONG MEN READERS 


84,000 or 35 % MORE in the City 


46,000 or 16% MORE in the Suburbs 
130,000 or 25% MORE in Greater Philadelphia 


No matter how you look at it, The Evening Bulletin leads 
in circulation and readership throughout Greater Phila- 
delphia. Follow the leader in Philadelphia and its suburbs— 
The Evening Bulletin. 


In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 
...in Philadelphia and in Suburban Philadelphia 


A MEMBER OF MILLION MARKET NEWSPAPERS, INC. 


Advertising Offices: New York * Chicago © Detroit * San Francisco * Los Angeles 


13 counties beyond the city in the 14-county 


Suburbon Philadelphior | Greater Philadelphia A.B.C. City and Trading Zone 
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Advertising Age 


Feature Section 


Weiss Attacks Dept. Store's Muddied Image 
Leber’'s Twenty Are Toughies 
Peeled Eye Returns 


Butler Uncovers New Type Face 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


McMahan on TV Commercials... 


McCann-Erickson, Campbell-Ewald Vie 
on TV for General Motors Corp. 


Harry McMahan, tv advertising consultant, is including many of the com- 
mercials reviewed for these monthly columns in a new industry service, 
the McMahan Tv Commercials Library. First reels will be screened Dec. 3 
before advertising classes at Harvard Business School. 


By Harry W. McMahan 


It’s rare when two agencies can com- 
pete for an account with rival examples 
of their creativity ...on the air. But it’s 
going on now for General Motors. 

McCann-Erickson went to bat first with 
the tv ads on the 
World Series. (We'll 
skip comments on 
these commercials 
... letters in AA’s 
“Voice of the Ad- 
vertiser” have been 
so pungently out- 
spoken, we're not 
inclined to outspeak 


’em.) 
\, Campbell- 
Harry W. McMahan Ewald’s turn came 


with the Danny 
Kaye show three Sundays ago. (Com- 
ments below.) 

McCann’s next turn will be at Rose 
Bowl time. And a lot of eyes, including 
some very critical ones in Detroit, will 
be on that one. 

Forget Nixon and Kennedy—this in the 
trade could be the real “Great Debate” 
of 1960... 


The Trade: Oh, Kaye! 


Raves on the Danny Kaye tv bow have 
just about topped anything the program 
critics have seen since Fred Astaire’s sim- 
ilar debut on television (incidentally, for 
another auto corporation, Chrysler). 

But this time the reviewers raved about 
the commercials as much as the program. 
It was a two-way smash for a one-man 
show. 

Commercials were spotted well into 
the hour and there were only two: The 
first an astonishing 44%4 minutes that never 
let up, the second a rapid-fire Danny 
Kaye patter song that clipped it off in 
the remaining 1% minutes. 

Kensinger Jones, C-E’s senior vp and 
creative director, authored the big one 
personally, and only a stopwatch could 
tell you it ran as long as it did. There 
were nine cars featured, yet the whole 
thing was as simple as opening a door. 
And as smooth as Hydramatic. 

It opened with Danny telling a story to 
children: “Once upon a time there were 
five cars...” and before he got through 
he’d covered all nine, carefully position- 
ing each in the GM spectrum. For in- 
stance, Danny explained the two Buick 
lines and the new Buick Special this way: 

“It’s for people who want all the things 
that a Buick is... but in a smaller pack- 
age..<” 

Simple. Wonderfully human language. 
A superb commercial. 


450 Words in 90 Seconds 


The second commercial had Danny 
Kaye in one of his typical machine-gun 
patter songs. It clocked in at about 450 
words for 14% minutes. 

Fred Lounsberry of C-E wrote the orig- 
inal on this one, with Kaye and Sylvia 
Fine (Kaye’s wife and writer-producer) 
on the rewrite of such material as: 


“... Be one of the voters for General Motors 
there’s so much to choose from... They're spa- 
cious and gracious and most efficacious but they're 
tough and tenacious and if you think I’m getting 
loquacious: In short, they’re sort of superior. A 
General Motors, in short, is something the won- 
ders are from. I'll name them one by one...” 

Danny names ’em, pattering rhymes 
and copy points all over the place. Our 
tape recorder was breathing heavily as 
it finished: 

“If you want to be seen in a new limousine, or 
if you’re a fan of a new sedan, if you fancy a 
wagon, a new station wagon, you feel you want 
steel or aluminum ...a four-door, a two-door, a 
black door, a blue door, a low car, a tall car, GM 
has a lot and they all of them got plenty of room- 
in-'em ...If you’re thinking of trying and buying 
a car and you want to be clever whoever you are, 
I suggest that you test only that which is best 
and it’s General Motors by far... The facts are as- 
sertable, incontrovertible. GM is away above par. 
Oh, you can’t go wrong but you can go far in a 
brand new ...General...Motors...car...” 


Words fail me. 
But they better not fail McCann, come 
the big contest in the Rose Bowl... 


Sports in Slow Motion 

One solution for McCann might be to 
call in its San Francisco office to quar- 
terback the New Year’s game. ThiS very 
autonomous branch of McCann-Erickson 
ruggedly insists on its own brand of cre- 
ativity. And it doesn’t seem to have any 
trouble wrapping it up in a first-rate 
package of selling effectiveness. 

Two current examples: 

Lucky Lager has been the top-selling 
beer in the rough, tough California mar- 
ket since long before Rudy Vallee heisted 
the “Stein Song.” Tv it takes in stride as 
befits a leader in the field. 

Now, sports is the theme and slow mo- 
tion the treatment. For instance, “The 
Diver” is a slow-brewed sequence of 
graceful pictorials—almost a ballet in 
midair. Copy is restrained, a quiet re- 
statement of their “real lager” story. It’s 
a thoughtful, tasteful way to sell beer. A 
credit to tv advertising. 


Score Again for Del Monte 

Del Monte is another well-stocked pow- 
erhouse in McCann’s San Francisco office. 
On tv now they’ve a real intriguer for 
Del Monte pineapple which follows a 
family pattern. 

The strolling balladeer in the “Land of 
Del Monte” tells the story. This time it’s 
Hawaii, the pineapple fields. In moving 
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progressions the camera carries the view- 
er closer and closer until the lush pine- 
apple is split open. The juice sparkles 
and drips. The scene changes to the ap- 
petite-whetting slices, the product. Then 
back to the troubadour strolling on... 

Makes your mouth water. Makes you 
feel real good about Del Monte. And, if 
you're in the trade, makes you proud of 
teevee... 

John Magnuson, who also did that 
Lucky Lager commercial, is the writer, 
with Glen Hurlbut on the music. Jerry 
Warner & Associates were the producers. 


Choo Choo Charlie’s Mom 


Choo Choo Charlie, that “Good and 
Plenty” engineer, is a favorite with the 
two young engineers at our house. Steve, 
who’s six now, and Chris, who’s three, 
are right with Charlie and his rattlin’ 
good licorice box when it comes to get- 
ting that train a-rollin’. 

Now comes a new spot in the series 
that weaves in a new and happy story 
twist with this clever identification device. 

We meet Charlie’s Mom who, like all 
little boys’ Moms, is saying: “Charlie, you 
get back into bed this instant!” 

“But, Mom, I gotta get some water for 
my engine...” 

Mom muses, he’ll drive me out of my 
mind with that train. “Charlie, you are not 
a train. You are not an engineer!” 

Charlie finally wangles his drink of 
water, then back to bed, still wearing 
that engineer’s cap of his. He dreams he’s 
“Casey Jones” and the old song gets its 
commercial points across. 

Dissolve now to Charlie fast asleep as 
Mom comes in. She tucks him in, takes 
off his engineer’s cap, kisses him gently 
and sneaks the Good and Plenty box out 
of his tight little fist. Mom starts to leave, 
looking about a bit self-consciously, then 
starts the box rattling as she choo-choos 
off into the night. 

Bauer & Tripp, Philadelphia, is the 
agency on this delightful series, with El- 
mer Jaspan producing. Chris Ishii at Pel- 
ican Films designs and animates ‘em. 
Tony Faillace does the music. 

Remind me to take home three boxes 
tonight... 


Mrs. Doubting Thomas 

Speaking of pride, Johnson’s wax has 
a product of the same name with a com- 
mercial in which they can take a good bit 
a... 


Oh, well . . . it features Mrs. Doubting 
Thomas (“from Missouri’), a cute and 
pixie little character who always says, 


>» 


“Seein’ is believin’.” This sets up the copy 
line, “The wax you see work for you” and 
a good demonstration of the Pride “haze” 
in action. 

Mrs. T is from the NL&B shop, Chi- 
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Good and Plenty 


Johnson's Wax 


Qantas Airways 


cago, gut of Animation Inc., Hollywood. 
Well bred. Lots of polish. 


Putting U in Qantas 

Qantas Airways has always excited 
much trade comment with their print ads 
and it’s good to note they can do the 
same in tv. 

This one has a sleek (wow!) lady 
traveler at the customs desk with her 
Qantas flight bag. An endless procession 
of things come out of it: A statue from 
Rome, frankfurts from Frankfurt and so 
on, even to a baby kangaroo from Aus- 
tralia. Back go them all into the little 
bag, as the droll commentary again recites 
the travel points. It’s good fun, good re- 
minding, puts you right in there with 
Qantas, u know... 

Bob Matthes dreamed it up for Cun- 
ningham & Walsh (San Francisco again). 


And a bright and promising Bay area 
production house, Davidson Films, put it 
together. Nice direction. Superb casting 
(and we’re not talking about just the 
kangaroo). 


Thanksgiving Notes 
We'd be thankful if: 
Speidel watchbands wouldn’t shovel so 

hard with an otherwise fine announcer, 

Bob Warren. And copy like, “. . . gold- 

filled, not gold-plated” is pretty disgrace- 

ful. 

The cigaret commercials would get ev- 
erybody out of the swimming pools and 
the surf before something freezes over. At 


Salesense in Advertising ... 


By James D. Woolf 
Advertising Consultant 


A discouraged young man from Ohio 
writes me the following letter: “More 
than anything else, I want to make adver- 
tising my career. I have been turned down 
by at least 50 agencies and advertisers. 
The trouble seems to 
be that I am not a 
college graduate. I 
am aé high school 
graduate, however, 
and have had three 
years of selling ex- 
perience. I read 
every publication 
about advertising I 
can lay my hands 
on, including Apb- 
VERTISING AGE. What 
can I possibly do to 
get a start in the business? I am willing 
to begin at the very bottom.” 

More and more, agencies and adver- 
tisers are closing their ranks against non- 
college boys and girls, and I can under- 
stand what this young man is up against. 
It’s almost impossible to get a hearing, 
let alone be given serious consideration. 


James D. Woolf 


# A college education_is not necessarily 
an open door to a career in advertising. 
There are people who are natural admen, 
and it is hard to say what makes them 
tick. They come from all walks of life, 
with all kinds of cultural and educational 
background. Advertising men and women 
arrive at their destination via a hundred 
routes. They have no common genesis. If 
one inquires into their beginnings, one 
finds former schoo] teachers, traveling 


Tips for the Production Man ... 


You Don't Have to Be a College Graduate 


Advertising Age, November 21, 1960 


least four of them have had a moist 
swimmer reaching for a fag (or vice 
versa!) this season. No question, 1960 is 
the year of the wet cigaret... 

Those Poli-dent commercials would quit 
beating their gums. 

And the gum commercials would quit 
beating the dentifrice claims at cleaning 
teeth. And reducing. Let’s call the police 
on such specious advertising. 

Turkeys all. But it’s good to sit back and 
look at the whole business this Thanks- 
giving and know tv advertising has come 
a long, long way. The good is getting so 
much better. 

Even the bad is getting better! + 


salesmen and retail sales clerks, newspa- 
per reporters and editors of campus pub- 
lications, stenographers and _ secretaries, 
typists and clerks, Phi Beta Kappas, and 
graduates of evening and correspondence 
schools, amateur poets and printers’ help- 
ers. 

It is hard to say what combination of 
qualities makes a good advertising writer 
or account executive. In the writing end 
of the business certainly a natural apti- 
tude for putting words together is a re- 
quirement, yet many persons with con- 
siderable talent for writing have not been 
successful in advertising. Equally impor- 
tant is a “feeling” for people, a keen and 
sympathetic understanding of human mo- 
tivation. “I think the key quality,” says 
Jim Young, “is a certain kind of instinct 
for making any kind of proposition allur- 
ing to a large number of people.” This “in- 
stinct” is not necessarily something that is 
learned in a college classroom. I know for 
a fact that many highly successful admen 
never set foot on a college campus. 


= I am sorry I cannot tell my Ohio cor- 
respondent how to get a job in advertis- 
ing. There is no formula, no established 
method of procedure. The principal re- 
quirement is perseverance. Keep at it. 
Write letters. Make telephone calls. Fol- 
low up every lead that comes to your at- 
tention. The big thing is to make a start, 
however modest. Get in anywhere, so that 
you can see the wheels go ’round. “Then,” 
as Mr. Young says, “keep one foot in front 
of the other—remembering, as Robert 
Louis Stevenson said, that “‘to travel 
hopefully is a better thing than to arrive; 
and the true success is to labor’.” + 


I Rise in Flames, Cried the Sans Serif! 


By Kenneth B. Butler 


Type revivals usually do not occur until 
at least a couple of decades after the 
first bloom of youth has faded. We will 
find a new type face, use it recklessly 
until suddenly we find ourselves “up-to- 
here” with it, then discard it with disdain 
—only to rediscover it a generation or so 
later and go through the process all over 
again. 

Certainly the recent and now fading 
revivals of the Clarendons and certain 
members of the Cheltenham family have 
slavishly followed this logical-illogical 
pattern. 

Thus it is with no little surprise that 
we note the emphatic boom in the use of 
sans serifs so soon after what had ap- 


peared to be the dismal end of a 30-year 
love affair. 


® Purists may observe that the “new 
wave” is in the News Gothic-Grotesque 
pattern rather than the Futura-Tempo 
style which dominated through the ’30s 
and ’40s, finally swan-songing in the mid- 
dle ’50s—but the difference is largely aca- 
demic, and probably invisible to the gen- 
eral public. 

The extent of the boom is, I think, most 
dramatically confirmed by the announce- 
ment of American Type Founders that 
they will merchandise the 21-member 
Univers sans serif series. A quick count 
of the modest number. of type faces, new 
or revived, issued by ATF in the last 
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A few things that 
will not change 


in Washington, D.C. 
in the year 1961 


W The Nation’s Capital will continue to be one of the richest 
and most important markets in the U.S.A. 


WX Business will continue to be good here because government 
is the No. | industry in Washington—not subject to the com- 
mon ups and downs of the economy. 


YY The Washington Star will continue to provide its famous 
Extra Selling Thrust for advertisers because The Star is vir- 
tually “part of the family” in the Metropolitan Washington 
area and its circulation (highest in The Star’s 108 year history) 
is concentrated in the high income areas that comprise the 
families that are your best customers. 


in 1961 is an increased schedule of advertising in The 


\ One of the most logical steps for increased business 
Star—Washington’s Award-Winning newspaper. 


THE WASHINGTON STAR WASHINGTON, D.C. 


Member of MILLION MARKET NEWSPAPERS, INC. 
New York: 529 Fifth Avenue * Chicago: 333 N. Michigan Boulevard + Detroit: New Center Building 
Los Angeles: 3540 Wilshire Boulevard * San Francisco: 111 Sutter Street 


Specia/ Florida Representatives: McAskill, Herman & Daley, inc., Roosevelt Bidg., 4014 Chase Avenue, Miami Beach, Florida 
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decade, accents the startling scope of this 
announcement. (Parenthetically, however; 
it should be noted that ATF did not cre- 
ate Univers but is distributing the type 
in the United States for the French 
type founders, Deberny et Peignot.) 

Almost simultaneously the Italian type 
founders, Societa Nebiolo, issued its own 
21-member sans serif series, Recta, which 
will eventually be made available to 
American printers through Amsterdam- 
Continental. 


s And, wonder of wonders, our own Lud- 
low Co. will not find itself lagging six or 
seven blocks behind the rest of the pa- 
rade. For Ludlow has, in the past few 
years, been gradually adding to its Record 
Gothic family so that it now has a very 
respectable line, very much in harmony 
with the “new wave,” and the publisher 
who depends on Ludlow for headline dis- 
play no longer must content himself with 
the tired Tempo look. 

The magnitude of what’s coming in 
the next few years is further suggested 
by a survey of contemporary European 
printing. One of my associates, who re- 
cently returned from the Continent, re- 
ports that in Switzerland, usually a lead- 
er in affairs typographic, you are likely 
to see nothing but sans serifs, and that 
the same situation, if to a lesser degree, 
may be found in many other European 
countries. 

Even with this evidence, however, I can 
not help but wonder just how the Univers 
and Recta series will fare. Both offer 
some improvements over Venus and News 
Gothic, but are the improvements sweep- 
ing enough to overcome buyer resistance 
from typesetters whose cases are already 


On the Merchandising Front .... 
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NEW SANS-SERIFS—Univers, a 21-member 
sans serif series designed by Frutiger for 
Deberny et Peignot, French type founders, 
and soon to be launched in the United 
States by ATF.A very similar series, Rec- 
ta, has been drawn simultaneously for It- 
aly’s Societa Nebiolo by Novarese, and 
will be released here through Amsfterdam- 
Continental. 


stocked to overflowing with News Gothic, 
Venus, Standard, and the various Gro- 
tesques? I imagine not, although perhaps 
there is a large, untapped market of 
which I am unaware. 

Regardless of this question, however, 
there would seem to be no doubt about 
the strength of fhe trend itself. The bulk of 
the new major advertising campaigns are 
leaning in this direction, and, if nothing 
else, we can anticipate myriad imitations 
of these for a good many years to come. # 


The Department Store ‘Image’ 
Among Its Resources 


By E. B. Weiss 


This is the age of the image. 

What, then, is the image of the depart- 
ment store among its resources? 

Answer: the most muddied image of any 
mass retailer! 

Now I know full 
well that we have 
some truly great de- 


partment stores; 
great in integrity, 
great in manage- 


ment, great in mer- 
chandising. And I 
know equally well 


that all resources 
do not rate halos. 
But I earnestly 


E. B. Weiss 


believe that many— 
and maybe most— 
department store resources, if asked to 
rate department stores as a type of outlet, 
would level the following charges: 

1. Decadent. 

2. Inefficient. 

3. Lacking in integrity. 

4. Grasping. 


s Now it is traditional that manufacturers 
seldom rate their distributors highly— 
wholesale or retail. It is also traditional 


that distributors seldom rate manufac- 
turers highly. And there is plenty of jus- 
tification for this attitude on both sides. 


But I doubt that there is any group of 
manufacturers, any group of wholesalers, 
any group of large retailers whose “im- 
age” comes through so cloudy as that of 
department stores in the eyes of so many 

their resources. 

And of all the complaints leveled by 


resources at department stores, their ‘“‘de- 
mands,” their “grasping” tend to be most 
prevalent. 


® Does the department store, as an outlet, 
really make more “demands” on its re- 
sources than do the various chains? Is it 
really more “grasping” than the food 
chains or the drug chains, for exampie? 

Maybe the department store, simply be- 
cause it has been around longer than 
most of its chain rivals, has become the 
traditional whipping boy of suppliers. 
Maybe the older chain rivals are still so 
young that they haven’t quite learned 
how to be equally demanding (although 
this gap is being closed); maybe the 
younger chain rivals (like some of the 
discount chains) may still tend to tread 
and speak softly in order to get wanted 
lines and brands. 

But I am not digging for the causes. 
I am not dredging up explanations. I am 
simply stating what I firmly believe to 
be fact: the image of the department store 
with its resources is not good. It’s bad! 


s If the traditional department store were 
the only department store type of outlet, 
this state of affairs would still demand 
correction. But this is no longer the case. 
If anything, we have more true depart- 
ment store units operated today by retail 
organizations that are not classified as 
department stores, than are run by de- 
partment stores themselves. And the total 
of these competing department stores is 
mounting with extraordinary rapidity. 
Until very recent years, the major com- 
petition of the traditional department 
store was the specialty store. Today, the 


BIZ QUIZ 


Lester Leber 


Compiled by Lester Leber 


WARNING! These aren't easy. Nobody is likely to know all the answers. 
But a well-informed adman should get at leqst a dozen right. You'll find 
the answers on Page 122. 


1. Of all homes with tv sets those that watch during the daytime rep- 


10. 


11. 


14. 


13. 


20. 


resent 


(A) 15% (B) 50% (Cc) 85% 


. Cost of two prime-time 20-second announcements on a leading tv 


station in each of the 15 top markets is about $20,000. Cost of the 
same schedule in all of the 75 top markets is about 


(A) $40,000 (B) $60,000 (C) $80,000 


. Is it permissible to mention a guarantee during a 10-second tv com- 


mercial without giving its terms and conditions? 
(A) Yes (B) No 


. Magazine running most advertising pages per issue is 


(A) Life (B) Reader's Digest (C) McCall's 
. Among magazines the most populous grouping is 

(A) Weeklies (B) Monthlies (C) Annuals 
. Architectural Forum is published by 

(A) Curtis (B) Fairchild (C) Time 


. This fall Camel cigarets are running ads in every daily and weekly 


newspaper in the U. S. The total number of newspapers being used 
is about 
(A) 5,000 


(B) 10,000 (C) 25,000 ~ 


. When editors of daily papers were asked how they prefer to receive 


local-interest releases, they gave the most votes to 
(A) Directly from company headquarters 

(B) From local office or representative 

(C) Makes no difference 


. Largest advertiser headquartered in the West is 


(A) Carnation (B) Max Factor (C) Kaiser 


Based on amounts of advertising agency billings, New York and 
then Chicago are America's top ad centers. Next comes 

(A) Detroit (B) Los Angeles (C) Philadelphia 
Among food products the most-advertised category is 

(A) Meat, fish and poultry 


(B) Baked goods and baking supplies 
(C) Dairy products 


. For those who win prizes in consumer contests, average number of 


entries is 


(A) 3 (B) 7 (c) 12 


. Most-wanted category of executives sought by large corporations is 


(A) Sales (B) Advertising (C) Engineering 


Field costs for salesmen of industrial products work out to a per- 
call average of 

(A) $5 (B) $20 (Cc) $35 

Of America's 60,000,000 taxpayers, the group that earns the larg- 
est total is 

(A) Lower - incomes under $4,000 

(B) Middle - incomes from $4,000 to $10,000 

(C) Upper - incomes above $10,000 


. More than 10,000,000 Americans work in industries connected with 
motor transportation. Biggest employer is 
(A) Trucking (B) Sales & service (C) Auto plants 


. Suburban families now buy about 95% of their food and liquor in 


suburban stores. The merchandise that they are most likely to buy 
in their central city is 
(A) Men's apparel 


(B) Women's apparel (C) Appliances 


. For every $100 spent by the white housewife on apparel for herself 


and her daughters a Negro housewife in the same economic bracket 
spends 
(A) $55 


(B) $100 (C) $145 


. World's largest dispenser of food for on-premises consumption is 


(A) Howard Johnson (B) Woolworth (C) Hilton 


Fastest-growing source of business for Sears and Ward's is 


(A) Retail stores (B) Mail orders (C) Telephone orders 


major competition of the traditional de- 
partment store is both the specialty store 
and the giant one-stop store units that its 


chain rivals are opening every day. 


Advertising Age, November 21, 1960 


My observation has been that many 
long-standing resources have noted the 
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IN THE NATION 
IN AD REVENUE GAINS 


and for the last 2 months 
of 1960, Look’s ad revenue 
shows increases of more than 20'/ 
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38 Ta%on 
emergence of this new competitor of the 
department store with considerable relish. 
With justification or not, they have con- 
cluded that here is an opportunity to pay 
off some old debts—and some debts not 
quite so old. 


= Moreover, these newer types of depart- 
ment stores may not exactly be coming 
to the supplier hat in hand; but, at least 
for the time being, they have been not 
quite so demanding, especially when they 
seek out lines and brands that have been 
wedded for years to the traditional de- 
partment stores. To these suppliers, this 


Agencies Ask Us... 


buying attitude is rather pleasant—a re- 
freshing contrast. Nothing strange or odd 
about that. 

It strikes me that the management of 
many department stores might do well to 
obtain a true rendition of their “image” 
with their resources. And then, having 
hung that vendor relation picture on the 
wall of their executive offices, perhaps it 
would be in order to take at least some 
steps to change the scowling image into 
something more akin to a smile. 


= Over a decade ago, several department 
stores appointed a director of resource 
relations. Whether this was ever more 
than a gesture I’m not certain, but cer- 
tainly it was at least an acknowledge- 
ment of the existence of an undesirable 
state of affairs and an acknowledgement 
of the need for correction. 

That was before the department store 
lost its position as the kingpin of retailing, 
although it came about when the down- 
grading of the department store as the 
exclusive in the world of multi-depart- 
ment ‘operation had already proceeded 
apace. Yet even then there was the im- 
plicit admission that a major resource is 
a major asset, even to a department store. 

Today, the asset value of desirable re- 
sources to the traditional department 
store is vastly greater than it was even a 
decade ago. Its new competition under- 
scores this fact. But, with the exceptions 
that must always be noted, if department 
stores are in any way aware of this fun- 
damental, then they have been conspicu- 
ously unsuccessful in persuading their re- 
sources that they have really changed 
their spots. 

Of course, the basic question is: Have 
they changed their spots? 

My conclusion: With only a few excep- 
tions—NO! # 


Are We Washing Our Hands 
of National Danger? 


By Kenneth Groesbeck 
Advertising Agency Consultant 


More and more agency people seem to 
be wondering, these days, about what part 
they should take, if any, in the attempt to 
influence public opinion on matters of na- 
tional import. Like all of us, they tend to 
duck the responsi- 
bility. Yet we all ad- 
mit that these are 
parlous times for 
our nation and the 
world. If any busi- 
ness group should 
make itself heard, is 
there any with a 
greater obligation 
than ours? 

We advertising 
men and women are 
supposed to under- 
stand people, and we are employed by 
industry to utilize that understanding to 
influence the thinking of others. Have we 
any right to evade this responsibility? 
Shall we not further lose prestige and 
standing if we restrict our advice to mat- 
ters we are paid to advance, and keep our 
mouths so persistently closed on matters 
which affect the welfare of our people? 

Perhaps it may clarify the matter a bit 
if we try to indicate the danger areas, 
describe what currently is being said 
about them and by whom, state as fairly 
as we can what is being accomplished, 
and attribute either success or failure to 
the proper causes. 


Kenneth Groesbeck 


s First, the great danger area is evident- 
ly the so-called “cold war,” in which 


Communism, by totally unscrupulous but 
highly effective devices, is steadily com- 
ing to control not only world territory but 
also world opinion. 

Second, much is being said about the 
situation, but mostly by individuals who 
lack the impact and authority of govern- 
ment leadership. 

Third, entirely too little is being accom- 
plished in the guidance of public opinion. 

Fourth, the failure is understandable: 
We need to understand it and do some- 
thing about it. 


= Don’t say they’re not trying to tell us. 
In United States News & World Report, 
July 4, 1960, Dr. Charles Malik, former 
president of the United Nations General 
Assembly, asks, “Is it too late to win 
against Communism?” His answer is 
“ves,” unless we change our entire ap- 
proach. Presently, we are losing the cold 
war. This publication is sufficiently au- 
thoritative to have been quoted by Presi- 
dent Eisenhower in his television inter- 
view (one of his finest performances) 
with Washington women. 


s Reader’s Digest not only quoted Dr. 
Malik’s piece for its well deserved mil- 
lions of readers, but in its November, 
1960, issue published “America, Wake 
Up!” by Gen. Carlos P. Romulo, in 
which the wise Philippine ambassador to 
the United States lays it on the line for 
us in words of one syllable. “The unfor- 
tur ute truth is,” he writes, “that the free 
werld leaders are dealing with a sinister 
global conspiracy by international gang- 
sters as if it were an old-style dispute 


Advertising Age, November 21, 1960 
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Core of the Matter 


This advertisement has a realistic, materialistic story to tell—we assume. 
The copy says that U. S. Koylon is “made with thousands of small cores on 
BOTH sides. Not just a skimpy few on one side, like some mattresses. The re- 
sult is a specially sensitive, solid foam that conforms like water to every curve, 
yet firmly supports the entire body.” 


THE GOOD WIFE insists on the 
best sleep for her better half, with 


U.S. KOYLON FOAM 


THE WORLO'S MOST MODERN MATTRESS 


Compared with foam, the usual mattress feels like assorted hardware. 
And U.S. Koylon is more than just foam. It's the finest foam... made 
with thousands of small cores on BoTH sides. NOT just a skimpy few on 
one side, like some mattresses. The result is a specially sensitive, solid 
foam that conforms like water to every curve, yet firmly supports the 
entire body. And remember! Only a mattress like Koylon with its thou- 
sands of cores can be so airy, insuring cleaner, cooler, fresher sleep, {ar 
better wear. Koylon is also odorless, non-allergenic; reversible, of 
course. Se be fussy about the foam you buy. Much on the market is more 
fluff than foam. Be sure to say U.S. Koylon, the Platinum Label in foam. 
‘Twin-size U.S. Koylon mattress and matching boxspring, only 129.50 


US) United States Rubber 


Rochetetier Center, New York 20, New York 


Good writing here. Graphic in its description—you can feel it. But what is a 
core? And how many cores should a cubic inch of foam rubber have? What’s 
the difference in actual.core count between U.S. Koylon and “ordinary” foam 
rubber? 

This is a serious matter. Americans are a people brought up on facts. How 
would Consumer Reports tell this story? Or Reader’s Digest? Would they try 
to disguise it by showing a female with a halo? And what, exactly, does “The 
good wife insists on the best sleep for her better half” really mean to a fem- 
inine reader? How many wives do not feel they are keeping the best possible 
house they can for their spouses—under the circumstances? Wouldn’t it be 
better selling to acquaint them with the tangible superiority of U. S. Koylon 
(if it has a tangible superiority) over other foam rubbers—against the day 
when a number of little women may be in the market for a new mattress 
(which isn’t exactly an impulse item). + 


between civilized nations which respect 
the diplomatic niceties and the sanctity 
of treaties.” 

These are only two examples of warn- 
ings from wise and experienced men 
which are currently being given us in 
print and over the air. Just how much 
impression, however, is being made on 
our people? Just how completely have we 


come to believe that the Russians are 
not to be trusted, that they respect noth- 
ing but strength and force, that we must 
immediately stop being polite and start 
getting tough? 

If our people had truly been alarmed 
about these dangers, they would certainly 
have been the principal subject of the so- 
called debates in which some 70,000,000 of 
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INCE UPON A TIME 
THERE WERE SOME LITTLE MICE 
WHO ALMOST DIED OF LEUKEMIA... 


But not this time! Thanks to management men in 
the Chemical Process Industries—and the research 
they direct—a new serum now protects mice against 
deadly leukemia. Next step, human beings. Thus, 
another inch forward in the inexorable war against 


cancer .. . and the world of wonder drugs widens. 


CPI-Management is putting more millions into 
Research and Development . .. more than any other 
field, and a far greater share of its sales dollar. This 
is the beginning of a chain to new profits that links 
“managers” at all operating levels . . . from re- 
search to plant building to production, engineering, 


purchasing, marketing — right up to top adminis- 


tration. Not by coincidence, but by deliberate de- 


sign, this parallels the concept and content of 
CHEMICAL WEEK. 


Of all CPI publications, only CHEMICAL WEEK is 
obligated to think like management, act like man- 
agement, justify itself with a content pointed to 
“net profits” 52 weeks a year. It takes 33 full-time 
editors, a network of correspondents and the full 
facilities of McGraw-Hill National and World 
News to do this. That’s why CHEMICAL WEEK has 
earned the label, “Industry Spokesman for CPI- 
Management’. . . your one best medium to sell the 
Chemical Process Industries! 


Chemical Week 


A McGraw-Hill Businesspaper (ABC-ABP) 
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us listened to those two able young men 
discussing our national problems. 


® Instead of such vague concepts as “na- 
tional prestige,’ we would have been 
hearing “national danger,” and what to 
do about it. Who cares about “prestige?” 
What we should be worrying about is 
survival. 

Politicians understandably talk about 
matters which affect votes. They do not 
get into such deep waters as national 
danger unless they have to. And they only 
have to if the people are really scared, 
really emotionally stirred. So the failure 
of our leaders to talk turkey on these vital 
issues is due to national inertia, which in 
turn is caused by two autos in every ga- 


The Peeled Eye Department... 


rage and plenty to eat. Presently, we may 
well be too fat to be frightened. 

I think that all advertising people can 
do in this emergency is to agitate for a 
realistic publicity campaign to scare hell 
out of our people. If enough advertising 
men and women: agreed on the danger, 
perhaps a concerted effort through the 
Advertising Council, for example, could 
light a fire under our national leaders and 
blast us out of our well-fed indifference. 

What if every national advertisement 
carried the line “Don’t trust the Rus- 
sians!”” Would anything happen? 

“Delenda est Carthago” shouted often 
enough in the Roman Senate, got results, 
didn’t it? 

What do you think? + 


For Little Mothers with Little Mistakes 


By Dick Neff 
The Playful Make-up Man 


It was extremely thoughtful, indeed, of 
E. J. Korvette to advertise a maternity 
dress sale on the same day that the Phila- 
delphia Evening Bulletin ran an. article 
headlined: “Florence Crittenton Home 
Cares for Unwed 
Mothers.” (See il- 
lustration.) And it 
was extremely 
thoughtful of Daniel 
B. Moskowitz of 
Business Week to 
send it to us. 


Ad-ecdote Dept. 

“So you want an 
ad-ecdote,” writes 
Norman Gort, direc- 
tor of publicity, 
Glassine & Greaseproof Manufacturers 
Assn., New York. “This happened about 
10 years ago when Al Tennyson (now 
K&E, I believe) and I were at Newell- 
Emmett. Al phoned Celebrity Service for 
some information. 

“The gal answering Celebrity’s phone 
did not recognize Al’s name as a subscrib- 
er or as a member of Newell-Emmett (Al 
had just joined the agency). She suggested 
that Al hang up and she would phone him 
to be sure he was at N-E. Al did and when 
she rang back and announced she was 
Celebrity Service, Al said that he couldn’t 
talk to her unless he was sure she was 
Celebrity Service. He suggested that she 
hang up and he would call her back. He 
hung up and someone else had to phone 
for the information.” 


Dick Neff 


$70,000 Copywriters, Attention! 

If you’re thinking of switching jobs and 
don’t mind changing for just a teeny little 
increase in salary, perhaps this want ad 
from the New York Times will be of in- 
terest: 

ADV. COPY — TO $85,000 
Agricultural or Animal Health 
Hadle Agcy., 20 East 53 St. 

James C. Ottinger, director of advertis- 
ing for Wassell Organization Inc., West- 
port, Conn., spotted this typo. 

For no good reason at all, it reminds us 
of the one about the eager vaudeville ar- 
tist trying to get on a big tv special. 

“What's your act?” asked the man be- 
hind the nickel cigar 

“I can juggle 75 bowling balls and 15 
rabbits while all the time balancing my- 
self on my nose...” said the performer. 

“We got a juggler,” was the reply. “Got 
anything different?” 

“But you see, I do this while beating my 
bongo drums and playing the accordian,” 
said the performer. 

“So what other acts you got?” 

“But I haven’t finished!” said the vau- 
devillian. “Through my teeth the whole 
time I’m whistling ‘I’m Forever Blowing 
backwards while I’m 


Bubbles’ 


blowing 
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sow yarde'sck of mote feet. cennmy Ad) Page 
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fy Feet. A vedey beaks a page 


vesder, Your Poot af page pete aren 4% & 
Oran the acre ad im the tiner bag weekly. An! 
aif» niftion mame times bey the ALA mencen 


real bubbles!” 
“You’re wasting my 
bored reply. “Got anything else to say?” 


time,” 


“Yeah, just one thing more,” 
performer. “I’m a dog!” 


Have a Li'] Stromberry Blonde, Y'All? 
.the Atlanta Constitution 
until I read 
writes Robert Barner of D’Ar- 
cy’s Atlanta office. His enclosure: A food 


“I thought .. 
was getting a little risqué... 
further,” 


page item with this headline... 


was the 


said the 


Greek Tarts Make Party Fun for the 
Hostess, Too 


It's What's up Front 
That Doesn’t Count 

Unless Charles Ravenel and his play- 
mates have wrought a greater miracle on 
the Charles than the opening of the Red 
Sea, there’s something awfully fishy about 


Learning from the Retail Ads... 


Advertising Age, November 21, 


1960 


the Saturday Evening Post ad you see 
here. 

“Down in front—Down in front—Down. 
in front,” reads the big type in back of the 
exhibitionist with the phony Harvard pen- 
nant. 

Absurd. At a Harvard game nobody 
would be standing up. In fact, they 
wouldn’t even be watching the game. + 


The Sticky Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


We have said here more than once that 
advertising is “communication” or it is 
nothing. The creator of an ad might well 
imagine his rightful typical prospect seat- 
ed before him, with two great questions 
emblazoned on his (her) forehead: “Are 
you talking to me? What are you trying 
to say to me?” 

This little idea, if applied to all ads as 
they are created, would keep many cur- 
rent weak ads from ever running. It is es- 
pecially true that art and headline should 
be selective when a store is attempting to 
select some special audience out of the 
newspaper’s total circulation. 


= The ad at top appeared in a great fat 
metropolitan newspaper. Business men do 
not scan the ads as carefully as most wom- 
en do. You need to “stretch”—to work— 
to get them. This ad on four columns ad- 
dressed to business men might better have 
told its story more forthrightly. 

Its headline, among other weaknesses, is 
ambiguous. Is the word “shop” a noun or 
a verb in the second line? See how many 
words you must read to get a complete 
thought, easily understood? 


BUSINESS A\E 
with aching (Gr 


. ( 
teed ok 


2. CHRISTMAS GFT SELECTOR. 
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This rough layout is a suggestion to 
point up the matter of communication. 
Try reading the revision for the bones of 
the story. + 


BIZ QUIZ 


. (C) Recent study by Television Bureau 
shows that 85.9% of all tv homes view day- 
time tv and that every weekday delivers 
19% of audience during the average min- 
ute between 6 a.m. and 6 p.m. 


2. (A) Weekly cost for a pair of 20-second 
spots in each of the 75 top tv markets is 
$43,130. 


3. (B) FTC warns that insufficient time in a 
commercial is no excuse for inadequate 
explanation of a guarantee. 


— 


. (C) For first 8 months of year, McCall's 
averaged 83 pages per issue, Life, 74; Di- 
gest, 70. 


“ 


. (B) SRDS lists 64 weeklies, 59 annuals and 
343 monthlies. 


z 


. (C) Time Inc. publishes Forum along with 
Time, Life, Fortune and Sports Illustrated. 


7. (B) Camel ads are appearing in 8,000 week- 


lies, 1,200 dailies and 200 Sunday newspa- 
pers. 

8. (C) Luce Bureau reports that 81% of edi- 
tors say it makes no difference where a 
release comes from as long as it is localized 
for their own city 

9. (A) Carnation leads in the West with a 


$10,000,000 budget. It is followed by Ralston, 
Clorox, Kaiser and Factor. 


= 
= 


. (A) In 1958 Detroit's agencies billed $334,- 
000,000, Los Angeles-Long Beach $220,000,- 
000 and Philadelphia $100,000,000. 


. (B) Although “meat, fish and poultry” rep- 
resents triple the dollar volume of “baked 
goods and baking supplies” it spends one- 
fourth as much on measured advertising. 


Answers to the questions on Page 118. 


2. (C) Survey of entrants in four recent con- 
tests showed that half of them submitted 
more than one entry and that winners av- 
eraged 12%. 


13. (A) According to a survey by Executive 
Manpower Corp., big companies are looking 
for executive personnel in this order: (1) 
Sales (2) Production (3) General manage- 
ment (4) Engineering (5) Marketing/Adver- 
tising. 


14. (B) J. Walter Thompson's research shows 
that salesmen for industrial products can 
afford to devote only 45 minutes a year to 
an account and that it costs $20 to make an 
average visit in the field. 


15. (B) In 1957 the middle group earned $156 
billion while the lower and upper brackets 
were each around the $60 billion mark 


16. (A) Trucking industry employs 6,564,424 
while 2,023,219 are in sales and service and 
789,827 work for the car-makers. 


17. (A) The suburban male purchases about 
40% of his wardrobe in the big city while 
his wife goes to town for only 25% of 
hers. They leave the suburbs for 30% of 
appliance shopping. 


18. (C) Surveys show that Negro women spend 
from 12% to 85% more for their apparel 
than do white women in the same income 
classification. 


19. (B) F. W. Woolworth Co. serves food in 
1,700 outlets, making it second only to the 
U. S. Armed Forces as a dispenser of pre- 
pared edibles. 


20. (C) Sears, Roebuck reports that telephone 
business has increased 50% in the last five 
years. Montgomery Ward says it has dou- 
bled in the last decade 
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Here are some of the newspapers and sup- 
plements who saw the value of Advertising 
Age's readership and leadership for their 
promotion efforts during the first 8 months 


of 1960, 


Bay City Times 

Bloomington Pantagraph 
Booth Michigan Newspapers 
Boston Globe 

Boston Herald, Traveler 
Buffalo Courier-Express 
Buffalo News 

Burlington Free Press 
— (W.V.) Gazette, 


Chicago Dally News 
Chicage Defender 
Chicago’s American 
Chicago Sun-Times 
Chicago Tribune 
Cincinnati Enquirer 
— Post & Times 


Cleveland Plain Dealer 
Columbus Dispatch, Citizen- 
Journal 


Copley Greater Los Angeles 
Group 


Copley Northern 

Iilinols Group 
Corpus Christi Caller, Times 
Dallas News 


Eau Claire Leader, Telegram 
El Paso Kerald-Post, Times 
Eugene Register-Guard 
Fargo Forum 
Flint Journal 
Fort Lauderdale News 
Fort Wayne Journal, 

News, Sentinel 
Fort Worth Star-Telegram 
Gary Post-Tribune 
Georgia Group 
Grand Rapids Press 
Green Bay Press-Gazette 
Greensboro News Record 
Houston Chronicle 
Houston Post 
Indianapolis Star & News 


Kansas City Star 

Knoxville News-Sentinel 
Long Beach Press-Telegram 
Los Angeles Herald-Express 
Les Angeles Mirror 


Quincy Herald-Whig 
Roanoke Times, Werld-News 
Rochester Post-Bulletin 


emple Telegram 
Tolede Blade & Times 
Trenton Times-Advertiser 
Tucson Star, Citizen 
Tulsa Tribune, World 
Wall St. Journal 
Washington Post 
Washiagton Star 


Locally Edited Gravure 
Metropolitan Sunday 
Metro Sun Comics 
Parade 

Puck-The Comic Weekly 


1 Year (52 issues) $3 


PAPER LINAGE 


AA CARRIED 63.51% 
MORE LINES OF NEWS- 


PAPER PROMOTION THAN 


ALL OTHER BOOKS IN 


THE FIELD COMBINED* 


1 ADVERTISING AGE 762,034 LINES» 
1! PRINTERS’ INK 114,800 LINES 11] 


12 SALES MANAGEMENT 107,478 LINES 12 


13 MEDIA /SCOPE 73,724 LINES 13 


14 * January-August 1960 14 


IT’S NOT HARD TO SEE WHY AD AGE IS FIRST IN THE 
PROMOTION PLANS OF THE PUBLISHER, AD MANAGER 
OR AGENCY WHO HAS NEWSPAPER SPACE TO SELL. 
FOR AD AGE IS FIRST IN PAID CIRCULATION (49,928) AND FIRST IN 
OVER 65 READER-PREFERENCE SURVEYS. YOU, TOO, CAN SPARK YOUR 
.PUBLICATION PROMOTION PROGRAM BY EXPOSURE IN AD AGE. 


API-Statistical Tabulating Co be 
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At U. C. FOOTBALL Games |L‘Aiglon Ads Stress 
-..or ANYWHERE Brand, Not Dress 


New York, Nov. 15—‘*Most, if 
not all, dress advertising is too 
|concerned with the item, not 
| enough concerned with the brand.” 

That’s the opinion of L’Aiglon 
| Apparel and its agency, Douglas 
iD. Simon Advertising. As Mr. 
|Simon explains: “Item dress ad- 
vertising is fine when the manu- 
facturer has the good fortune to 
pick out the right item. More often 
than not, however, from the hun- 
dred or so dresses in his collection 
he chooses the handful that the 
public would as soon do without. 
And no matter how beautiful the 
ad, no matter how dramatic, if 


doesn’t respond. 


= “To insure against the conse- 

quences of picking poor sellers, we 
|have devised a dress campaign 
which develops brand acceptance. 
| While each ad carries a dress, the 
emphasis is on the L’Aiglon name 
rather than on the _ particular 
| fashion.” 

The campaign consists of a series 
|of page ads running on the back 
| pages of the New York Times, both 
U. S. and international editions. 


| 

|@ For example, in one ad, the 
|model is shown as the picture in- 
side a man’s pocket watch. The 


Of all the folks you see 
from ABC Cincinnati... 


| THE NAME’S THE THING—L’Aiglon Ap- 
parel is running ads like these, 
putting the emphasis on the L’Aig- 
lon brand, rather than the particu- 
lar dress pictured in the ad. 


copy starts out: “Lucky man, his 
wife wears L’Aiglon.” 

Another ad shows the model as 
the picture in a passport, which is 
rubber-stamped: “Fashion needs 
no passport.” The copy begins: 
“Good fashion wears no flag. Wher- 
ever it goes, it has diplomatic im- 
munity. Its language is universal; 
women of taste understand it 
everywhere. That’s why L’Aiglon 
dresses ‘belong wherever they’re 
ting 

Although Mr. Simon pointed out 


impact of these ads he said that 
“dealer response as evidenced by 


dicated by actual dress purchases 


*B. L. Schapker Market Research —has been more than gratifying.” 


Two Vice-Chairmen Named 


Two 


Total ABC circulation, the largest 
daily in Cincinnati history... 


Mrs. Smith is cool to the item, she | 


that it is difficult to measure the | 


phone calls and correspondence— 
as well as consumer response, in- 


vice-chairmen for Brand 


eee ne 
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sf 
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Advertising Age, November 21, 1960 


Information for Advertisers 


“Food Store Sales of Greater 
Cleveland (Cuyahoga County),” an 
interim report dated August, 1960, 
giving sales volume and market 
shares, Oct., 1959-July, 1960, has 
been published by the Cleveland 
Plain Dealer. The report covers 
consumer sales volume, consumer 
sales shares, distribution, average 
sales per month per store handling, 
average inventory per store han- 
dling and combination sales. Addi- 
tional information may be obtained 
from the Cleveland Plain Dealer. 


|e Food, furniture, tobacco, dur- 
NEW POSTER—This is the official| ables, sports, clothing and automo- 
poster for the 1961 Library Week, tive product areas are covered in a 
April 16-22. It is the fourth in an| brand preference study, “Top Ten 
annual series created by J. Walter ee a 4 pm 
rH) ee Press. Results o e 
hits ceeamelabae study in general, as well as individ- 
ual brand profiles showing brand 
penetration in terms of user occu- 
Districts Name Officers pation, income we 9g a sl 
, able from the Detroit Free Press, 
Gratin. ae —_ Peng ab 321 W. Lafayette Blvd., Detroit 31. 
governor of the Advertising Fed- | > : 
eration of America, third district. ¢ “House Beautiful Magazine Sur- 
Other officers are Edward Acree, | vey on Entertaining in the Home” 
Cargill, Wilson & Acree, lt. gov.; | has been published by House Beau- 
Joseph P. Fountain Jr., Belk’s| tiful. The survey contains sections 
Buying Service, treasurer; Walter jon liqueurs, wines and champagnes. 
Johnson, American Red Cross, sec- 


AFA Third and Seventh 


Copies may be obtained from the 
Research Department, House Beau- 
tiful, 572 Madison Ave., New York 
22. 


e The first annual edition of the 
Home Goods Data Book & Buyers 
Guide will be published in July, 
1961, by Electrical Merchandising 
Week. The data book, which will 
absorb sections of National House- 
wares Directory, was purchased 
last year from the Associated Pot & 
Kettle Clubs of America. It will 
contain two sections. The first, on 
retail operations, will provide sales 
guides, trends and statistics on ma- 
jor appliances, power lawn equip- 
ment, home entertainmert equip- 
ment, hi-fi components, electric 
housewares, housewares, floor con- 
ditioning equipment and diversifi- 
cation items. The second section 
will contain directories of major 
appliances and power lawn equip- 
ment, home entertainment, electric 
housewares and floor conditioning 
equipment, non-electric house- 
wares and master lists of brand 
names and manufacturers. Addi- 
tional information may be obtained 
from Electrical Merchandising 
Week, 330 W. 42nd St., New York 
36. # 


|retary; J. Frank Jarman, WDNC, 
North Carolina state governor; 
Robert Phillips Jr., Columbia Out- 
door Advertising, South Carolina 
state governor; and William B. 
Houck, Houck & Co., Virginia state 
| governor. 

In the seventh (Deep South) 
district, Otis H. Segler, WDEF- 
TV, Chattanooga, was elected gov- 
ernor. Other officers are Wilbur 
Kurtz Jr., lst lt. gov.; Tom Bun- 
| tin, Buntin & Associates, 2nd It. 
gov.; C. Andy Rogers, Fitzgerald 
Advertising, 3rd lt. gov.; Jack 
Casey, Alvin H. Meyer Advertis- 
jing, treasurer; and Bob Walton, 
WRBL-TYV, secretary. 


is amplified by 
the South's 
traditional 
warm 
hospitality.” 


ott 


Bates Fabrics in Drive 


Bates Fabrics Inc., New York, 
which has appointed Publicity 
Consultants Inc. to handle its 
publicity, is running ads in Daily 
News Record, Department Store 
Economist and Merchants Trade 
Journal in October and November. 
This will be followed with partici- 
pations in NBC-TV’s “Today” with 
Dave Garroway, starting in Janu- 
ary to coincide with the January 
white sales. The advertising was, 
placed through Grey Advertising | 


Agency. 

Murphy to Technical | 
Edward R. Murphy, former| 

Newsweek sales representative, has 

been named Pittsburgh district) 

manager of Plant Engineering. | 


Miss America, 1959 


MARY ANN | 
MOBLEY 


Brandon, Mississippi 


“The Jackson TV market area's 
economic potential 


Serving the Jackson, Mississippi, Television Market 


H for Fresh 


PROFITS 


$2, —_— 


IN EVERY 
GROWING AREA 


273,148 


The Newspaper that 
Spends the Evening 
with Almost 
1,000,000 Readers 


ROBERT K. CHANDLER 
Manager ,General Advertising Department 
* 

Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


Names Week-1961 have been 
named. They are Robert C. Shrop- 
shire, vp-marketing, Nestle Co., 
placed in charge of national pro- 
motion of the week, and Robert T. 
Garrison, vp, Cluett, Peabody & | 
Co., vice-chairman of the national | 
meeting section. } 


Rosenthal Adds Account 

Fairbanks Pharmacal Corp., Chi- | 
cago, has appointed Albert Jay | 
Rosenthal & Co., Chicago, to han- | 
dle its advertising. The company | 
previously placed direct. | 


201 Delaware 


in the 7 BILLION DOLLAR 


FRESH FRUIT AND VEGETABLE INDUSTRY 


MARKET 
that BUYS BIG... 


fertilizers to film, bags to boxes. 
Let me send you rates and our latest area-coverage folder. 


The PACKER Publishing Company 


GEORGE 
GURLEY, 
PACKER 

PUBLISHER 


The Weekly Newspublication 
| of the 
- Fresh Fruit and Vegetable 


Industry D, 


Kansas City, Mo. 
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‘The only eggs better than Grade A... 
are Grade J 
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GRADE J—First of a series designed 
to reinforce the regular ads of Jew- 
el Tea Co., Chicago, this “soft-sell” 
page advertisement by Earle Lud- 
gin & Co. appeared in the Chicago 
Tribune and Chicago Daily News. 


20 Mule Team in 
Biggest Drive; 
TV Emphasized 


Los ANGELES, Nov. 18—The 20 
Mule Team products department of 
U. S. Borax & Chemical Corp. has 
launched its largest advertising 
campaign with approximately 90% 
of the media budget scheduled for 
tv. The heaviest expenditure is for 
its wholly-owned syndicated series, 
“Death Valley Days,” sponsored in 
130 markets. Now in its 3lst year 
on the air, this program, first on 
radio and now on tv, has tradition- 
ally been the backbone of the com- 
pany’s advertising. 

Another major portion of the 
budget will be for saturation spot 
tv in 70 of the 130 markets. 20 
Mule Team has been in 20 of these 
markets since earlier this year on a 
barter basis. Re-runs of “Death 
Valley Days” titled ““The Pioneers” 
are being used by stations in these 
markets in exchange for spots to 
the tune of $1,000,000 by the end of 
the current campaign. Schedules 
now starting in the remaining 50 
markets are on a straight purchase 
basis. 


# Also new is participating spon- 
sorship on five CBS-TV daytime 
shows, “Love of Life,’ “The Clear 
Horizon,” “Video Village,” “The 
Brighter Day” and “December 
Bride.” This sponsorship is on a 
52-week contract, calling for 7 or 8 
announcements each week on each 
program the first 13 weeks, then a 
participation of three spots a week 
on each program for the rest of the 
schedule. 

McCann-Erickson is the agency. + 


Hagerty May Join ABC 
to Replace Daly, Resigned 
James C. Hagerty, press sécre- 
tary to President Eisenhower, re- 
portedly will become vp in charge 
of news, special events and public 
affairs of American Broadcasting 
Co., New York, after he finishes his 
duties with the Eisenhower admin- 
istration. He is expected to join the 
network some time in January. 
Mr. Hagerty, whose appointment 
has long been rumored, will re- 
place John Daly, who resigned 
Monday (Nov. 14) over what he 


termed “fundamental policy differ- 
ences” with the ABC management. 
Mr. Daly objected when ABC hired | 


Last Minute News Flashes 


New Knomark Polishes Bow; Johnson Expands 

New York, Nov. 18—A competitive battle in the self-applicator 
plastic container shoe polish market is shaping up. Knomark Inc. hopes 
to break consumer advertising soon for its mew Touch of Magic 49¢ 
self-dispensing line of four polishes. Meanwhile, S. C. Johnson & Son 
is expanding distribution of its line of self-applicating polishes to the 
West Coast two months ahead of schedule, completing its national dis- 
tribution. Johnson is a newcomer in the shoe polish business, where 
Knomark has held a commanding position. 


FC&B Leads Pack of Three Seeking British Ford 


Lonpon, Nov. 18—Three agencies—J. Walter Thompson Co., S. H. 
Benson Ltd. and Foote, Cone & Belding—were reported today to be in 
the running for the $2,000,000-plus British Ford account, resigned last 
month by Rumble, Crowther & Nicholas (AA, Oct. 24). FC&B was said 
to be the front-runner. Ford’s bid to buy out the British minority in- 
terest, however, increased speculation that JWT, Ford agency in the 
U. S., Latin America, Germany and France, would get the British ac- 
count. 


Litton Moves from Fletcher Richards to Compton 


BEVERLY HILts, Nov. 18—Litton Industries, research and manufac- 
turing company in advanced electronics, has switched its account from 
Fletcher Richards, Calkins & Holden to Compton Advertising. The ac- 
count follows William A. Chalmers, former vp of Fletcher Richards, 
who joined Compton last month as a vp and will supervise the account 
in the Los Angeles office. 


Chrysler Drops De Soto; Other Late News 


e Chrysler Corp. will drop its De Soto line Dec. 1. The 1,649 De Soto 
dealers were told that customers who bought a new De Soto before 
today will be entitled to a $300 rebate if they trade it in on another 
Chrysler car before Jan. 1. De Soto was first manufactured in 1929. 
Production of 1960 models totaled 23,662 units; three months of 1961 
model production totaled 3,034 units. Chrysler may revive De Soto in 
1962 as a sports car line. N. W. Ayer & Son is agency for Plymouth- 
De Soto-Valiant (now Plymouth-Valiant) division. De Soto’s measured 
media ad expenditures in 1959 were $3,801,800. 


e Hygrade Food Products, Montreal, has named Grey Advertising Ltd. 


to handle its account, beginning Dec. 1. J. Walter Thompson Co. is the 
current agency. 


e Time Inc. has reorganized its international operations with the es- 
tablishment of a European subsidiary in Amsterdam, which will pub- 
lish Life International and the Atlantic edition of Time. The Amster- 
dam office will become Time’s largest outside the U. S. Ground also 
was broken this week in Paris for a new Time-Life eight-story build- 
ing to house most of the company’s advertising personnel in Europe. 


e U.S. business plans to spend $35.1 billion on new plant and equip- 
ment in 1961, a 3% drop from the expected 1960 figure, the fall survey 
by McGraw-Hill’s department of economics shows. McGraw-Hill econ- 
omists call this “reassuring news,” in view of the 1960 downturn in 
sales and profits, but they warn that the $35.1 billion figure should 
be taken as “an upper limit if business continues to be soft.” In other 
words, if business continues to be weak, further cutbacks in capital 
expenditures may be expected. 


e Carl Gylfe has joined Armour & Co., Chicago, as advertising man- 
ager of Armour Foods. Mr. Gylfe, who formerly was an account execu- 
tive at Tatham-Laird, Chicago, succeeds Noel C. Peltier, who resigned 
last fall (AA, Aug. 15, ’60). 


e Thomas A. McAvity, McCann-Erickson tv-radio vp and former NBC- 
TV program chief, at presstime would neither confirm nor deny reports 
that he may move into the upper tv hierarchy at J. Walter Thompson 
Co., New York. If this shift materializes, Mr. McAvity will move into 
the JWT slot vacated last October when Dan Seymour, broadcast vp, 
was given broadened responsibilities as a member of the executive 
committee. 


e A group headed by drug man Alfred Roberts has purchased Pinex 
cough remedy line brands, equipment and inventory from Revlon Inc. 
for an undisclosed sum. In addition to the new Pinex Co. Inc., Mr. Rob- 
erts—a former Block Drug and Revlon Inc. executive—heads Sofskin 
Inc., Pierce’s proprietaries, Lydia O’Leary and others. Purchased last 
year by Revlon, Pinex represents the company’s first sale of a product 
line. 


e Sidney G. Stricker Jr., advertising director of Schenley Industries, 
reportedly will leave the company in a month. Mr. Stricker, a Schenley 
veteran, declined to comment. 


e Kayser-Roth Corp., Los Angeles, soft goods giant, has purchased Cole 
of California, reportedly for between $1,500,000 and $2,000,000 cash. 
Cole will be operated as an autonomous wholly-owned subsidiary, with 
all personnel retained. C. W. Frazier Jr., formerly vp and merchandise 
manager of Catalina Inc., another Kayser-Roth swimwear subsidiary, 
will become Cole’s president as Fred N. Cole moves up to chairman. 
Doyle Dane Bernbach is the Cole agency. 


e Life, which in early 1959 reduced its newsstand price from 25¢ to 
19¢, will charge 20¢ per issue starting in 1961. 


@ Dole Valve Co., Morton Grove, IIl., has moved its advertising account 
from Marsteller, Rickard, Gebhardt & Reed to Waldie & Briggs, Chica- 
go. The account reportedly bills about $200,000. Waldie & Briggs also 
has named William R. Reder, formerly manager of Johns-Manville’s 
Dutch brand division, to its account management staff. 


e Cunningham & Walsh will withdraw from its Detroit office Jan. 1 
returning control of its Detroit accounts to Robert Powell, who merged 


his agency with C&W two years ago, and has continued as manager | 
in Detroit. Mr. Powell plans to resume his independent agency. Ac- | 


counts he will retain include Detroit Pistons basketball club, Detroit 


Auto Dealers Assn., Detroit City Ice & Fuel Co., Detroit Plymouth | 


Dealers Assn. and several individual auto agencies. 


Time Inc. as co-producer of some |e Terrell Van Ingen Jr. has resigned as vp of new business for Erwin 
of the “Close-Up” documentary se- | Wasey, Ruthrauff & Ryan to join the New York sales staff of The Sat- 


ries for Bell & Howell. 


urday Evening Post, effective Dec. 12. 


(Continued from Page 1, 
a special Shell committee and not 
‘as the result of two Scotsmen 
playing a round of golf.’ 

“Ogilvy, Benson & Mather was 
selected, I have learned, because 
of its ability to offer excellent ad- 
vertising. 

“In the process of selecting Ogil- 
vy, Benson & Mather, three other 
agencies were given serious con- 
sideration. All four were given a 
questionnaire, It contained one 
question which I wish to examine 
with you, because of its subse- 
quent importance. It concerned the 
method of remuneration. 

“The question asked: ‘What is 
your attitude toward the 15% com- 
mission? Are you willing to work 
on a fee basis?’ ee 


= “It would be a breach of confi- 
dence if I told you how each of 
the four replied, but I can tell you 
that three of four replied that 
they would be willing to work on a 
fee basis. All three are members 
of the Four A’s. 

“I have David Ogilvy’s permis- 
sion to quote exactly what his 
agency replied to our question on 
compensation. They said: 

“ ‘We believe that the commis- 
sion system is an anachronism. Its 
shortcomings are too obvious and 
too well known to need catalog- 
ing here. 

“*We would prefer to work on 
a fee basis. It seems to us that the 
client-agency relationship is most 
satisfactory when the agency’s 
emoluments are not related to the 
amount of money it can persuade 
the client to spend on advertising. 


= “‘*We would like to be in a posi- 
tion to advise you to spend more 
without anyone in Shell question- 
ing our motive. Equally we would 
like to be in a position to advise 
you to spend less—without incur- 
ring the odium of our own stock- 
holders. 

“*We would prefer not to relate 
our charges to your expenditures. 
We request a fee equal to our ac- 
tual costs as recorded by our cost 
accountant, plus a percentage of 
those costs for profit. 

“In proposing a fee instead of 
the conventional commission, we 
had no desire to reduce income 
accruing to our agency. 

“ ‘Quite the contrary. We believe 
“the laborer is worthy of his hire.” 
We want our agency to make a 
profit.’ 


@ “Shell had come to take a 
jaundiced view of the old-fash- 
ioned 15% commission system. We 
had come to regard it as down- 
right unethical—like paying a doc- 
tor 15% on the cost of drugs he 
prescribes or the hospital bills he 
makes you run up. 

“We think it unfair and un- 
realistic to expect any agency to 
be absolutely impartial when their 
vested interest lies wholly in the 
direction of increasing the client’s 
commissionable advertising. 

“We feel that we have plenty of 
support from others who think 
likewise. 

“The Frey report pointed out 
that the system is more than 40 


>| 


years old, with roots deep in the 
| past, when conditions were very 
| different. In 1958 Prof. Frey re- 
| ported that about one-half of the 
|agencies and one-half of the 
| clients disliked it. 

“Clarence Eldridge has _ said: 
‘The advertising agency is the only 
busihess in which the Cadillac and 
the Chevrolet carry the same price 
|tag—where an advertising classic 
by a Burnett, an Ogilvy, or a Whit- 
tier is paid for on the same basis as 


‘an advertisement by the veriest! 


| tyro of a copywriter.’ 


Shell, Ogilvy Sound 
Paeans Over Fee Setup 


“We picked Ogilvy, Benson & 
Mather, and we are paying them 
a fee. That fee is based entirely 
on their estimated costs. It has 
nothing to do with our billing. 
But I know that you will be in- 
terested to learn that the fee 
amounts to substantially more than 
the 15% we were paying our pre- 
vious agency. 

“The other most important de- 
cision is that we have charged 
them with the total responsibility 
for advertising all our products. 
About 25% of the legal talent in 
the Justice Department is devoted 
to the petroleum industry. I want 
to stay out of court. 

“After having agreed upon the 
face we wish to present, our only 
other requirement is that their 
copy must be truthful and legally 
acceptable. 

“We don’t intend to make any 
advertising decisions for them. I 
don’t want to see’‘an alternate cam- 
paign. We make the product. They 
advertise it. We respect their ex- 
pertise, just as we respect our 
geologists, engineers, chemists, and 
our legal counsel. Why keep a dog 
and bark yourself? 


s “This system is a little different 
than normal. It requires confidence 
on our part and real guts on theirs. 
A lot of money is riding on this 
decision. 

“We are paying them a good 
fee. It was what they asked for, 
and they explained in broad terms 
how they arrived at it. We did not 
haggle any more than you would 
haggle with Mayo Bros. over the 
cost of their retainer. We’ve coop- 
erated in staffing up their agency 
and staffing down my department. 

“Before turning this over to 
David Ogilvy, I have one observa- 
tion to make which will interest 
you. 

“Because of the two decisions 
described above, I have reduced 
my department to the point where 
it will cost approximately $500,- 
000 less annually than previ- 
ously. I don’t have a department 
of watchdogs to ride herd on 
Ogilvy, Benson & Mather. To 
me, they are not only great pro- 
fessionals, but gentlemen. My de- 
partment is made up of oil market- 
ing experts whose job it is to help 
the agency, to help our advertising 
to achieve its purpose—to sell Shell 
products.” 


Mr. Ogilvy: 

“You may be interested in hear- 
ing how we worked out this new 
system of remuneration. 

“On Aug. 18 we wrote to Shell as 
follows: 

“*You have asked us to propose 
the method and amount of our re- 
muneration. This we now do. 

“‘*We propose that our services 
be remunerated not by the media 
in which we place your advertising 
but by your company paying us a 
fee. 

“*We further propose that this 
fee be set at $X for the first year of 
our full service. This is somewhat 
more than the commissions you are 
now paying to your present agency. 

“*We have arrived at this fee by 
estimating our costs and then add- 
ing 25% of those costs for profit. 


“‘Our estimate of costs took into 
hereon direct salaries, indirect sal- 
jaries and overhead expense. Our 
profit factor of 25% compares with 
an average of about 21% for other 
 camnaten. We do not believe that it 
|overstates the relative caliber of 
our service.’ 

| 

| s “Shell accepted our proposal 
and we are jointly committed to it 
| for one year. 

“When we come to set the fee for 
(Continued on next page) 
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Shell, Ogilvy Fee Setup 


the second year, we shall be guided 
by our experience in the first year. 
But there will be no ‘retroactive 
bellyaching.’ If our costs during the 
first year exceed our estimate, we 
shall not ask Shell to fork out the 
difference. 

“And if our costs turn out to be 
less than our estimate, we shall not 
return the difference to Shell. 

“The Shell people have decided 
that they don’t want to audit our 
time sheets, because that would in- 
volve them in our internal affairs. 

“I can well imagine that some of 
our other clients would feel bound 
to audit our costs. That would be 
okay with us. Maybe a little inspec- 
tion would jack up our efficiency. 


= “I have no doubt that in due 
course other agencies will volun- 
teer to handle the Shell account for 
a lower fee. It will be for Shell to 
decide whether they want to buy 
their agency service in the bargain 
basement. 

“Personally, I am not afraid of a 
price war. On the contrary, I be- 
lieve that a period of competitive 
pricing would strengthen the good 
agencies and put the poor ones out 
of business. If that happens, the 
whole standard of agency perform- 
ance will be raised. 

“Like Clarence Eldridge, I hold 
that good agencies should be paid 
at a higher rate than bad ones. 

“T also believe that it would be 
easier to manage our agency effi- 
ciently when we can estimate more 
reliably what our income is going 
to be in any one year. 


s “In recent years agency income 
has been far too erratic, and prof- 
its have become dangerously low. 

“Let me give you three examples 
of the problems created for us by 
the old commission system: 

“1. We helped one of our clients 
launch a new product. It was so 
successful in test markets that the 
client had to build a new factory. 
In order to pay for that factory, the 
client canceled all advertising for 
eight months. As a result, we lost 
$80,000 on the account that year. 

“2. We advised another client to 
change the marketing mix on his 
product—putting 80% into deals, 
which are not commissionable, and 
only 20% into commissionable ad- 
vertising. Sales went up, but our 
agency suffered a severe loss. 

“3. One of our clients spends 
more than $4,000,000 a year on ad- 
vertising, but he needs—and gets— 
more service than we can provide 


Did They or Didn't They? 

(Accept Shell's Fee Idea) 
New York, Nov. 17—In a talk 
at the Assn. of National Advertis- 
ers meeting, Cyril F. Martineau, 


for 15%. As a result, part of our 
service to him is paid for by cer- 
tain of our other clients, whose ac- 
counts are profitable. This is un- 
fair, and it troubles my conscience. 
But it goes on, year after year, in 
almost every agency, and will con- 
tinue as long as agencies are locked 
into the rigid 15% system, regard- 
less of the varying cost of the serv- 
ices required by different clients. 


s “For several years people have 
been saying that the commission 
system was obsolete. But they al- 
ways go on to say that it is impos- 
sible to find a better one. Have they 
ever tried? 

“Now we are trying to find a 


Frey Favored Fixed Fee 


New York, Nov. 16—It was three 
years ago that the famous Frey re- 
port was presented to the Assn. of 
National Advertisers in Atlantic 
City. 

The report said there was “sig- 
nificant dissatisfaction” with the 
orthodox 15% commission system 
among advertisers and media. 
About 41% of these executives said 
they preferred the 15% setup; al- 
most 68% of the agency men said 
they preferred it. About 33% of the 
admen—from advertisers, media 
and agencies—thought a system in- 
volving net rates, no commission, 
and fees fixed by negotiation be- 
tween agency and client would be 
an improvement on the traditional 
15% arrangement. + 


better system. I think it is going to 
be better. For example: 

“We can now give truly impar- 
tial advice on the allocation of mar- 
keting expenditures between ad- 
vertising and deals. We have tried 
to do this in the past, but I’m not 
sure that our self interest has al- 
ways been under control at the 
subconscious level. I know people 
who still cling to the view that 
agencies ought to show a bias in 
favor of commissionable advertis- 
ing. They take the position that the 
agency should not be expected to 
cast the same cold, fishy, objective 
look on advertising expenditures as 
does the client’s advertising de- 
partment. I dissent from this posi- 
tion. 

“Under the terms of our agree- 
ment with Shell we can advise our 
clients to increase their advertising 
expenditure—without incurring a 
flicker of suspicion. We can also 
advise them to reduce their ex- 
penditure without incurring the 
odium of our stockholders. We can 
also welcome new product assign- 
ments—instead of dreading them, 
with their long and expensive peri- 
ods in test markets. 

“T realize, of course, that the ar- 
rangement we have worked out 
with Shell will not commend itself 
to everybody. I can only say this: 


sales promotion and advertising 
manager of Shell Oil Co., said that 
of four agencies under considera- 
tion for his account, three replied 
they would be willing to work on 
a fee basis. 

A check of the finalists—exclud- 
ing the winner, Ogilvy, Benson & 
Mather—by ADVERTISING AGE elic- 
ited these replies from the losers: 

J. Walter Thompson Co.—‘We 
would not accept a fee basis.” 

Benton & Bowles—‘We were 
asked if we’d be willing to work a 
year on a 15% commission and 
after that if we’d be willing to 
discuss a fee basis. We said we 
would, if our return gave us the 
same income as the commission 
system. We didn’t hear from Shell 
after that.” 

Kenyon & Eckhardt told Shell 
it was “willing to investigate and 
consider any method of compensa- 
tion” but K&E “did not commit it- 


self to accept any such proposal.” 
K&E, agency on Shell’s institu- 
tional advertising, “is now working 


on the 15% 
this area. 


commission basis” in 


we believe with all our hearts that 
it will benefit not only our client 
and our agency, but the whole ad- 
vertising business. 

“So far as we are concerned, we 
are ready to make the changeover 
with all our 20 clients—either to- 
day, or a year from today, when we 
| Shall have identified any bugs there 
| may be in‘our Shell arrangement, 
jones ironed them out. 
| “You may be interested to hear 
| what effect the news of this devel- 
|opment has had on the staff of 
Ogilvy, Benson & Mather. All of us, 

| from Esty Stowell and myself down 
| to the newest trainee, feel a sense 
of pride. We believe that we have 
taken a giant step forward toward 
that professional status to which 
we all aspire.” 


s After the presentation, Mr. Mar- 
tineau told ADVERTISING AGE that 
the projected cut of $500,000 would 
be more than 50% of department 
cost. Shell had had 25 ad managers 


Agency Men Air 
Mixed Reactions 
to Fee Plan 


NEw York, Nov. 18—Along Mad- 
ison Ave. this week reactions to the 
Shell-Ogilvy, Benson & Mather fee 
arrangement were a little less than 
enthusiastic. 

Most respondents to an ADVER- 
TISING AGE query appeared to feel 
that whatever merit the arrange- 
ment might have for the principals 
involved, it isn’t the kind of solu- 
tion that could be applied to the 
agency business as a whole. 

Here are some specific reactions: 


= Rudolph Montgelas, president of 
Ted Bates & Co., said he has an 
“open mind” on the fee system. He 
said that from what’s already been 
published on the Shell-Ogilvy ar- 
rangement, it would appear that 
the fee system would “actually cost 
Shell more money than before.” 
His own clients, Mr. Montgelas 
said, “have a rather jaundiced eye 
for anything that would increase 
costs.” On the other hand, he said, 
he was “very sympathetic” to the 
fee system if it would help offset 
rising costs of agency services. 


= Maxwell Dane, general manager 
of Doyle Dane Bernbach, had a 
one-word reaction: “Interesting.” 
He then took the dissenting view 
that the cost-plus system “doesn’t 
guarantee an effective lack of ex- 
travagance. The more you~waste, 
the more commissions or percent- 
age you get. One of the great dan- 
gers of such a system is that it 
doesn’t encourage internal efficien- 
cy. I would not think it would be 
the best basis for a client-agency 
relationship.” 


= Margaret Hockaday, president of 
Hockaday Associates, thought the 
Ogilvy-Shell arrangement could be 
a “very happy solution for some 
clients, and a very unhappy one 
for others.” More clients expect 
more services every day, she said— 
“they call on you for everything 
from a Christmas card to a speech 
to whom they should hire’—so a 
fee system could offer a “clean-cut 
way” to solve the “terrible billing 
problem” that arises when an agen- 
cy becomes deeply involved not 
only in a client’s advertising but in 
his merchandising, promotion and 
product planning. 


s Emil Mogul, president, Mogul 
Williams & Saylor, said: 

“We are not opposed to the 15% 
commission system as a standard 
of compensation. But, a number of 
years ago, our agency was among 
the first to depart from this stand- 
ard with respect to specific ac- 
counts where a straight 15% com- 
mission was not adequate compen- 
sation for the agency. Ever since, 
we have found it best to exercise 
some degree of flexibility in estab- 
lishing non-standard arrangements 
to meet the specific requirements 
of specific accounts. In other words, 
we have had, and will continue to 
have, a completely open mind on 
the subject of agency compensa- 
tion.” # 


Crane Names D’Arcy 
Crane Co., Chicago, has named 


in 17 divisions. The proposed re- 
duction in people assigned to the 
advertising department will take 


it from more than 50 people to 
about 12. + 


tive officer of Crane and Porter. 


Advertising Age, November 21, 1960 


Shell-Ogilvy Compensation Plan Principle 
‘Has Been Tried and Discarded,’ Harper Says 


NEw York, Nov. 18—The Shell- 
Ogilvy compensation plan was de- 


| scribed today by Marion Harper 


Jr. as a system embodying a prin- 
ciple that is “very old” and that 
“has been discarded time and 
time again by the experience of the 
industry.” 

In a memorandum to office man- 
agers and management service di- 
rectors, Mr. Harper, president and 
chairman of McCann-Erickson, 
criticized the plan on a number of 
counts. The following is the entire 
text of the memorandum, dated 
Nov. 17, 1960: 


= “It has not been our practice to 
have an opinion publicly on the 
financial arrangements of adver- 
tisers with other agencies. Never- 
theless, since this has been pre- 
sented with some fanfare, we feel 
that comment based on informa- 
tion presently available is a good 
thing. 

“First of all, as an agency, we 
wish every success to the Shell Co. 
and to David Ogilvy in their new 
relationship. It does not appear to 
us that there is anything in this 
relationship that is unusual or dif- 
ferent unless someone wishes to 
read it into the relationship. 

“We must separate the principle 
of compensation for services from 
the principle of financing work for 
an advertiser. This has not been 
done in the Ogilvy pronouncement. 
It would appear that David has 
solved his problem of financing a 
mew account which is nearly as 
big as his total agency was for- 
merly. The financial arrangements 
would appear to be a fee arrange- 
ment for the first year. Subse- 
quent revision annually would 
have the effect of making this a 
cost-plus contract, however. It is 
not clear whether David has sub- 
stituted the client for the agency 
in financial responsibility to media. 


s “His statement, which says that 
his fee with profit will exceed the 
total commissions on the account. 
leaves more to explain. Much of 
the work on the Shell account is 
in media which do not grant a 
commission (sales promotion, etc.). 

“Therefore, the revenue which 
accrues to the agency will exceed 
the amount derived from commis- 
sionable media due to the nature 
of the account, as the agency is 
compensated in normal course by 
the advertiser. 

“It is relatively easy for an 
agency such as Ogilvy to become 
‘the advertising department’ of 
Shell. In the process, of course, 
this has the effect of putting the 
advertiser in the agency business. 
History has shown that this rela- 
tionship to advertising is not gen- 
erally tenable. Any fee based on 
costs to the oe will be 
subject to the same cost reduction 
programs that the rest of the cli- 
ent’s business is subject to, inde- 
pendent of the advertising require- 
ments of the business. Therefore, 
the Shell-Ogilvy agency will be 
operated basically in relationship 
to the costs to the advertiser, 
rather than to the expenses of 
the agency in control of the agency 
management; these expenses to be 


at having to have the advertiser’s 
consent before he changes impor- 
tant manpower or incurs major 
c s 

“It would seem necessary that 
each client of the Shell-Ogilvy 
agency will have to re-examine his 
relationship, since clearly a portion 
of the time of many key employes 
is, in principle, already charged to 
and pledged to one account by 
Ogilvy under this ‘cost-plus’ ar- 
rangement. Whether the amount 
of time pledged is 10% or 50%, 
the effect of this is to put a ‘Shell 
account’ employe to work on the 
business of other Ogilvy clients 
with a committed priority to the 
Shell account. 


s “Finally, the argument about in- 
crease in the payment for services 
which Mr. Ogilvy plays with is a 
precious argument. In principle, 
he is doing two other things. In 
the first case, he has related his 
compensation not to the growth of 
the marketer, but to the ‘quasi- 
departmental’ costs of supplying 
an adequate service. Accordingly, 
he [Ogilvy] is not entitled to par- 
ticipate in a normal commission 
arrangement, since his function is 
different. 

“Secondly, by fixing his profit 
at 25%, has he not—in reality— 
fixed his gross profit at 3% of bill- 
ings, since normally he might ex- 
pect that 12% of his billings would 
be spent on the expense of serving 
the account? To the extent that 
this places a floor and a ceiling on 
his profit simultaneously, it sounds 
like good business; but, in the long 
run, he has given up much of the 
essential freedom of the advertis- 
ing agent to be independent of his 
client; to advise the client in the 
client’s own best interest without 
fear of failure related to costs. 


« “A client, similarly, as he man- 
ages the costs of the agency year 
after year, will find himself in- 
creasingly managing the advertis- 
ing professionals who work for 
him. . . in number and in quality. 
Over several years, as experience 
shows, he begins to get his own 
thinking back, not the counselor’s. 
What he requires is thinking that 
is result-oriented—not comptrol- 
ler-oriented. 

“Perhaps as many as three years 
will have to pass before this ar- 
rangement can be measured, but 
it should have been made clear that 
the essential principle is very old 
and has been discarded time and 
time again by the experience of 
the industry. 

“There are new contributions to 
be made in the fiscal relationship 
of advertiser to agency, but this 
one had moss on it. 

“MARION HARPER JR.” 


Douglas Aircratt Revamps 
Ad Program for 1961 


Douglas Aircraft Co., Santa Mon- 
ica, Cal., will shift emphasis from 
products to an over-all corporate 
promotion in 1961. Some changes 
in media selection will reduce the 
company’s ad budget slightly from 
the 1960 budget of $2,300,000, O. B. 
Marble, advertising director, an- 
nounced. 


related to revenue, prestige, over- 


D’Arcy Advertising to handle its - 
plumbing-heating-air conditioning |Teduce his direct expense will) in January. In addition, a separate 
group and its industrial products | Operate in the long run to control | promotion on the Caravelle, the 
group, beginning Jan. 1.N. W. Ayer 
& Son, which was named to the 
$1,000,000 account on Nov. 5, 1959, 
resigned it Oct. 31, 1960. Ayer cited 
a conflict with the Carrier Corp., a 
client since 1945. The Crane ap- 
pointment follows the recent nam- 
ing of D’Arcy by H. K. Porter Co. 
to handle its institutional advertis- 


head contribution, future, etc., of 
the account. Accordingly, the same 
motivation which now allows the 
advertiser in this case seemingly to 


|his costs at his discretion in the 
| new Shell-Ogilvy relationship. 
| 


|m “Manpower packages are very 
lold in the agency business and, 
| generally speaking, have acted to| 
|constrict both the growth and char- | 
‘acter of the agency’s work. We 
‘can see how, in the second and 
ing. Thomas Evans is chief execu- |third year, the David Ogilvy we 


To tell its corporate story, Doug- 
las will use color spreads in the 
domestic news weeklies and one 
general circulation magazine at 
|}about five-week intervals starting 


| French-built jetliner, will begin in 
| year-end editions of magazines an- 
| nouncing service by United Air 
| Lines, which has 20 of the French 
|jets on order. Follow-up ads will 
be scheduled as service starts early 
next year. Douglas also will sched- 
jule both DC-8 and Caravelle ads 

in international media. J. Walter 
| Thompson Co. is the Douglas agen- 


‘have known will be quite restive’! cy. 
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Tank turret at Bastogne battlefield commemorates McAuliffe’s answer to the German demand for his surrender. 


Why KeE admires this monument to eloquence 


Could a hundred words have said any more than 
General McAuliffe said in one? 
“Keep it simple.” These are three words K&E people 
believe in. Our Book of Creative Standards sums it up: 
“The measure of any advertisement—after the worth 
of its basic promise has been determined—is ‘how quickly 
and how completely does it communicate?’ 


“Most advertising is visually too complicated and ver- 
bally too involved. The question is not one of short copy 
versus long, but of clarity versus obscurity.” 

When you ask people to spend their time puzzling 
out your meaning, they are inclined to give you a 
very simple answer. It is written on the base of the 
McAuliffe monument. 


One of a series based upon the Kenyon & Eckhardt Book of Creative Standards. 
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U.S. Magazines Whittle Canadian 
Revenues, Publishers Briefs State 


(Continued from Page 2) 
American business papers, or Ca- 
nadian regional runs, carrying Ca- 
nadian advertising. If that happens, 
then the major source of Maclean- 
Hunter profits will disappear and 
the resources available to insure 
the future development of our 
(consumer) magazines will be 
critically reduced.” 


# In their turns, Reader’s Digest 
and Time insisted that the Ca- 
nadian magazine industry is 
“healthy.” 

“Its increase in circulation and 
in advertising revenue,” said Time, 
“is comparable to that of other 
competing media and has moved 
in step with the rise in national 
product. It received more of the 
national advertising dollar than 
any competing medium.” The Di- 
gest said that traditional and 
weekend type magazines in Can- 
ada enjoyed a 78% increase in 
advertising revenues between 1952 
and 1959. “They are healthier than 
their counterparts in the U.S. and 
Great Britain, where television 
and weekend magazines also exist 
as major competitors.” 


® Besides, said the Digest, ‘the 
primary competitive force faced by 
print media (in Canada) is from 
without, and comes from the elec- 
tronic media sphere—predomi- 
nantly from television. Within the 
field of print media itself, the 
primary competition of the tra- 
ditional magazines comes from the 
comparatively new entry into this 
field, the weekend magazines.” 

The Digest said that where 
weekend magazines had ad reve- 
nues of $5,821,000 in 1948, they 
gained 227% by 1959, when the 
total reached $19,010,000. During 
the same period, traditional mag- 
azines advanced 162%, from $6,- 
453,000 in 1948 to $16,923,000 last 
year. The Digest added that tele- 
vision, which began commercially 
in Canada in 1952, last year racked 
up $48,300,000 in revenues (ex- 
cluding talent). 


= Canada’s Periodical Press Assn. 
told the commission that it is in 
the public interest to take action 
“to reduce the important margin 
of economic advantage now accru- 
ing to foreign publications.” 

It said overflow circulation of 
U.S. magazines in Canada is “un- 
paralleled anywhere in the world,” 
adding that approximately four 
out of five magazines sold in Can- 
ada are American. In 1959, Cana- 
dians spent over $30,000,000 on 
overflow and Canadian editions of 
U.S. magazines, it said. 


= The PPA said overflow “has 
been an important contributor to 
the demise of many Canadian 
magazines, such as Canadian Home 
Journal, ‘Canadian Magazine, Na- 
tional Home Monthly and New 
World.” 

“In 1959,” it continued, “Reader’s 
Digest and Time carried 41% of 
the advertising dollars spent in the 
measured magazines of Canada. 
In other words, two foreign maga- 
zines carried 70¢ for every one 
Canadian advertising dollar car- 
ried in the nine leading Canadian 
magazines.” Measured magazines 
reported $20,869,898 in revenues 
last year. Time reported $3,946,774 
and the Digest $4,616,353. 

The PPA told the commission 
that the magazine tax enacted by 
the government in 1956 and re- 
pealed in 1958 “helped Canadian 
magazines by causing the with- 
drawal of several ‘Canada’ editions 
and discouraging the introduction 
of any new ones.” The tax called 
for a 20% impost on the ad reve- 
nues of foreign magazines cir- 
culated in Canada and carrying 


Canadian advertising, unless the 
magazine’s editorial content was 
at least 75% Canadian in origin. 


® According to the PPA, the tax 
caused the withdrawal from Can- 
jada of Better Living, Everywo- 
|man’s, Family Circle (now Every- 
| woman’s Family Circle), Parents’ 
| Magazine and Woman’s Day. The 
| PPA said that after the tax repeal, 
|Woman’s Day and Everywoman’s 
|Family Circle returned to Canada, 
jand other U.S. publications began 
|soliciting Canadian ad_ dollars. 
| These books were TV Guide, Mod- 
jern Miss, Argosy and True, it said. 
| As for split-run advertising, of- 
| fered by Life, Look, The Saturday 
| Evening Post and others, it “could 
|replace Canadian magazine adver- 
|tising by branch plants of US. 
companies, and such advertisers 
|comprise two-thirds of the adver- 
tisers now using magazines in Can- 
ada,” continued the PPA. 


® Terming all this “unfair com- 
| petition,” the PPA urged the com- 
mission to conclude that conditions 
| “call for special measures to insure 
| the preservation of a genuinely 
Canadian periodical press, playing 
}an important part in the preser- 
| vation of a Canadian identity.” It 
|}called for “courses in action” that 
| would bring “an equitable climate 
of operation for existing periodicals 
and to encourage the establish- 
ment of new Canadian periodicals.” 


s The Business Newspapers Assn. 
of Canada said the country has 
430 Canadian business papers with 
a total circulation of 2,731,269 and 
$30,000,000 a year in advertising 
revenues, “less than $70,000 per 
year” for the average publication. 

The BNA likewise called for the 
establishment of an economic cli- 
mate in which Canadian business 
papers could flourish, warning 
that their vitality is now threat- 
ened by overflow circulation of 
similar U.S. publications and by 
Canadian editions. 

Last year, said the BNA, there 
were 1,497 titles of U.S. business 
papers “overflowing” into Canada. 
In 1949, the total was 510 titles. 
Circulation of the American pub- 
lications last year was 1,122,580 as 
compared with 225,513 in 1949. 


= “A good percentage of adver- 
tisers in Canadian business publi- 
cations are American companies 
with Canadian branches or sub- 
sidiaries. In years past these com- 
panies felt that they could use 
their adveriising overflow circula- 
tion of U.S. publications to do their 
advertising job in Canada. Thus, 
when business publication adver- 
tising appropriations were con- 
sidered for the Canadian branches, 
such appropriations were charged 
with the cost of the overflow ad- 
vertising before the advertising 
for Canadian publications were 
scheduled. Reports from advertis- 
ing sales representatives of mem- 
ber publications would indicate 
that this thinking is again gaining 
in acceptance,” the BNA said. 


s “In addition to this competitive 
effect on Canadian business pub- 
lications’ revenue”, said the BNA, 
“the advertising content of over- 
flow circulation does, of course, 
work against the domestic Canadi- 
an manufacturer who competes 
against the U.S. subsidiary. The 
| parent company of the latter might 
|invest heavily in an advertising 
|campaign in U.S. business publi- 
ications which have _ substantial 
,overflow in Canada, and so raises 
| the recognition factor of the U.S. 
| products. Thus the Canadian man- 
jufacturer starts his advertising 
and sales campaign at a consider- 
able disadvantage. 


“This situation makes it more 
and more difficult for Canadian 
companies to remain independent 
of foreign control—an increasing 
problem in Canadian industry. 
We can point to the death of so 
many well-known and well-rec- 
ognized Canadian companies that 
were well-established and which 
have gone under in recent times 
or been taken over by U.S. com- 
panies. Obviously, a major contrib- 
uting factor has been the recog- 
nition given to U.S. products 
through this overflow advertising,” 
the BNA continued. 


# In an oral statement accom- 
panying the Maclean-Hunter brief, 
Floyd S. Chalmers, president of 
the company, declared that the 
company’s 55 years of magazine 
publishing “has been a less re- 
warding activity” in terms of fi- 
nances. “Putting profits and losses 
together, Maclean-Hunter has 
made—in more than half a cen- 
tury—a gross profit of $411,000 on 
$130,000,000 of magazine revenues. 
Of the five magazines it has pub- 
lished in that 55-year period, only 
one, Maclean’s, has made a profit. 
On our other magazines we have 
suffered a net loss.” 


= The Reader’s Digest told the 
commission that of every maga- 
zine revenue dollar it took in 1959, 
“there remained in Canada 84.5¢.” 
It added that Digest affiliates, no 
matter where located, “are re- 
quired to stand or fall in fair 
competition with other media on 
the national scene.” It said it has 
put out $9,000,000 this year to meet 
expenses. 

The working philosophy of the 
Digest was expressed in its brief 
as follows: 

“Periodicals of Canada stand or 
fall on their ability to attract and 
retain readers. The advertising rev- 
enue attraction of established me- 
dia depends greatly on this ‘proven 
audience’”... 

“In the postwar struggle for a 
faithful and growing audience, the 
periodical industry in country after 
country has felt the powerful im- 
pact of television, the effects of an 
ever-broadening prosperity, and 
with it a _ relentlessly-increasing 
competition for a share of their 
readers’ leisure time.” 


= The Digest said that the last 
ten years had brought “powerful 
and significant competition for 
Canadian reader-attention” in the 
form of weekend magazines, which 
now have a combined circulation 
“exceeding those of all the major 
traditional Canadian magazines 
put together. 

“These weekend periodicals, 
written and edited by Canadians 
for Canadians,” said the Digest 
flatly, “are a dramatic answer to 
the anxiety that this country’s 
mdgazine-reading time is being 
preempted by invaders.” 


s The Digest said that in spite of 
competition from weekend maga- 
zines and television, Canadian 
magazines are “healthy,” and as 
an industry, in better shape than 
counterparts in the U.S. or Britain. 
“The continued success of in- 
dividual periodicals (in Canada as 
elsewhere) will depend on their 
realism,” the Digest maintained. 
“They will earn circulation growth 
and advertising support to the de- 
gree that they provide editorial 
material of interest to their audi- 
ence, and effective promotional 
efforts to their advertisers.” 


# Time International of Canada 
disputed the claim that Canadian 
magazines are in distress. “The 
conclusion is inescapable,” said 
Time, “that the Canadian maga- 
zine industry in its entirety is 
flourishing and expanding at a 
rapid rate and that the competi- 
tion from _ foreign periodicals, 
whether equitable or inequitable, 
has negligible effect on the health 
and stability of the magazine in- 
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Canadian, U.S. Statements on Issue 
of ‘Foreign’ Magazine Circulation 


The Problem: A U.S. View 


Orrawa, Nov. 16—The following 
is excerpted from the “initial sub- 
mission” made. by Time Interna- 
tinal of Canada to the royal com- 
mission on publications: 


We would draw the commis- 
sion’s attention to the fact that, in 
the period of the federal excise tax 
on advertising in Canadian editions 
of foreign periodicals, [the] 
growth of magazine advertising 
suffered a setback. Between 1956 
and 1958 inclusive, the total reve- 
nues of consumer magazines de- 
clined from $19,495,891 in 1956 to 
$19,354,130 for the year 1958. This 
decline must be set against the in- 
creases which were registered by 
the major competing media with- 
out exception. Confusion, uncer- 
tainty and extraordinary rate 
increases of the tax period were 
disturbing to advertisers, and some 
of them stayed aloof from the mag- 
azine field and devoted their mon- 
ey and effort to the marketing of 
their goods and services by other 
methods. 


a We submit that the substance of 
the experience of the Canadian 
publishing industry is that the 
intervention of the government 
into this field in this case was 
harmful. We submit further that 
similar consequences can be ex- 
pected to flow 
form of government intervention 
which seeks to alter the economic 
situation of Canadian publishers 
by affecting the conditions under 
which readers and advertisers ex- 
press their preference among mag- 
azines or among all advertising 
media. 

There is no need for special 
legislation to regulate the activities 
of the publishing industry, since 
the publishing industry, although 
always entitled to maintain its 
rights of freedom of the press, 
must always exercise that freedom 
within the confines of all other 
Canadian laws. 


= Time regards its future pros- 
pects in Canada as dependent on 
the strength and welfare’ of the 
Canadian magazine industry of 
which it is a part. Any attempt, 
however well meant, to adjust the 
free play of forces within this 
industry can very well create a 
highly destructive result for all... 

Apart from any other factors, 
any attempt to alter or impede the 
flow of good, high quality maga- 
zines from abroad would be to 
restrain the freedom of the press 
in Canada and the freedom of 
choice of Canadians as to the mat- 
ter which they read. It would be 
to deprive the Canadian public of 
the opportunity of learning the 
views and news not only of its 
neighboring country but of coun- 
tries throughout the world, with 
the result that Canadian thought 
and intelligence might become pro- 
vincial or parochial ... # 


dustry in Canada.” 

It added that the profit picture 
is “irrelevant” since “the question 
of profit largely depends upon 
management, the nature of the 
holding, whether private or public, 
and many other factors which are 
not germane to the question of 
competition from foreign periodi- 
cals.” 


= According to Time, the maga- 
zine industry, throughout the west- 
ern world, “has been marginal in 
its operations.” It added that in 
the U.S. “the industry has the 
second lowest profit margin of all 
major industries, and a return 
above 2% after taxes is very good 
indeed.” 


| 


from any other | 


The Problem: A Canadian View 
Ortawa, Nov. 16—The following 
is the conclusion of an “oral state- 
ment” made to the Royal Commis- 
sion on Publications in Ottawa by 
Floyd S. Chalmers, president of 
Maclean-Hunter Publishing Co.: 


“The very appointment of this 
commission has, in my opinion, 
served notice on the world that it 
is not the intention of our people 
to permit the periodicals of this 
country to be entirely wiped out 
by the pressure of foreign period- 
icals, which glorify the habits, the 
social patterns and the personality 
figures of other peoples, and quite 
properly so, since they are pub- 
lished primarily for these other 
peoples. Recommendations made 
by this commission, and carried 
into legislative or administrative 
action, can lay a sound foundation 
for the further development of 
this nation’s periodical literature 
as an agency of nation-building. 


s “The problem of maintaining and 
developing our national periodical 
press is not one capable of solution 
by any single magic formula. You 
cannot simply say, ‘Keep these 
foreign publications out of the 
country and all will be well.’ This 
is not a dictator state; we are a 
nation of free people. As such, 
literate Canadians demand the 
right to read whatever the crea- 
tive genius of the entire world 
makes available to us either for 
our edification or our entertain- 


|ment. The Canadian people do not 


wish to be denied the right of ac- 
cess to the literature, the ideas and 
the news of the world. We make no 
such proposal to this commission. 


= “The objective, rather, must be 
to insure that, while Canadians 
have access to the world’s best 
magazines, they also have the as- 
surance of continuing access to a 
strong and numerous group of their 
own native magazines. In recent 
years, the freedom of choice of the 
Canadian reader has narrowed 
more and more; and if the present 
trend persists for much longer, his 
only freedom will be to choose 
among foreign publications. Free- 
dom of the press, freedom of choice 
of reading matter, are not issues; 
but the freedom of Canadians to 
have their own periodical press is 
most definitely an issue. 


s “No self-respecting, independent 
people will stand for the domin- 
ation of their minds by another 
nation through press, television, 
radio, films, etc. Our government 
has taken steps to protect tv and 
radio from foreign domination. We 
have a highly subsidized national 
broadcasting agency and a nation- 
al film-producing agency. Now we 
have this royal commission in- 
vestigating the role of the periodi- 
cal in the process of nation-build- 
ing, searching for a means to 
insure that Canadian thought and 
opinion may be expressed through 
our own national publications 
without being shouted down by the 
combined voice of foreign periodi- 
cals, which now enjoy such over- 
whelming numerical superiority in 
this country.” # 


It was Time’s contention that, if 
it were not in the Canadian mag- 
azine field, advertising revenues 
for all publications circulating here 
would be decreased, since adver- 
tisers would not be committed to 
the medium, but might move to 
television. ; 

The magazine warned that legis- 
lative adjustment of “the free play 
of forces” within the magazine 


industry would have “a destructive 
result.” # 
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Advertising Age, November 21, 1960 


Savings & Loan 
Group Sets ‘6l Ad 
Fund of $2,000,000 


(Continued from Page 3) 
closed that the number of Ameri- 
can families with savings accounts 
is over 50% and is gradually in- 
creasing on all income levels. It 
showed further that the number of 
families with accounts in associa- 
tions has gone up, while those in 
banks have gone down in number. 


= But the real advertising atten- |. 
tion-getter at the convention was | 
Dr. Dichter’s project, which appar- 
ently blasted a number of com-| 
monly-held concepts about why | 
people stash money away, and held | 
up for S&L men a candid analysis 


better stop promoting dividend 
rate advertising, which ‘helped 
them achieve the rapid growth 
that has been theirs since World 
War II but now produces a “po- 
tentially dangerous situation,” since 
savers who put money into an 
association to get higher rate may 
“taste blood” and later take their 
money out in order to get an even 
higher rate somewhere else. 

And he recommended that they 
go back to trying to build associa- 
tions as friendly, helpful places, 
as well as striving to find ways to 
“make saving fun.” 


= “Accept the fact that the ‘age’ 
and ‘cheesecake’ period of growth 
has passed,” Dr. Dichter said. “It 
made you popular and won nation- 
al recognition, but now the time 
has arrived to become more digni- 
fied and to stress the fact that you 
are eminently respectable and are 
here to stay.” 

He suggested that S&L adver- 


media choice “look more dignified, 
professional and public-service| 
oriented.” 
Dr. Dichter found that the|} 
higher dividend differential avail- 
able at associations is “the most | 
outstanding image characteristic | | 


of savings and loan associations | 
with the general public.” Other | 7 
“positive” S&L image aspects in- 


cluded general satisfaction of pres- 
ent customers with local associa- 
tions, friendlier personnel and 
“young, rich and aggressive.” 

On the “negative” image side 
Dr. Dichter found some suspicious 
fear that associations may be more 
vulnerable than banks in case of 
depression, and ignorance about 
the kinds of insurance protection 
afforded by associations. 

He also noted that the word | 
“loan” in the phrase “savings and | 
loan” had a distinct negative ef- | 
fect. In his sampling, one of five | 
non-savers interviewed, for in- 


|stance, thought savings and loan | 


of the “good” and “bad” aspects of |tisements should, through choice associations were personal finance | 


their public image. 

Dr. Dichter concluded for one 
thing that the old saw about peo- | 
ple “saving for a rainy day” is all | 
wet. He said that while they don’t | 
necessarily admit it, most people | 
aren’t worried about emergencies | 
and financial disasters any more, | 
feeling that government social leg-| 
islation or a public or private pen- 
sion plan will somehow take care | 
of them. 

In today’s consumer -criented | 
society there has been a major | 
shift of savings values, Dr. Dichter | 
said, and now admen should bear | 
in mind that most people save) 
money for these reasons: 
e To buy something extra over | 
the necessities of life—a fine house, | 
for instance, instead of just a roof | 
over the head. | 
e To have savings money earn | 
more money. 
e To satisfy the “inner Jones” | 
rather than trying to “keep up 
with the Joneses’”—to spend on} 
things like hobbies or leisure time. | 


e To achieve freedom of choice, 
since with cash you’re not tied to 
instalment repayment programs 
and you can make better deals. 


= In a condensed outline of his | 
full report, Dr. Dichter gave the | 
S&L men 18 triple-spaced pages | 
of recommendations on how to get | 


more people to save at associations. | 
He stressed that associations had | 


overlooking a 


$3 Billion 
industry 


Boxboard. 


New York: 369 Lexin 


of style, typography, content and 


; companies. + 


"MEET THE 


ae 


129 


PERSONAL SERVICE 


Jean Kerr is representative of The Farley 
Company’s policy of immediate and infor- 
mative personal service. The Farley man who 
regularly contacts you spends much time 
in travel and is not always available when 
you need data in a hurry. In such instances, 
Jean Kerr is here to assist. Her background 
assures a quick understanding and capable 
handling of your request. Prior to joining 
the Farley organization, she was editor of a 
substantial trade journal, associate editor of 
another, and publisher of a suburban news- 
paper. 


Markets Served 


Air Conditioning « Electrical Contracting * Electric 
Utilities ¢ Electronics ¢ Industrial Maintenance « 
Industrial Distribution * Mechanical Contracting 
Policy Level Management * Savings & Loan 


THE FARLEY COMPANY 


Business Paper Representatives 


120 S. LaSalle St., Chicago 3, Ill. - Fl 6-3074 
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WOMAN IN THE TEAM AT THE TOP! 


@@The management of an expanding company such as ours depends, in no smali measure, on 
an efficient executive secretary,” says David B. Shakarian, President of General Nutrition Corpo- 
ration, Pittsburgh, Pa., national distributor of vitamin products. Speaking about his secretary, 
Miss Caryl Lindstrom, Mr. Shakarian declares, “Her recommendations are an important factor 
in our selection of office supplies and equipment.®® As a key member of so many manage- 
ment teams, the modern secretary exercises significant influence in office purchases...everything 
from file folders to furniture, from desk diaries to duplicators. To sell your product story most 
effectively, tell your product story to the readers of TODAY'S SECRETARY, the only magazine 
with a nation-wide ABC-paid circulation of secretaries in business and training. Your advertising 
message will reach 151,000 subscribers (ABC- audited), plus 345,000 additional pass-along 
readers every month. For information about this productive medium, phone or write for Fact File 
on TODAY’S SECRETARY and the secretarial market. 
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. TODAY'S SECRETARY fdufe 


...the magazine that selis the secretary — selis the boss 


| A GREGG-McGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK + LONGACRE 4-3000 
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he Advertising 


AVERAGE PAID 


Market Place 


Rates: $1.25 pet line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 


Coast Representative (Classified only): Cl 


ified Depar Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


NOTICE 


Due to the Thanksgiving 
Day holiday the 
deadline for all classified 
advertising will be November 
22 for the November 28 issue. 


HELP WANTED 


WFMY-TV, Greensboro, N. C., has ex- 
cellent opportunity for a smart promo- 
tion-public relations man to head its 
Promotion Department. This must be a 
man with broadcast promotion experience 
to head a four-person department, one 
familiar with layout, a capable writer, 
and research-minded. Submit application 
with full information on experience, sam- 
ples of work, and photograph to General 
Manager, WFMY-TV. 


MOLENE PERSONNEL SERVICE 


publicity editors 
AAV. MAMABETS _ ...........cccccceeceenes copywriters 
artists ...... media ...... production ... sales 


“All is grist which comes to our mill’ 
ANdover 3-4424, 105 W. Adams St., Chgo 3 


OPPORTUNITY FOR COPYWRITER 
(preferably younger man) to spread your 
wings on wide variety of agriculturai, in- 
dustrial and consumer accounts, writing 
for all media with emphasis on print. 
Must be able to quickly grasp and solidly 
respect the facts of any selling situation, 
then put them up in an attractive pack- 
age. Good salary, other benefits. Come 
along and grow with us in rapidly ex- 
panding agency in Missouri Valley. Write 
fully to 
Box 4314, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING PUBLIC RELATIONS 
& PUBLISHING JOBS AVAILABLE 
Mr. Love 
f. w. BARNHOLDT & Associates 
185 N. Wabash Chicago 1 FR 2-0115 


FREE-LANCE ARTISTS WANTED to 
render comprehensives and finished art- 
work on Christmas card design ideas. 
Must be familiar with art reproduction 
and have experience in color separation. 
Also artists to prepare full-color render- 
ings for reproduction purposes. Send let- 
ter and samples to Wayne Wiechering, 
Miles Kimball Company, Oshkosh, Wis- 
consin. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago Su 717-2255 


DON HARRIS NEEDS: 


MARKETING DIRECTOR, experienced in- 
organic chemicals or metallurgical prod- 

ucts. A ‘‘total’’ marketing job—sales plus 
edvertising, new products, marketing re- 
search, etc Incentives, fringes. on sal- 
ary to $20M+ 
MARKETING ACCOUNT SUPERVISOR. 
If strong enough in consumer ——- 
marketing, merchandising, need not have 
had agency experience. Building materials 
background helpful $17-$20M 
COPY, 4A agency. All-around but with 
some mail-order or retail experience. Major 
but not huge, pleasant-living we 2-s10r 

-$1 


UNCOMMON RETAIL LAYOUT ARTIST, 
house-furnishings manufacturer, co-op 

advertising. Range: from highest grade 
to borax at its best $12-$13M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago WA 2-9400 


POSITIONS WANTED 


POSITIONS WANTED 


FREE LANCE PUBLIC RELATIONS 
Seasoned newspaperman offers taste and 
economy for Chicago clients. 

PRESS DIRECTIONS, Room 1914, 343 8. 
Dearborn St., P. O. Box 1359, Chicago 90. 


FREE LANCE 
LAYOUT & PRODUCTION 

Do you need expert assistance in produc- 
ing your booklets, ads, packages and 
other printed matter .. . or TV Commer- 
cials. Contact— 

T. J. McLoughlin MI 2-3655 
619 N. Michigan Ave., Chicago 11, Il. 


I can capitalize on extensive space sales 
experience in several major industrial 
markets for publication requiring tact- 
fully aggressive and constructive repre- 
sentation. Personal interview requested— 
my expense. Employed. 
Box 4316, ADVERTISING AGE 
200 E. Illinois St., Chicago } |, Illinois 


INTERNATIONAL CREATIVE CONTACT 
Nine years high-level experience with 
top USA accounts for top USA agencies 
in foreign markets. American-born, speak 
Spanish, French, German, Italian and 
Portuguese. Heavy creative, radio-TV, 
merchandising and marketing experience 
with solid administrative and supervisory 
background. Consultant, special assign- 
ments or good permanent connection. 
Box 4317, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


WASHINGTON LIAISON 
Aggressive young PR man with legal, 
government and trade assn background 
desires to represent advtg or PR firm in 
capital. 

Box 4318, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
HOW TO SPEND $5 MILLION THE HARD 
WAY—A LITTLE AT A TIME 
Industrial ad mgr. with $500M budget for 
multi-div. natl. chemical co. past 10 yrs. 
now ready for growth spot in co. or 
agency. Chem Eng degree, creative & 
supervisory exp. on direct mail, lit., budg- 
ets, sales aids, prod., ed contact. 37, 
family, now in East. $13 ,000. 
Box 4319, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADV.-MKT. SELF-STARTER WITH 
CREATIVE & CONTACT KNOW-HOW 
Proven consumer sales promoter with 
blue chip agency & ad dept.: copy, con- 
tact, admin. & follow-thru. Know boats, 
marine motors, bldg. mat’ls., office equip. 
Seek growth agency or mfgr. Strong 7- 
yrs. exp. Available right now. Salary: 
modest 5 fig. 
Box 4320, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
‘FREE LANCE WRITER, PUBLICIST 
All editorial skills—news letters, house 
organ editing and production a specialty. 
Award winner. — 
Box 4321, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MANUFACTURERS—AGENCIES 


Top adv. & promotion mgr. strong in 
applying modern marketing concepts to 
campaigns. Heavy food exp., good ad- 


ministrator, 37, master’s degree, will re- 


oes 
4323, ADVERTISING AGE 
200 E. "illinois St., Chicago 11, Illinois 


ONE MAN AD DEPT. 
READY FOR DELIVERY! 
Agency Copywriter and former Adv. 
Manager of food company seeks position 
in CHICAGO AREA as Adv. Mgr. Asst. 
Ad Mgr. or copy-contact man. 12 years 
exp. in creation and prod., all media in 
foods, appliances, communications, paints, 
housewares, motion pict. Knows art, 
printing, budget problems. Presently high 
4 figures. 

Box 4322, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois _ 
COPYWRITER WANTS AGENCY JOB 
6 years sales promotion and advertising. 
Versatile. Heavy collateral exp. Good 
visual planner. Age 32. Chicago location. 

Box 4327, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


SPACE SALESMAN 

Seek young, aggressive man for expand- 
ing consumer sales staff. $100.00 per week 
and benefits during training. Career op- 
portunity with five figure income pos- 
sible second year in salary and bonus. 
Send personal letter and resume in con- 
fidence to 

Box 4326, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
MEDIA REPRESENTATIVE 

Established representative would like 
proven publication. Consumer and _ in- 
dustrial experience. Travel all New Eng- 
land. Thorough knowledge agencies, ad- 
vertisers and territory. Salary or com- 
mission. 

Box 4324, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 


CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1960 49,928 


SPACE SALESMAN 
Consumer publication seeks capable space 
salesman for New York City branch office. 
Exceptional opportunity with outstanding 
national publication in music field. Rapid 
growth assures good potential. Send full 
resume including salary to: 

Box 476, ADVERTISING AGE 

200 E. Illinois St., Chicage 11, Ill. 


SAN FRANCISCO AD AGENCY 
CAN REPRESENT YOU IN CALIF. 
We are staffed and prepared to rep- 
resent out-of-state advertising agen- 
cies or advertisers in San Francisco 

and California. For Details: 
Joseph Pedott ———— Agency 
uite 512, 693 Mission 
San Francisco 5, California 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON « SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


Our 49th Year 
COPY CHIEF—splendid oppty. 


4A Mid-west agcy $15,000 
COPYWRITER— industrial 
exp. essential—Chicago agcy. 9,000 


. ADV. MGR.—at least 

y ood background 8 

EDITORIAL-PRODUCTION Man or 
Woman—Chicago assn. 


MANY MORE—MAIL RESUME " 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


EXCELLENT 
MEDIA SPECIALIST 


Due to circumstances beyond his 
control, our Media Director is now 
available. Here is one of the few 
men thoroughly familiar with all 
types of media and we highly re- 
commend his services. Fourteen 
years in planning and buying for 
diversified groups of national and 
regional accounts. Agreeable to re- 
locate. Box 474, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 


A good grooming product of interest to 
more than 10 million women, needs your 
capital for both expansion and a “JACK 
PAAR” type national promotion, to make 
it the Cinderella Case History for 1961. 
Product retails for $1.00, has good repeat 
feature. Are you the individual or or- 
ganization with the Know How and cap- 
ital to put this product in your success 
column? Available on a royalty or part- 
nership basis. 
Box 4325, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
THIMK! FIT ADV. SCRATCH PADS 
into your promotion or show plans, write 
for price list (commissionable): Progress 
Print, Inc. 204 Richmond, Appleton, Wis. 
FOR SALE OR RENT 

Brick home—in Park Forest (a commu- 
nity of ad people). This home has garage, 
patio and cyclone fence. Near schools 
and transportation. Buyer can take over 
4% Loan. Write or Call: Henry L. Rust % 
Knowlten Printing Co.—123 N. Sanga- 
mon, Chicago. Phone: Ha 1-5282 or Fa 
3-2788. 


CAREER COPYWRITERS 


AVAILABLE 
ADVERTISING & MARKETING EXEC. 


Young (32) six years background on food, 
beverages, automotive. Major agency ex- 
perience as A.E. with proved ability to 
develop advtg. & mktg. programs that 
get results. Previous sales experience with 
large food mfg. Effective speaker, MBA, 
top references. Available Dec. 1 as A.E., 
Adv. Mer. or Product Mgr. Salary open 

Box 478, Advertising Age, 200 E. illinois 
St., Chicago 11, Il. 


Men and Women 


If you can write—and sell through 

the printed word—we can promise 

you a challenging and secure fu- 

ture. 

Good starting salary with plenty 

os opportunity to advance. Out- 
standing benefits, profit sharing, 

bonus. Chicago location. 

We prefer Foe my: people, age 

25 to 35 with college training, and 


agency or mail crder experience. 
Write or phone for interview. 


Operating Manager 


Assistant to Advertising Director 


KITCHENS OF 


Sara fee 


This is an excellent career opportunity with our fast growing com- 
pany. The man we seek will possess these qualifications. 


1. College graduate, 27-35, with minimum of 3 years food adver- 
tising experience with agency or manufacturer. 


2. A self starter with proven administrative ability. 
3. Familiarity with national and local market media selection. 
4. Experience writing copy and selling presentations. 


In this responsible position, you'll be involved in all aspects of our 
annual multi-million dollar advertising program. Write, providing 
all details including current salary to: 
K, A. HARRIS, DIRECTOR OF ADVERTISING 
KITCHENS OF SARA LEE 
5353 N. ELSTON AVE. 
CHICAGO 30, ILLINOIS 


All replies will be held confidential. 


Department 144 
Sears, Roebuck and Co. 
925 South Homan Avenue 
Chicago 7, Illinois 
KE 3-2500, Ext. 3791 


2 COPYWRITERS 
needed by expanding 
AGENCY 
Rapidly-growing agency seeks two 
ambitious young writers for im- 
portant openings in copy depart- 
ment ... one for trade ads and 
collateral; the other for news- 
paper advertising and dealer mat 
service. Both should have expe- 
rience in home appliances and/or 
related merchandise (basic train- 
ing in mail order catalog work an 
asset), plus ability to create and 
write good copy rapidly . .. for 
big-name account. Ideal location 
for wonderful living in semi- 
resort area near Chicago. Good 
salaries for right people; oppor- 
tunity to go places. Write Box 
471, Advertising Age, 200 East 
Illineis St., Chicago 11, Ilinois. 


TWO SMALL 
ADVERTISING 
AGENCIES sharing 


office space and personnel, and 
working together on new ac- 
counts, have room for another 
equal cost sharing agency or 
P.R. in modern Michigan Ave- 
nue building, Chicago. 
Box 483, Advertising Age 

200 E. Illinois St., Chicago 11, IIl. 


FOR AN UNUSUAL OPPORTUNITY, 
KNOCK ON OUR DOOR! 


We're a smallish newish New York agency 
with well-established creative and produc- 
tion departments. 


We're looking for the right man with good 
agency background, who is also a specia- 
list in media. He should be an account 
man who can bring with him moderate 
billings and a willingness to help build 
with us a first-rate today-minded shop. 


If you're forty plus or minus, and would 
like to join us in a profit participation 
project now and for the future, write us 
in detail of your background and your 
plans. You'll find in us a congenial and 
creative operation, with much to offer. 


Box 481, Advertising Age 
630 Third Avenue, New York 17, New York 


DIRECT MAIL 


Chicago business publisher, old enough to 
be well established—young enough to be 
di has chall position for 
experienced direct mail specialist. Should 
have strong creative drive, balanced with 
good judgment—will be selling to sales 
and personnel executives from coast to 
coast. Experience with business books and 
services helpful. Salary open. Replies held 
in strict confidence and acknowledged 
immediately. Brief letter outlining your 
background will start the ball rolling. 
Box 480, Advertising Age 

200 E. Illinois St., Chicago 11, 


Tllinois 


NOVEL IDEA for 
NATIONAL Self-Sustaining 


TV PROGRAM 


WILL DISCUSS WITH 
PRINCIPLES ONLY 


ee CONTACT H. WHITMER 
ADVERTISER'S SERVICE 


DIRECT MAIL SERVICE 


666 Washington Rd., Pitts. 28, Pa. 
Phone Fleldbrook 1-3400 


ADVERTISING @ 
POSITIONS AVAILABLE 


@ INDUSTRIAL COPY—to $15,000 

@ JR. A. E. INDUSTRIAL—to $9,500 
@ RADIO-TV TIME BUYER—to $7,500 
For male advertising positions, both 
agency and corporate, in the Mid- 


Atlantic states. Send your confiden- 
tial resume in duplicate to: 


STURM-BURROWS & CO. 
Executive Search and 
Personnel Placement Specialists 
Phila. 2, Pa. 


1420 Wainut St. 


in confidence to 


ASSISTANT TO ADVERTISING SUPERVISOR 


National leader in field of electro-mechanical devices, mid- 
west location, needs top-notch young man as assistant to 
Advertising Supervisor. The man we seek has strong in- 
dustrial background with experience in catalog and bro- 
chure preparation, trade show participation, agency liaison, 
technical writing, securing of application reports. Submit 
resume including earnings record and salary requirement 


Box 484, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


be accompanied by inf 
Write to: 


WANTED—NEW YORK REPRESENTATIVE 
FOR A.B.C. 


The Audit Bureau of Circulations - 
representative. The man selected will 
use of print media; be sales minded; bnew agency, client and publisher 
relations; be able to address advertising and publishing groups; pref- 
erably have established contacts in the advertising and publishing in- 
dustry and with associations in this field. 

This job is essentially of an educational and 
quests for interviews in regard to this new, ch 
ormation includi 
education, age. Interviews will be in New 


President, Audit Bureau of Circulations 
123 North Wacker Drive, Chicago 6, Illinois 


i: ing to appoint a New York 
informed in the selection and 


romotional nature. Re- 
enging position should 

complete business history, 
ork and by appointment only. 
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Branham J. H. Butler 


SOUTHERN PUBLISHERS—Gathered at the meeting of the Southern Newspaper Publishers 
Assn. in Boca Raton were Charles E. Branham and Horace Ralls, Branham Co.; J. H. 


M. J. Butler Ralls 


and M. J. Butler, Houston Chronicle; Turner Catledge, New York 


Southern Publishers Urge Discounts, 
Standardization of Ad Practice 


(Continued from Page 2) 

up, and the adoption of uniform 
frequency discounts make it easier 
for people to do business with us. 
It is hard enough to do business 
with us even when we have uni- 
form practices. This is the least we 
can do for ourselves.” 


= In keeping with the main theme 
of the meeting, “What’s Ahead for 


Copywriting Studio 
Confidential Work 
Add 26 copy experts 
to your staff—but not 
to your payroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 


270 madison /ny 16 any kind — any medium 


RESEARCH DIRECTOR 


Due to realignment within our 
agency and by several clients, we 
are forced to release our highly re- 
garded director of research. He has 
a wealth of experience in executive 
level planning and in evaluation of 
marketing plans. He.«is thoroughly 
grounded in the technical elements 
of research methodology. Age, under 
35. Salary range $10 to $12,000. For 
further information write Box 486, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


PUBLIC RELATIONS DIRECTOR 
FOR AD AGENCY 


Experienced, professional PR man wanted 
to head up growing public relations de- 
partment of medium-sized Chicago adver- 
tising agency. Should be effective at the 
contact level with ability to create and 
execute PR programs for consumer and 
industrial accounts. Excellent working con- 
ditions. Send resume and complete de- 
tails to: Mr. Kenneth W. Wittleder, Stern, 
Walters & Simmons, Inc., 201 E. Erie 
Street, Chicago 11, Il. 


OFFSET PRINTING SALESMEN 


We want to pay for the privilege of 
hiring salesmen with an active fol- 
lowing. If you are interested in as- 
sociating with an aggressive idea- 
oriented offset plant, with complete 
art and copy departments as well 
as full range of offset presses—and 
if you are interested in making more 
money, write for an appointment 
today giving resume of sales expe- 
rience. 
Box 485, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


ee er nad 


photographers 


|the South,” the two principal gen- 
eral sessions were devoted to dis- 
cussions of where the South ‘is 
going and how newspapers can 
help it move ahead. SNPA’s direc- 
tors today authorized a_ special 
committee under Mr. Patterson to 
study the possibility of an organ- 
ized effort by the association to 
cooperate with other groups con- 
cerned with promoting southern 
progress. 

Speakers at the general sessions 
were uniformly optimistic about 
the probability of better-than-av- 
erage growth in the South during 
the coming years. The poverty of 
the 1930s was contrasted with the 
rapid strides of recent years. Pub- 
lishers were urged to encourage 
the South to have faith in itself. 

“Where we once exported talent 
and imported capital,” said Dr. 
Walter Prescott Webb of the Uni- 
versity of Texas, “we want the 
South to become an exporter of 
capital and an importer of talent.” 


s At panel meetings devoted to 
newspaper management problems, 
the discussions turned to national 
advertising, labor relations and 
new production techniques. As a 
move to help newspapers get more 
|national advertising, SNPA re- 
vealed it has arranged to provide 
publishers with two series of pro- 
motional ads: 


1. A special series of 1,000-line 
jads developed for SNPA by the 
Bureau of Advertising of ANPA. 
The 12 ads in this series would 
run in local newspapers. They 
would be aimed at retailers “and 
at local sales representatives who 
go to conventions and have some- 
thing to say about the allocation 


Barnhill Mrs. Barnhill 
| 


Times; Silliman 


of advertising budgets to newspa- 
pers, radio and tv.” 


2. A series developed by Tri- 
angle Publications Inc., Philadel- 
phia, and already running in the 
Philadelphia area. The ads, each 
contributed by a different agency, 
promote advertising in general 
and are to be provided free by 
Triangle to any SNPA member who 
wants to use them. 


s Elaborating on SNPA’s own se- 
ries, Mr. Aycock said his commit- 
tee feels newspapers have been 
lax about promoting their own 
medium. He urged publishers to 
schedule the ads on a “space 
available” basis, and received im- 
mediate assurances from at least 
35 newspapers. Papers will pay 
only a nominal charge for the mats. 

While no tangible actions were 
taken, publishers joined freely in 
an active discussion of uniform 
rate cards. 


= In the seminar for papers with 
over-50,000 circulation, the par- 
ticipation warmed up after one 
publisher commented that he had 
just received a letter from Ted 
Bates & Co. seeking a special 15% 
discount for a 26-time 1,000-line 
b&w campaign currently being 
placed for Brown & Williamson. 

He commented that this was in- 
evitable in view of the fact that 
many publishers recently agreed 
to grant special discounts to Wil- 
liam Esty for campaigns placed for 
Salem cigarets and Camels. “Once 
you have given Esty a 15% dis- 
count for Camels,” he asked, “how 
can you refuse Bates 15% for 
Brown & Williamson?” 


s The Bates letter said the agency 
had made special surveys which 
showed 26-time advertisers aver- 
aged a 15% frequency discount in 
major media. The agency wanted 


to know if similar discounts would 


Herbert Mrs. Herbert 


Engel Hicks 


be allowed by the newspaper. 
Mr. Aycock, whose newspaper 
has refused to grant discounts for 
the Salem and Camel campaigns, 
joined the discussion, reporting 
that the Commercial Appeal has 
already adopted a rate card which 
reflects quantity discounts. He said 
his paper has taken the position 


Whittenburg Honea 


Evans Jr., Nashville Tennessean; K. A. Engel, Little Rock Arkansas Democrat; Charles 
Hicks, Bowater Paper Co.; S. B. Whittenburg, Amarillo Globe-Times; and Bert N. 
Honea, Fort Worth Star Telegram. 


that publishers should refuse spe- 
cial discounts, and that if adver- 
tisers want quantity discounts 
“then publishers should try to 
find a pattern and do it right.” 


s At the seminar discussion and 
in his report today as chairman of 
(Continued on Page 132) 


Come to grips with your 
buying or selling problem! 


Your classified ad in Advertising 
Age gets right down to the basics 
of good buying or selling strategy. 
Puts your message into the hands 
of over 177,000 marketing men 
and women who have the author- 
ity to buy, sell or hire. You get 
quick action. Costs as little as $5 


per ad. Try it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1 __State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Les Angeles 8, Calif. 


FOURSOME—Couples socializing during the annual meeting of the 

Southern Newspaper Publishers Assn. meeting in Boca Raton were 

Mr. and Mrs. Les Barnhill, Miami Herald, and Mr. and Mrs. Jack 
Herbert, The American Weekly. 


DEARBORN 2-1062 
187 NORTH LASALLE STREET. CHicaco | NLINors 


PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL 
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SNPA... 


the advertising committee, Mr. Ay- 
cock said his experience indicates 
that the best time to change to 
frequency discounts is at a time 
when rates are being increased. He 
said a year of experience with 
frequency discounts on his paper 
demonstrated that many adver- 
tisers could not qualify for the 
1,000-line discount test originally 
adopted by the newspaper. Urg- 
ing publishers to analyze their own 
advertisers before arriving at a 
plan, he noted that his paper ulti- 
mately revised its discounts so 
that more advertisers could qual- 
ify. 

A show of hands at the seminar 
indicated that only a few of the 55 
big publishers present are cur- 
rently incorporating quantity dis- 
counts in their rate cards. While 
no vote was taken, a few others 
indicated they have new cards un- 


| 
| 


der consideration which may pro- | 


vide for discounts. 
Other developments on national] 


BUILDING 

FOR BETTER 
COMMUNICATIONS 
IN THE 
MULTI-MILLION 
ROOFING & 
BUILDING 
IMPROVEMENT 
INDUSTRY 


CONSOLIDATION 
of the two oldest most 
established publications 
serving this important as- 


industry, American Roofer 
& Siding Contractor and 
National Roofer and Build- 
ing Improvement Contrac- 
tor, has resulted in a 
completely effective indus- 
try wide editorial service 
-..and one of the most 
efficient vehicles avail- 
able to advertisers in any 
trade field. 


50 years of editorial serv- 
ice to the roofing and sid- 
ing trade are represented 
in this new consolidated 
editorial department. 
Reader-reaction was im- 
mediate and overwhelm- 
ingly enthusiastic and each 
subscriber has been given 
unprecedented opportuni- 
ty to contribute sugges- 
tions for new departments 
and editorial services, 


pr al 


17,000 circulation . .. com- 
pletely blanketing the industry 
...is the result of the consoli- 
dation without duplication of 
the 12,000 paid subscriptions of 
National Roofer and the con- 
trolled circulation of American 
Building Contractor ... the 
most effective single list ever 
available in this industry. 


American Roofer & 
Building Improvement 


Contractor 
180 N. Wacker, Chicago 6, Ill. 
FRanklin 2-8186 


Baker of the Louisville Courier- 


\ing for discounts, suggested that 


pect of the building trades | 


newspaper advertising: 
National versus local rates. Lisle 


Journal & Times, which has ac- 
tively promoted rate cards provid- 


the wide divergence between na- 
tional and local rates is a major 
handicap for newspapers in com- 
peting for national advertising. 
Noting that the volume of national 
newspaper advertising is still de- 
clining, both in expenditures and 
linage, he said, “No one newspaper 
by itself can do anything about it.” 


Newspaper Supplements. One 
member at the over-50,000 sem- 
inar termed newspaper supple- 
/ments a greater “menace” than tv 
in the competition for national 
advertising. “They deliver a four- 
color job on 34 lb. enamel stock at 
a 28% discount and reach the same 
readers,” he said. “No matter how 
we try, we can’t match that.” 


Eleven-em column width. 
| SNPA’s advertising committee said 
| the adoption of the standard 11-em 
ward would be “a big step to- 


ward uniformity in copy require- 
ments,” which would help simplify 
|placement of ads in newspapers. 
|About half the members at the 
over-50,000 seminar indicated they 
|are lining up with the 1l-em col- 
umn. 


| 
| 


Chandler 
Motley Knight Gray Sisk 


|GOOD FELLOWS—Sharing a social moment at the 
| Southern Newspaper Publishers Assn. meeting were 


"s ; | Arthur (Red) Motley, Parade; Ralph Chandler, Mo- 
'a SNPA’s advertising committee | 


expressed scepticism about a | as secretary-manager. Under a by- | voted to add the office of vp to its 


|“right to advertise law” recently | law change approved today, SNPA| list of officers in the future. # 
adopted in Louisiana. Urging| 


member-papers to push for “Ohio- | Adman in the News... Robert C. Millar 
type” right to advertise laws in 

| their own states, it said the Louisi- 
/ana law had so many loopholes it 
|might do more harm than good. 


James A. Gray, 


Robert C. Millar, president and|rector of ANPA’s Bureau of Ad- 
— manager of Florida Pub- vertising. He golfs, but only for 


With the introduction of more }|dent of the Southern Newspaper | since 1926 to Ann Gilbert Millar. 
automatic typesetting machines,| Publishers Assn. this week, likes|They have a son, Robert Jr., of 
| publishers expressed concern | to “play down” his activities out- | Jacksonville, who has four chil- 
jabout rising union demands for | side Ahis own newspaper office. (dren, and a daughter, Janet (Mrs. 
“bogus” and other “featherbed-| His official biography shows a|T. J. Rowland of Niagara Falls, 


| ding” practices. Joe M. Dealey of | long history of service in commun- N. Y.), who has three children. # 
|the Dallas Morning News, who} _ ; ity and news-| 


i -50,000 - ‘ 

p remgqeenn = > gg ag rs os a paper industry | Batz-Hodgson-Neuwoehner 
sion, predicted, e will have to activities. But | Nome. Tully, Adds 2 A . 
get back some of the things we he says these S fully, s ccounts 
yielded on during past contract are part of his 
 . sscen omen iy at te ore rn ae ee 

ublishers go page = Ss he’s “a working art nha “4 ; — = 

on new equipment an oa py stiff”? whose | a aan perme y accoun omg 
to speed production and cut costs. chief interest is eative supervisor o 
At a session for smaller newspa- Tihe Pieriée! Kane Advertising Agency, Bloom- 

| pers, John B. Olson of the St. Pe- : 


Naess Cai n| ington, Ill. 
\tersburg Times said “color has 4 i 


certainly taken hold and has an | om dt pa | vice Mfg. Co. and Southern Fabri- 
exciting future.” ville Journal. 


B F 5 |cators Corp., Steelville, Ill., have 
‘oh tn ae ’ appointed Batz-Hodgson-Neu- 
| sS- . . 
|= The SNPA members from 14 4s *~ | woehner to handle their advertis- 
|states elected Robert C. Millar, gow, Scotland, he was brought to| ing. The agency will move to new 
‘ this country by his parents at an} quarters in the Farm & Home 
| president and general manager of early age. H d ted in th ; 
Florida Publishing Co., Jackson- | °°, >, 98°, "© Was ecucated in the| Bidg. at 10th and Locust in early 
ville, president. He succeeds Mr public schools in Massachusetts, | December, the sixth expansion in 
Patterson, who becomes chairman but has resided in Jacksonville 


At the same time, American De- 


Robert Millar 


lishing Co., who was elected presi- | the exercise. He has been married | 


John Tully has joined the ac-| 


bile Press-Register; Jim Knight, Miami Herald; 


Winston-Salem Journal & Sentinel; 


and J. Kelly Sisk, News-Piedmont, Greenville, S. C. 


the past eight years. During that 
time, billings have increased from 
$900,000 to approximately $3,000,- 
000, the agency reported. 


Copy Club Elects Burke 

Frank Burke, Al Paul Lefton Co., 
|Philadelphia, has been elected 
president of the Philadelphia Copy 
Club. Other new officers include 
|John Osterman, Richardson Tho- 
mas & Bushman, vp, and Marie 
|King, Connelly Organization, sec- 
| retary-treasurer. 


Howard Joins Foote, Cone 


| Robert C. Howard has joined 
|Foote, Cone & Belding, Chicago, 
as a research supervisor. Mr. How- 
ard was previously with General 
Mills, Minneapolis. 


Th GAY 90° 
CiVil WAR Events 


CENTENNIALS 
ANTIQUES-OBNATES 


Only American Antique Type Founder 
typefounder bx 11313R PhoenixAz 


ah Gen teed | since his discharge from the Army 
New directors elected at the after World War I. 

meeting were Ralph W. Callahan, ; id 

general manager, the Star, Annis- |* At Florida Publishing Co., which | 
ton, Ala.; Bert Struby, general | he joined 35 years ago, he was aud- 
manager, the Macon Telegraph; itor, then secretary-treasurer. 
Rex A. Justus, vp and business; About 12 years ago he became 
manager, the Tulsa World; Albert | president. Last year he negotiated 
N. Jackson, vp, the Dallas Times-|the deal enabling the Florida 
Herald; Robert B. Smith, general | Times Union to buy the afternoon 
manager, Newport News Daily| paper, the Jacksonville Journal. 
Press & Times Herald; and John} In civic affairs, he was a fourider 
Tapers, the Tallahassee Democrat. of the Committee of 100, which was 
Ben Hale Golden, president-pub- |instrumental in bringing impor- 
lisher of the Chattanooga Times, | tant new industries to Jacksonville, 
was re-elected treasurer and Tom |and he is currently active in the 
Tanner was elected by the board | Downtown Council, which is seek- 
of directors for his seventh term |ing to stimulate a solution to the 
és nieces ________... |parking problem. He has been 


jactive in chamber of commerce 


_ HANKSCRAFT — 
DISPLAY MOTORS 
Seven-Up 
_ set sales in 


EXPERIENCED 
ENGINEERING 


| work, Rotary Club, is a director 
of St. Luke’s Hospital Assn., and 


overlooking Loke Michigan | : : : sanhbicn 
oo cunsees@en cam if deacon in the Riverside Presby- ‘ 
; |terian Church. NI 
Enjoy superlative luxury only five | f 
minutes from downtown... steps from | Y 
fomous restaurants and exclusive |@ Mr. Millar was in the midst of Nd ; 
North Michigon Avenue stores | tag ; w : c 
Superb appointments and | his second term as a director of | Hankscraft engineers can 
friendly service Rooms SNPA when the nominating com- | A play—special action or AC 
~_, = Psst np | mittee, under the chairmanship of pac om iat ceaaeten. 
y Y. r year i iami > 
¥ | James Knight of the Miami Her- See your Hankscraft 
Donald O Cronin, Mgr 


representative or send 
cutout dummy and 
sketches directly to 


‘ald, selected him for the SNPA wr 
| presidency. He is a past president 
of the Florida Daily Newspaper 
|Assn., a member of the ANPA 
| labor relations committee, and di- 


SUperior 7.8500 i 


Bp LAKE SHORE DRIVE wore 


181 E. Loke Shére Drive, Chicago 


Display created and produced by the Arvey 
Corporation, Chicago, for Creative 
Point of Sale, St. Louis, Mo é 


AREA 
THIRST 


QUENCHER., | 


Nothing does it ike Seven-Up 


At beverage counters everywhere 


“Fresh Up’ Freddie” jumps for joy, 


calling attention to the excellent 


hirst-quenching qualities of Seven- 
Jp. Action is supplied by a stand- 


enlinahe ane Gps of Ge ard Hankscraft rotary motor 
powered by two ordinary flashlight 
batteries. Like all displays animated 
by Hankscraft, this silent salesman 
works for weeks without attention! 


HANKSCRAFT COMPANY, Display Motor Division + Reedsburg, Wis. 
World’s Largest Manufacturer of Battery-Operated Display Motors 
Sales Offices in these principal cities: Chicago « Philadelphia « Minneapolis « New York 
Dalias « Toronto (Ontario) « San Francisco (Eriach Lee Co.) 
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Advertising Age, November 21, 1960 


Critics, Poor Ad Image 
Cloud ANA Agenda 


(Continued from Page 3) 
image of advertising resulting 
from attacks by novelists, econo- 
mists and politicians; (2) com- 
plaints by the public to Washington 
about intrusive, guileful, irritating, 
crude or deceitful advertising; (3) 
the arguments by educators that 
advertising is an economic waste 
and that advertising panders to 
the baser interests of people, de- 
basing the language and esthetic 
standards en route; (4) govern- 
ment officials who see in the sit- 
uation a chance to serve “their con- 
stituents, their political philosophy 
or themselves.” 

He laid particular emphasis on 
the attacks by intellectuals, gov- 
ernment officials, educators and 
“self-styled economists,” asserting 
that these people are the “most 
damaging” and that they “have 
the control of business as their 
ultimate objective.” 


@ He said advertisers are their 
targets, that the jeers at Madison 
Ave. are only a way of reaching 
advertisers, that the “charge is 
leveled at us—not the agencies 
or the media. 

“And what the critics want is 
not minimum controls but ‘puni- 
tive regulation—or even elimina- 
tion,’ ” he said. 

He suggested that ANA embark 
on two programs, one financed and 
administered by ANA, the other 
to stimulate others to participate 
in a broader and more funda- 
mental program. 

Mr. Banzhaf said the ANA pro- 
gram should realize that Point 1 
(the image of advertising men) 
will be taken care of by solving 
the other three; that the impa- 
tience of the public with advertis- 
ing abuses can fall into the area 
of the joint Four A’s-ANA inter- 
change; and that the fourth—gov- 
ernment—is part of a larger prob- 
lem with which ANA cannot cope 
by itself. 


® He believes the tendency among 
intellectuals, educators, economists 
and government officials to con- 
sider advertising a cultural nega- 
tive factor and economic waste 
ought to be handled by ANA. He 
outlined the necessity for collecting 
good economic information about 
advertising’s contribution, its role 
in supporting communications me- 
dia, and then getting the informa- 
tion to schools and colleges and to 
mass media. “The job is squarely 
up to us,” he warned, and he de- 
fined the job as: 

1. Gathering the facts that now 
exist about the effectiveness of 
advertising, the types that are 
most effective and the contribu- 
tion advertising makes to society. 

2. Developing new facts in these 
areas. | 

3. Getting the information to} 
“management people, educators, 
government officials and the gen- 
eral public.” 


= Earlier, Edward G. Gerbic, vp| 
of Heublein, and Robert E. Allen, | 
president of Fuller & Smith &| 
Ross, outlined the concept of the| 
ANA-Four A’s committee for im- 
proved advertising content, ex-| 
plained how the interchange} 
worked and urged participation 
by ANA members. 

Mr. Gerbic said the ANA should 
be “a committee for the im-| 
provement of advertising content. | 
I promise you serious and sober | 
consideration of every complaint | 
sent in.” 

Mr. Allen asked that ANA mem- 
bers watch their own advertising 
closely, and report objectionable | 
advertising to the ANA-Four A’s| 
group. 


® Roger M. Blough, chairman of | 


the board of U. S. Steel Corp., 
advised optimism and a tranquil 
view of advertising criticism. 
“Where on the American scene,” 
he asked, “can you find an occupa- 
tion that does not come in for 
some criticism? 

“T suggest that we accept as 
graciously as possible the inter- 
mittent carping on advertising. 
That also is part of the American 
way. Dissatisfaction with our lot 
is normal.” 


a Mr. Blough reported the Amer- 
ican economy strong, with great 
progress in sight for the future. 
While the steel industry has its 
problems he pointed out that in 
1960—for the sixth time in U. S. 
history—the industry will produce 
more than _ 100,000,000 tons of 
steel, more than total capacity 
in 1945. 

He said U.S. Steel is convinced of 
America’s capacity for growth and 
in the past 21 months has spent 
nearly $750,000,000 for moderniza- 
tion and replacement, and has au- 
thorized nearly $600,000,000 more 
for the near future. 

He traced the “Watching Amer- 
ica Grow” campaign, which U. S. 
Steel launched in September, a 
program in which 13 companies 
now have plans to cooperate. 


a Mrs. Oveta Culp Hobby, presi- 
dent of the Houston Post, told the 
ANA that in “a nation of 180,- 
000,000, advertising has become 
an economic necessity.” She called 
it a “power tool,” adding that as a 
power tool it needs “care and re- 
spect.” 

Mrs. Hobby emphasized the role 
of advertising in support of free 
communications media. “Today the 
use of advertising is no longer a 
prerogative of those who buy space 
and those who sell it,” she said. “It 
is the prerogative of neither adver- 
tiser nor the advertising agency. It 
too is a trust, held by you for the 
American people. You share with 
newspapers, radio and television 
the obligation to be factual, frank 
and responsible.” 

It is imperative that effective 
measures against abuses of power 
in advertising be taken, she said, 
because “the public must be able 
to trust advertising.” 

In memory of its president, the 
late Paul B. West, ANA created a 
“Mr. Advertiser” award—a gold 
medal to be given annually to the 
advertiser who, in the judgment 
of a jury of the ANA board, 
has done most to advance the 
“goals and standards of ANA.” 


® Richard J. Wiechmann, adver- 
tising manager, International Pa- 
per Co., described the success of 
its “Send me a man who reads” 
campaign. As the largest paper 
company (its sales reportedly twice 


those of any other paper compa-|and conditioning the market for 


ny), it had never done national 


advertising, and embarked on an| used 
advertising campaign only after| around a “spark of quality” theme | or 


some of its largest customers de- 
cided to build their own mills, and 
after a survey by Gallup showed 
people who knew the company 
still didn’t know its range of prod- 
ucts and its contribution to devel- 
opment of new products. 

It pegged its campaign on read- 
ing because reading today is a 
matter of national concern and 
the most important use of paper 
in our society. When the ads ap- 
peared, in Reader’s Digest and 
Fortune, nearly 500,000 reprint re- 
quests poured in. The sales force 
is enthusiastic, Mr. Wiechmann 
said, and a questionnaire of the 
salesmen showed 85% said their 
customers or prospects had com- 
mented on the campaign, 96% 


Petrasek Johnson 


De Young 


ADVERTISERS—Relaxing during between-session periods at the Assn. 

of National Advertisers meeting were A. G. (Slim) Petrasek, Radio 

Corp. of America; Sheldon F. (Shell) Johnson, Westinghouse Elec- 

tric Corp.; Lee De Young, Southern Nitrogen Co.; and M. F. (Mike) 
Peckels, International Harvester. 


Peckels 


thought the advertising helpful, 
and 71% said they had had orders 
or inquiries because of it. 


ticular attention to measuring a 
“level of awareness.” He reported 
that ANA will shortly get out a 
‘|book on the subject, called “De- 
= In the evaluation sessions, Rog-| fining Advertising to Goals and 
er Bolin, newly elected chairman | Measuring Advertising Results.” 

of ANA and advertising director 
of Westinghouse Electric Corp., 


s M. J. Batenburg, director of in- 
described the progress of “Project 


formation services, Pittsburgh 
X,” the program by which ANA| Plate Glass Co., and L. E. Purvis, 
hopes to improve the understand-| president and chairman of Gallup 
ing of principles and practice of|& Robinson, put on a joint pres- 
advertising by top managements. jenfation of how PPG evaluated 

After a study of the problem, Mr.|its program. The basic question 
Bolin reported, the key question in| was whether the company would 
management’s mind seemed to be: | get value from a $3,500,000 tv pro- 
“What do we get for what we|gram which was a vehicle for 
spend?” The Project X committee, | both product messages and corpo- 
he said, hopes to develop tools so|rate image—18 corporate commer- 
that admen can (1) define specific | cials and 36 product commercials. 
communication objectives for ad- The Gallup & Robinson assign- 
vertising that can be measured;|ment was to measure recall and 
(2) get management agreement on | penetration, and sales attributable 
these objectives; (3) get agency | to advertising, culminating—in the 


(4) select measurement tech-/|that about one-fourth of the peo- 
niques to see if objectives were | ple who bought paint in a given 
attained. period credited their purchase to 
advertising in some way, and of 
e A. H. de Grassi, director of|these about half credited their 
advertising, Kaiser Aluminum & | purchase to tv. 
Chemical Corp., explained how ob- | Earlier, ANA members were 
jectives were defined and tech-|able to review various problems 
niques of industrial advertising |in informal, closed sessions. Here 
were evaluated for electrical wire|are some excerpts from the dis- 
and cable products. The situation | cussion leaders: 


was complicated by changes in | 


the line of products, vastly in-|m Douglas L. Smith, advertising 


creased competition (500%), and) and merchandising director of S. C. 
expanded _ production facilities. | Johnson & Son, in a session on 
With the objective of awareness|how to coordinate tv advertising 
with multiple agencies, said that 
agencies have shifted from a 
built | creative function to a supervisory 
administrative or analytical 
function, but that they are “as 
important as ever” to an adver- 
tiser with a heavy tv investment. 


salesmen, a three-page insert was | 
in business papers, 


and aimed at five specific mar- 
kets. Readership studies showed 
high recognition and readership, 
and a penetration study by Mills| The advertiser should, Mr. Smith 
Shepard showed recall nearly 50% | said, handle (1) assignment of 
above average. Studies have con-| show responsibilities, (2) commis- 
vinced the company that a sub-/sion arrangements, (3) negotiat- 
stantial part of its market “sim-|ing procedures; (4) critical evalua- 
ply did not know Kaiser Aluminum tion of the medium, (5) long range 
|was making these products. With- | planning, and (6) corporate direc- 
out advertising, the entire burden|tion as to types of shows. S. C. 
|of obtaining this awareness would| Johnson lets an agency be the 
rest on our limited sales force.” agency of record, which gives it 
15% of the 15% commission on 
|@ Russell H. Colley, management |time and talent. He advocated 
consultant, who worked on the | encouragement of a “spirit of re- 
ANA advertising manager hand- spectful competition among a 
books, discussed considerations in | Client’s agencies.” 

defining advertising objectives 


and measuring results, with par-|# Leslie C. Bruce Jr., director of 


understanding and agreement; and|case of paint—with the finding | 
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advertising, Purex Corp., described 
the Purex code (see story on Page 
92) in a session on codes and how 
to make them work, and said that 
while he doesn’t advocate a written 
code for everyone, it serves to 
“clarify a company’s intent in a 
formal, committed sense.” 

Robert H. Marriott, vp for sales 
and advertising of Climalene Co., 
headlining a market-by-market 
media meeting, explained the suc- 
cess his company has had with 
spect commercials, and how it uses 
magazine regional editions, and the 
use of newspapers for specific local 
problems. 


® Philip H. Cohen, vp and direc- 
tor of radio and tv of Sullivan, 
Stauffer, Colwell & Bayles, em- 
phasized in a session devoted to 
controlling tv commercial costs that 
the principal consideration is 
time. Summing up, he said, (1) 
allow enough time for planning 
and execution—7-8 weeks for 
film, 9-10 weeks for animation; 
(2) be sure that everyone who 
has to okay a commercial gets a 
shot at it in storyboard or pro- 
duction meeting levels, not at 
rough-cut stage or after comple- 
tion; (3) know film producers and 
their limitations and capabilities, 
(4) make sure actors and sets 
are important to the commercial 
—keep commercials as simple as 
possible; and (5) be sure the peo- 
ple who do the commercials do 
their homework. He said flatly 
that commercials are often cheap 
in comparison with time. A com- 
mercial costing $6,000 to $8,000 
might have $1,000,000 in time and 
entertainment placed against its 
exposure; “simplicity is still the 
first rule of a good commercial,” 
he said. 


ANA CHOOSES 
BOLIN, ALLPORT 

Hor Sprines, Va., Nov. 15— 
Roger H. Bolin, advertising direc- 
tor of Westinghouse Electric Corp., 
was elected chairman of the board 
of the Assn. of National Adver- 
tisers, succeeding Donald S. Frost, 
vp of Bristol-Myers Co. 

Peter W. Allport, who joined 
the ANA in 1945, was elected pres- 
ident to succeed the late Paul B. 
West. Mr. Allport was named sec- 
retary in 1951, and exec vp last 
summer (see “Admen in the News” 
on Page 90). 

» John Veckly, director of adver- 
tising of U.S. Steel Corp., was 
elected vice-chairman to succeed 
Mr. Bolin. 

The ANA elected five new di- 
|rectors: G. A. Bradford, consul- 
| tant, advertising and sales promo- 
tion, General Electric Co.; H. F. 
|Griswold, director of advertising, 
Dole Corp.; Thomas B. McCabe 
Jr., director of marketing services, 
| Scott Paper Co.; Edward E. Roth- 
man, general advertising and sales 
|promotion manager, Ford Motor 
|Co.; and Gene Wedereit, director 
| of advertising and public relations, 
|Chemetron Corp. K. L. Skillin, ad- 
| vertising director, Armour & Co., 
was reelected to the board. + 


} 


\‘Motion Picture’ Boosts Rate: 
De Lone Gets New Post 


Motion Picture, effective with its 
February issue, will increase its 
circulation guarantee from 1,000,- 
000 to 1,100,000, and will boost its 
b&w page rate from $2,900 to $3,- 
190. 

Fawcett Publications also an- 
nounced that Frank de Lone has 
been transferred from Los Angeles 
to New York as eastern ad man- 
ager of Woman’s Day, a new post. 


P&G Names Grey Ltd. 

Procter & Gamble, Toronto, has 
named Grey Advertising Ltd., 
Montreal and New York to handle 
advertising for Downy Fabric Sof- 
tener, a new brand now in test 
markets in Canada. With the Grey 
appointment, P&G now uses eight 
agencies in Canada. 
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Houwink Pauley 


NAB WASHINGTON—Chatting at the Washington regional meeting of the National Assn. 
of Broadcasters were Fred Houwink, general manager, WMAL-TV, Washington; Rob- 
ert R. Pauley, vp in charge of ABC Radio, New York; George Dietrich, manager, 
WNBC, New York; Bob Keefe, office manager, NBC Spot Sales-Bomar Lawrance, Dal- 


las; Dick Doty, general manager, 


Rush to ‘Redbook’ 

Bob Rush, formerly with Jann & 
Kelley Inc., has joined the Chicago 
sales staff of Redbook. 
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Population over 210,000 
with the largest consumer 
spendable income in the 
state $316,671,000. 
TULLE ELLE 
IN CMARLESTON YOU CAN 
REACH EVERY FOOD STORE 
BUYER AND CONSUMER 
WITH 
THE NEWS AND COURIER 
CHARLESTON EVENING POST 
TUTTE 
In 1959 over 1,500,000 com- 
bination lines of retail food ad- 
vertising appeared in the Post- 
Courier. Where else but in the 
food section of the Post-Courier 
can you reach and sell your 


food store buyers and the ali 
importont consumer. 
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Dietrich 


Keefe Doty 


and William A. Roberts, president, 


Praise by Ford, 
Prestige Report 
Delight NAB 


(Continued from Page 1) 
told how to be so. 

“At the risk of excessive opti- 
mism, I see this decade as one in 
which broadcasting will grow in 
freedom, grow in influence, both 
economic and social, and find it- 
self less hampered by unnecessary 
and archaic legislative and regula- 
tory controls,’’ he summed up. 

Earlier in the day, Mr. McCol- 
| lough told Apvertisinc Ace that he 
considers broadcasting’s prestige 
“at an all-time high.” He said” he 
thinks Congress will “look with 
favor” upon broadcasters in Jan- 
uary. “We have no qualms about 
what our critics will say,” he said. 


@ Frederick Ford, chairman of the 
Federal Communications Commis- 
sion, praised broadcasters for 
|showing “a maturity in attitude” 
| toward their responsibility of see- 
ing that radio and tv serve the 
| public interest. 
| He called the congressional 
hearings probing “payola” and 
fixed quiz shows a “landmark of 
| cooperation” between the broad- 
|casters, FCC, and. Congress, and 
he agreed with broadcasters who 
feel that the industry has lived 
down its unfavorable press notices. 
“Payola is past history and some- 
| thing I hope we all can forget,” he 
| said. 

Mr. Ford indicated that although 
FCC sets the “climate” for serving 
the public interest, it’s up to the 
|individual broadcaster to know his 
community and its needs. This is 
“sound business practice,” he said. 
“In the process of becoming more 
conscious of your station,” he said, 
“advertisers will also be more in- 
clined to buy time.” 


. The FCC chairman noted that 
‘eas commission is now collecting 


Is Editorial Opinion 


Favorable? 


Press Clippings can keep you informed 
of popular misconceptions that need to 
be corrected . . . or can help you ride 
a wave of popular support. You can invest 
your public relations and institutional 
advertising dollars effectively and inteili- 
gently when you know what the editors 
of the nation are thinking and saying. 
interested in learning how we can 
serve you? 


Est. 1888 
PRESS CLIPPING BUREAU 


165 — St., New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg Pittsburgh 22, Pa: — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, 11|.—-WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone OLdfield 6-0304 
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data from broadcasters on how 
they handled political broadcasts 
during the campaign. “When the 
returns are all in,” he predicted, 
“even the industry will be sur- 
prised by its own performance. 
The time devoted to the campaign 
was quite exceptional and far more 
gratifying collectively than were 
efforts individually,” he said. 

Mr. Ford gave a hint that he 
considers his future with FCC to 
be somewhat precarious, when he 
was introduced by Mr. McCollough. 

“When Mr. Clair introduced me 
in Chicago at the beginning of the 
year, he told the audience ‘there’s 
a Ford in your future.’ I’m a little 
surprised that he didn’t improve 
on it this time by saying, ‘Watch 
the Fords go by’.” 


s In meetings on Monday after- 
noon, Vincent T. Wasilewski, NAB 
vp for government affairs, ex- 
plained to members that the make- 
up of the House of Representatives 
and the Senate remained much 
the same after the elections. “For 
broadcasters there won’t be any 
traumatic changes,” he said. 

He pointed out, however, that 
because of retirements, deaths and 
defeat of incumbents, one out of 
every seven members of the House 
will be new. Of 29 incumbents 
who were defeated in the House, 
he said, 26 were Democrats, three 
Republicans. 


a Mr. Wasilewski added that all 
the members of both the Senate 
and House interstate and foreign 
commerce committee were re- 
elected. This is the committee that 
shaped the new “anti-payola” law. 


‘King of Air, 
Radio Must Act 
Big, Hyland Says 


(Continued from Page 1) 
adult spends more time daily with 
radio than with newspapers or 
magazines combined. And that for 
13 hours of the 18-hour broadcast- 
|ing day, radio is the unchallenged 
|king of the airwaves.” 

These are impressive facts, he 
said. “But sometimes we radio men 
act as though we don’t believe 
them ourselves. I’d like to predict 
hopefully that in the ’60s, in our 
sales efforts, we’re going to climb 
off the defensive once and for all. 

“Radio is big,” he said. “But to 
grow even bigger in the next dec- 
ade, and to be so evaluated by our 
listeners and our advertisers, we 
must grow up and act big... 


a “I believe one measure of 
growth will be the falling by the 
wayside of the quick-buck oper- 
ators with their contests, gimmicks 
and frantic sounds. This kind of 
radio has been all too prevalent in 
the post-war license boom, and I 


feel it has been an image wrecker 


Mason 


for our entire industry.” 

Mr. Hyland predicted that in 
the ’60s every major market will 
be served by stations catering to a 
variety of listener needs. He vis- 
ualized a good music station, a talk 
and information station, a sports 
and variety station, as well as 
foreign-language and nationality- 
group stations, in every major 


market. 
s Ripping into “formula” radio 
stations, Mr. Hyland said, “If, at 


KMOxX, any preconceived program 
or music ‘formula’ prevented our 
microphone from being on the 
scene at Cardinal headquarters 
when Stan Musial announced his 
decision to play for one more sea- 
son, I can assure you that my pro- 
gram director and news director 
would not have to wait too long to 
get a phone call from me. 

“And if KMOX did not keep up 
a steady stream of new program 
and program-improvement ideas 
flowing toward its advertisers, I’m 
sure it would reflect in smaller 
audiences and smaller billing. And 
this consequence would be de- 
served,” he said. 


# Mr. Hyland stressed that to give 
programming “the kind of impact 
that adds up to rating points and 
profit,” broadcasters must know 
their audiences “as we never have 
before.” If a station bills itself as 
a variety station, he said, selling 
program segments rather than 
saturation spots, it’s vital to know 
if listeners are white collar junior 
executives or blue collar wage 
earners. 

His station gets this kind of 
information, and other composition 
data, “in the same way a good 
salesman gets the order. We ask 
for it. When our listeners call in 
with comments on programming, 
we ask them about themselves. 
When listeners write in for a book- 
let, we ask them to put their oc- 
cupations on their request cards. 
When tours visit KMOX, we get 
as much information about each 
tour group as we can politely 
gather.” 


@ Mr. Hyland advised station own- 
ers to “let your listeners ask you 
honest questions and give them 
honest answers. And you will 
build the kind of grassroots respect 
for a free and unfettered broad- 
casting industry that can weather 
the temporary furors that arise 
when a few rotten apples are 
found. at the bottom of the barre].” 


CAPITAL AREA STATIONS O.K 
CODE ADHERENCE DRIVE 

WASHINGTON, Nov. 16—The 
Maryland-D.C. Broadcasters’ Assn. 
has given unanimous approval to 
a campaign to obtain 100% co- 
operation from all.area stations in 
subscribing to the National Assn. 
of Broadcasters code for radio and 
tv. 

Teams of broadcasters in various 
areas will call on stations in the 
Maryland-D.C. region who are not 
subscribers, in an effort to secure 


Monahan 


derdale, Fla.; Marcus Cohn, Washington attorney who represented theater owners in 
last month’s pay tv hearings; Henderson Belk, president, WIST, Charlotte, N. C.; Rich- 
ard H. Mason, president and general manager, WPTF, Raleigh, N. C.; Jim Monahan, 
account executive, CBS Films, New York; Tom Paro, director of sales, WRC, Washing- 
ton, and Jim McCormick, eastern sales manager, CBS Films, New York. 


Paro McCormick 


compliance. 

The plan was adopted after a 
report of the code committee, of 
which John L. McClay, WJZ-TV, 
Baltimore, is chairman. # 
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LIFE WORLD LIBRARY 


RUSS! 


aL 


2p v Ao 
ok 


PICTURE COOK BOOK 
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8 Books- $26.700,000 | 


LIFE’s newest book, «The Wonders of Life on 
Earth,” came off the press on October 17. Since then 
its sales have already totaled more than $1,300,000. 

In the past three months alone, LIFE readers have 
bought $700,000 worth of LIFE’s book on Russia. 

And in the past ten years, LIFE readers have 
bought—at prices ranging up to $27.50 a volume— 
more than $26,700,000 worth of books based on 
material originated by LIFE’s editors, material that 
appeared first in LIFE. (89% of these buyers were 
from LIFE’s own subscription list.) 

Only LIFE can provide—and keep on providing— 
the kind of editorial material that so often finds its 


way into hard covers and into the libraries of millions. 


Only LIFE has so many readers whose interests are 
broad enough to want to own so many books on sub- 
jects of this kind. 

Only LIFE has an audience which spends so much 
more for books, for cars, for appliances—for every- 
thing, because they have more to spend. LIFE house- 
holds account for 38¢ out of every dollar spent in the 
U.S. on consumer goods and services. 


Moral for Marketers: In the magazine that 
attracts and holds readers who respond like these, 
advertisers will find the world’s most favorable cli- 
mate for selling their own goods and services. 
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YEAR 
1950 
1961 
1955 
1957 
1958 
1959 
1960 


1960 


LIFE BOOK TITLE 


Picture History of 

World War Ii 

Picture History of 

Western Man 

The World We Live in 

The World’s Great Religions 
Picture Cook Book 

The Second World War 
(Two Volumes) 

Russia 


The Wonders of Life on Earth 


TOTAL SALES 


$4,497,500 


1,576,800 
6,747,800 
5,449,200 
3,080,100 


3,380,900 
700,000 
(to date) 
1,300,000 
(to date) 
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